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Who Will Sell the Farmer? 


no new subject. It has been reported on and surveyed 

in every part of the country and for every type of data 

that the minds of researchers and investigators could contrive. 
But, as the importance of this business now and in the 
future becomes ever more clear, the fact remains that the 
distribution of electrical equipment to farmers has not evolved 
any clear-cut pattern. The urban and suburban markets are 
adequately served by our present type of retail distribution, 
independent dealers and departmentalized stores. In the future 
this market threatens to be too well served, or at least served 
by too many retailers. Already, even before manufacturers 
are again shipping afpliances, new dealerships are opening up, 
and every indication is that many returning veterans with the 
desire for possessing a business of their own have their 
eyes particularly on the electrical appliance and radio business. 


Te: farm market for electrical equipment is certainly 


N the course of a very large correspondence brought on by 
I inquiries from men in the Army and the Navy about the 
prospects of the appliance business, and in many personal 
interviews on the same subject, I have yet to hear any refer- 
ence to the possibilities of selling the farmer. Similarly, in 
discussing distribution with manufacturers and wholesalers, 
the general experience is that there are more applications for 
dealerships, more people seeking to get into the retail appliance 
business, than the volume of potential business can reasonably 
support. Of course there is a general forecast of a high rate 
of mortality among these ambitious dealers—and I am talking 
about dealers that expect to operate in cities and towns and 
serve the urban trade. On the other hand, in discussing dis- 
tribution problems with these same manufacturers and dis- 
tributérs, when we get on the subject of the farm business, the 


question invariably is raised as to who is, and who will be, the. 


retailer who will sell the substantial amount of electrical appli- 
ances and equipment of all kinds that the farmer, large or small, 
needs for better living, better production, and greater economy. 

It would seem, therefore, that a gomewhat different type of 
retailer will have to be developed, who will specialize largely 
to the farm trade. With the potential business as great as it is, 
it is a matter for some surprise that there is not more interest 
on the part of people seeking to enter the electrical business 
in establishing this new type of retail outlet. Some major 
business units are keenly alive to the possibilities offered. 
Already at least one of the large mail order chains is experi- 
menting with farm stores in which everything for the farm 


can be viewed and purchased—and this naturally means a full 
line of electrical appliances for the home, as well as a wide 
choice of all types of farm tools and equipment. 


O get.a picture of successful operations in retailing to 

farmers, a representative of ELEcTRICAL MERCHANDISING 
spent a lot of time in eastern Pennsylvania recently exploring 
the towns and countryside. The kind of businesses he found 
are described in an article in this issue. Certainly, if these are 
in any way representative of what may be expected for the 
man who sets out to serve the farmer, the opportunity is a 
real one. A knowledge of the farmer’s problems is of course 
an essential, but it does not indicate necessarily that a dealer 
must also be a farmer. Farm problems, especially in relation 
to the application of electrical power, is a special study in 
itself, and while a background of practical farming might 
help, it is also something that can be gotten along without. 

The important thing about this business set-up to serve the 
farmer is that they are ready to supply, if not all, at least a 
major part of the farmer’s mechanical and electrical wants. 
They develop that happy relation between a buyer and a sup- 
plier that guarantees year by year a steady and a growing 
business. An article published several months ago in this 
magazine studying the buying habits of the farmer in relation 
to his electrical appliances found that the farmer bought from 
a large and varied number of stores. With such farm stores 
as we are describing in this issue, that inconvenient and waste- 
ful method of buying need no longer exist. One source of 
supply—that. one dependable dealer—is better than shopping 
all over the countryside. 

This opportunity offered in the farm store we commend 
to the consideration of returning servicemen and others ambi- 
tious to enter the electrical appliance field. It will take some 
study, some preparation in the way of acquiring knowledge of 
the farm problems and electrical applications. It will require 
some money, and most of all a great deal of work. But to a 
man unafraid of any of these things, it should bring a hand- 
some reward. 
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T’S a fact, not a theory, that your income 
—no matter how you earn it—is geared to 
the farmer’s income. If he’s prosperous, so 
are you. Your fortune depends on his. 


Agriculture’s people are so big a part of our 
population that any increase in their buying 
power pushes the whole national income up. 
Leading economists have charted farm in- 
come and national income over a I|7-year 
stretch, proved that national income is al- 
ways directly proportionate to farm income. 


Thriving agriculture, thriving country! It’s 
an Economic Law we have here; and it justi- 
fies feeling good about the $28,000,000,000 
Colossus earned last year, and the 
$16,000,000,000 he has salted away in savings. 
And add to this rosy picture the fact that 
Colossus has been assured a continuing 
prosperity by a guarantee of “parity prices” 
for two years after the cessation of hostilities. 
No wonder advertisers are keeping a sharp 
eye on the American Farmer’s tremendous 
buying power, his giant pile of pent-up needs 
—and his favorite magazine. 


fountry 


A CURTIS PUBLICATION 


DVERTISE Rs 
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What business can ignore the farmer’s strength? 


PATENTED 


it’s a 
Roaster Range 
it’s a MONARCH 
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AX any housewife if she would 
like to have an electric roaster 
built right into the top of her elec- 
tric range, where it is out of the 
way. yet always handy as an 
auxiliary oven. Ask ten house- 
wifes. Ask a hundred. The more 
you ask, the more convincing will 
be your discovery that the Monarch 
Roaster Range packs the greatest 
consumer appeal of any electric 
range now appearing on the post- 
war market. There’s a field-day 
ahead for Monarch dealers! 


MALLEABLE IRON RANGE CO. 
3815 Lake Street Beaver Dam, Wis. 
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Large roasting compartment for Convenient lifter rack for cas- | High domed cover to increase Smooth flat top for working space 
and potatoes. utensils. . er whole ham. 
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the most important single 


development in the entire 
fuel oil space heater industry! 


DUO-THERM’S Bias Baffle, Dual Chamber 
Burner has the greatest range of clean fire 
operation of any vaporizing pot type burner 
six stages of air injection provide the 
proper balance between air and oil 
for perfect combustion from the 
lowest to the highest fires! 


Curners tn one 


The Duo-Therm burner is in a field by itself 
and stands alone as the only “‘six-in-one”’ 
burner on the market, for each of its six stages 
of air injection is, actually, a burner in itself. 

The first burner (1) is in the pilot stabilizer 
housing, where air and oil are perfectly bal- 
anced for proper combustion on the lowest fires. 

Then, each additional stage (or ‘“‘burner’’) 
provides an increasing amount of air to pre- 
serve the balance as the oil flow is increased. 


Complete flame control 
The second stage of air injection (2) is below 
the bias baffle and the third (3) is between 


the baffle and the neck of the burner. 


And, there are three more‘‘burners”’ higher 
up — (4) just above the neck, (5) well above 
the neck, and (6) at the very top — for high- 
est fires. 


Thus, Duo-Therm—and only Duo- 
Therm — gives complete flame con- 
trol both in and above the burner. 
This maximum efficiency at all stages 
gets more heat from every drop of oil! 


Exclusive with Duo- Therm 


THE DUO-THERM six-in-one burner is the 
biggest single asset that can be offered the 
dealer in fuel oil space heaters because it is 
the biggest single asset that can be offered 
the user. 


And only Duo-Therm dealers have this great 
feature to sell! 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION, LANSING 3, MICHIGAN 


America’s Largest Manufacturer of Fuel Oil Heating Appliances 
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MAKE TWO-WAY PROFITS with 


- 


HOTPOINT CALROD 


REPLACEMENT COOKING UNITS 


AT SAME LOW PRICES WHICH PREVAILED IN 1942 


5 et can modernize practically any make of electric 
range now in use... and win customers for new 
Hotpoint Electric Ranges at the same time! I¢’s your 
chance to see the condition of every electric range in 
your community today! Your own salesmen can install 
the Calrod Replacement Cooking Unit while doing an 
excellent selling job. So look ahead: get in the electric 
range modernization business NOW . . . See your dis- 
tributor TODAY for complete information. 


To take advantage of this profitable business you need 
stock only 2 types of Calrod units and 4 large and 5 
small Adaptor Rings. 

Calrod has an unrivalled record as the only rod type 
unit with over 15 years of actual field experience. It is 
the only hermetically glass sealed cooking unit. \t is 
extremely rugged and durable, yet so light in weight 
it starts cooking in less than half a minute, 


Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago 44, Illinois 


SELL CALROD* REPLACEMENT COOKING UNITS NOW to build 
better business and create prospects for new Hotpoint Electric Ranges. 


*Reg. U. S. Pat. Off. 


DEPENDABILITY ASSURED BY 40 YEARS EXPERIENCE 
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10 Million Families Want To Know About 


COLEMAN OIL 
ATER HEATER 


it Will Pay YOU To 
Tell Them = And Sell Them 


20 million families, say official figures, have either mo hot running 
water equipment — or obsolete and inadequate water heaters. At least 
half these folks can’t have real automatic hot water without using 
oil-burning equipment. And make no mistake — America’s millions 
know about hot running water—and they want it. 


Features Like These Coleman Advancements Sell Them 
On The Foolproof Ease Of Having Automatic Hot Water 


Up to now a major reason these millions haven’t swamped you with 
demands for automatic oil-burning water heaters has been: They 
haven't known it existed —or haven't trusted the equipment. But 
Coleman is correcting all that!—with national advertising reaching 
those best able to buy—and with Coleman features and Coleman's rep- 
utation. Here are some of these features—features dealers can use to 
make oil water heaters a real selling item: 


Engineered insulation — rock 8 Automatic pilot—won’t go out 


wool and dead air space. 
Rugged construction —-heavy 
duty galvanized tank. 

White baked plastic enamel 
finish with maroon trim. 
Large-area heat vent—lots of ra- 
diation for efficient operation. 
Coleman’s special low - draft 
burner — operates on only .03 
draft! Uses less fuel. 
Automatic controls — maintain 
constant water temperature. Ad- 
justable to any degree from 
120° to 155° F. 

Burner asbestos-sealed to pre- 
vent loss of heat. 


9. 


10. 
11. 


12. 


under worst drafts, burns low 
—no waste of fuel. 


Removable Burner, jack-mount- 
— hand operated screw re- 
leases burner for easy cleaning. 


Lighter door— makes lighting 
of pilot simple. - 

Automatic fuel control—accur- 
ately meters flow of oil so that 
fuel is released only as needed 
—no waste. 


Exclusive Coleman draft meter 
—accurately controls draft re- 
gardless of weather. Prevents 
excessive drafts and thus elimi- 
nates heat waste. 


WANT THIS FRANCHISE? Then Do This: 


Write us and let us put you in touch with your nearest Coleman dis- 
tributor, who awards all franchises in his territory. He will explain 
franchise requirements, terms, and show you how Coleman selling helps 
can make you the Number One oil water heater dealer in your commun- 
ity. Address The Coleman Co., Inc., Dept. EM-851, Wichita 1, Kansas. 


THE AUTOMATIC 


THE COLEMAN COMPANY, INC., 


Col 


WICHITA! 


eman 


PHILADELPHIA 8 
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LECTRICAL 


The new Everhot Roaster embodies all the thrilling 
newness and exciting advancements the public is 
expecting to find in post-war products. You have much of 
interest to talk about when showing this new Everhot—fea- 
tures never before incorporated in such an appliance. It is 
the kind of designing and workmanship you would expect 
from an organization that has been engineering and manu- 
facturing such products for more than 60 years. Good old 
Everhot dependability — wonderful new 


Everhot convenience. 


BUY-APPEAL FEATURES 


Shipments Soon 


THE SWARTZBAUGH MFG. COMPANY 
Established in 1884 ¢ Toledo 6, Ohio 


AUTHORIZED WHOLESALERS IN ALL MARKETS 
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@ Observation glass in lid. @ Stain-proof cover. 

@ Combination in-built revolving temper- @ Turn-c-knob mechanical cover lifter. 
ature guide and cooking time-chart. @ Deeper roasting pan assures more uni- . 

@ New-type air and moisture control gives form cooking and better browning. 
better flavor and appearance to all @ Stainless steel covers for all utensils. 
foods. @ In-built timer clock control optional. 
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SPARTON IS READY! 


ERE’S NEWS! News of first importance to every one 
who owns, or expects to own an exclusive Sparton 
Radio franchise! 


Sparton will be shipping radios—soon. A lot of them! 


Superb Consoles, Table Models and Radio-Phonograph 
Combinations—all with new and exciting features! Many 
equipped for FM. 


A steady flow of production is assured with five com- 
pletely modern plants plus the addition of a high-quality 


wel 


\ ri cabinet factory. 

\ Sparton is ready! But—remember—all Sparton Radios 
( a are sold under the SCMP (Sparton Cooperative Mer- 
\ C \ chandising Plan) to one dealer in each community. 

Loa? If you are interested in being the exclusive Sparton 


3 dealer in your community, write Ed Bonia, Sales Man- 
ager, The Sparks-Withington Company, Jackson, Mich. 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


RADIO'S RICHEST VOICE SINCE 1926 
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revolutionary new 


food storage 


| 


Iceberg Commercial Unit. ideal for 
food stores, locker operators, ho- 
tels, hospitals, apartment house 
owners. 60 six-cubic-foot locker 
drawers for individual renters, with 
card holders for marking names. 


Iceberg Farm Freezer. Ideal for 
farmers, rural dwellers and stores. 
2 to 10 six-cubic-foot locker draw- 
ers with card holders to mark type 
of food stored and date of storage. 


REFRIGERATED LOCKER SYSTEMS, INC. 


DISING 


EMPIRE STATE BUILDING, 


ECTRICAL 
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7. Iceberg can be quickly and easily installed and 
8 


If you've an eye for extra business, then you're our man! 
For we're offering you the newest, most practical, most 
sellable system for frozen food storage yet devised. It’s 
called the ICEBERG REFRIGERATED LOCKER SYSTEM, and 
its exclusive patented features give it these advantages 
over all other units. 


8 Point Superiority 
1. Iceberg eliminates the danger and inconvenience 
to patrons of a Zero temperature room. 


y Iceberg maintains safe Zero temperature at 
all times. 


a Iceberg has built-in blast freezer for quick 
freezing. 


4. Iceberg keeps food conveniently segregated for 
ready access. 


S. Iceberg is a portable, sectional, completely 
self-contained unit. 


+ Iceberg is a fully insulated unit. 


put in operation in 24 hours. 


+ Iceberg carries lowest installation cost... 
operating cost. 


lowest 


But don’t just-take our word for its sales possibilities. A 
recent issue of a leading national picture magazine says 
in a five-page story that frozen food storage is fast 
becoming one of the most lucrative new industries in 
the country. Now’s your chance to get in on the ground 
floor! Write today for full details on this plan for 

extra profits with ICEBERG! 


WRITE FOR FULL DETAILS TODAY! © 


In your letter please give us background and history 
of your business including such information as lines 
now carried, banking connections, territory you cover, 
number of years in business, names of officers, etc. 
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The Story of the 
Eclipse All-Plastic 
Agitator is Attached 
to Each Unit 


— 


THESE FAMOUS WASHERS 


are Equipped with ECLIPSE 
All-Plastic Agitators: 


* APEX * FAULTLESS 


*BARTON *GENERAL ELECTRIC 
*BEAM * MAYTAG 

* BLACKSTONE «NORGE 

*CONLON *SPEED QUEEN 


* EASY ZENITH 
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offer the ALL PLASTIC Agitator 
for Home Washers... 


Because the first announcement of the Eclipse All-Plastic Washer 
Agitator coincided with the outbreak of the war, it was assumed 
in some quarters that this entirely new type of unit was a substitute 
for the metal agitator that became unavailable due to material 
restrictions. 


Far from being designed and offered as a substitute article, the 
Eclipse All-Plastic Agitator is specially engineered for improving 
the service and operation of any Home Washer. As such, it is today 
regarded as a standard part for virtually all of the leading makes 
of machines on the market. 


A pioneer Eclipse development, All-Plastic Agitators offer 
these “stand-out” advantages: 


1. EASIER ON CLOTHES — no rough metal to injure delicate 


fabrics. 

2. PLASTIC SURFACES remain smooth for entire life of 
washer. 

3. NON-CORROSIVE — will not discolor clothes. 

4. HEAT-PROOF — acid and stain-proof. 

5. AMAZINGLY light and durable. 

6. CAUSTIC RESISTANT—not affected by soaps and 


washing powders. 
7. EASIER to handle and keep clean. 


Look fer new designs, materials, and colors in 
. Eclipse All-Plastic Agitator on the new Home Washer 
‘ models now being readied for production. They'll 
‘help you sell more washers—build permanently satis- 
fied customers for you. 


Eclipse 


PRODUCTS COMPANY 


Plastic Division of General American Transportation Corp. 


5162 NORTH 32ND STREET, MILWAUKEE 9, WIS. 


MANUFACTURERS OF “SAN-DURO" BRAND PLASTIC PRODUCTS AND 
PRODUCERS OF PLASTIC ITEMS CUSTOM - MOULDED 
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EYE APPEAL SELLS RADIOS! 


one of the superior appearance features of new G-E radios— 


G-E MULTI-WEAVE METAL GRILLES! 


NEW G-E 
METAL GRILLES REFLEC 
MODERN DESIGN 


is one of the two prin- ragged and unsightly . . . they're de- 
° -/ cipal factors pe reese to sell radios signed to retain their original luster and 
e tw —successfully. In addition to outstand- attractiveness for the life of the radio. 

WwW , ing cabinet designs and materials, 


; : The new G-E Radio line has every- 
{ General Electric—as a plus feature—is thing that adds up to quick and profit- 


4 —e extensive use of the new G-E hie sales. It’s backed by the greatest 

° ulti-weave metal grilles. consumer advertising campaigns of-any 

7 vor The clean-cut beauty and attractive home radio manufacturer. For complete 

‘ Yi designs of these grilles demand atten- information, consult your nearest G-E 
- { tion from your customers. G-E Multi- Radio Distributor or write Electronics 


( Rss. weave metal grilles don’t deteriorate; Department, General Electric Company, 
F they’re not damaged easily—fingers Bridgeport, Conn. 
won't poke ree them; they’re never 


* 1. G-E Alnico 5 Speakers 3. G-E Superior Quality 5. G-E Appearance Appeal 
2. G-E Radio-Phonographs 4. G-E Electronic Reproducer 6. (See next Ad) 
7. (See coming Ad) 8. (See coming Ad) 


GENERAL ELECTRIC 


PORTABLES TABLE MODELS CONSOLES FARM SETS 


AUTOMATIC PHONOGRAPH COMBINATIONS ~- TELEVISION 
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© Before and after V-J day, orders have 
been pouring in so rapidly for Silent Sioux 
oil burning heating units, that today we 
are completely sold out through the bal- 
ance of this year. 


Write today. 


BUT . .. it’s none too early for you who 
want to secure the profitable and exclusive 
Silent Sioux franchise to get full details to- 
day. A complete line of modern designed. 
space heaters, air conditioning furnaces, 
hot water heaters, etc., which hold more 
than just a promise of becoming Amer- 
ica’s tastest selling line. 


SILENT SIOUX OIL BURNER CORP.\4 
ORANGE CITY, IOWA 


NOVEMBER, 
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1's a precious strain —all her 
I own. And priceless to those 
who love her. Will it be left 
only to fragile human memory? 
Will it fade forever? 


No. Today it can be captured, 
cherished and repeated over 
and over. It can be heard again 
years from now. 


How? On the Lear wire that re- 
members—a simple way of 
making lasting recordings. It’s 
a way that puts hours of song, 
voices or radio broadcasts on 
a spool of hair-like wire. Any- 
thing you don’t want to keep is 
erased simply by recording 


something else over it. RADIO | 
} 


Wire Recording is but one of 
the fine things you'll find in 
Lear Radios. There are ad- 
vanced FM, television, far- 
reaching short wave and record- 
changing phonograph radio 
combinations with a new con- 
ception of rich-toned fidelity. 


Such radios as these have never 
been available before. For 
Lear’s fifteen years of radio 
design and manufacture have 
been devoted to the exacting 
needs of aircraft radio. So ex- 
pect to be thoroughly pleased 
when you hear a Lear Home 
Radio. You'll know quickly 
that there is extra worth for 
every dollar you pay. See for 
yourself —visit your Lear dealer 
at your first opportunity. 


a This is the Lear advertisement running in color in the current At the same time there are aggressive merchandising and 
national magazines. It is another in the big advertising promotion plans which add still further to the growing 

: campaign that keeps interest mounting in Lear Radios. acceptance for Lear Radios. 


oc % And this is only part of the Relie Bittnen dite tes If you are interested in being able to offer your customers 
3 ceiving. Every Sunday ever the American Broedcasti these unusual radios, write for full information about the 
Company network from 1:15 PM to 1:30 PM, ES.T,, Lear Spar Pranching. ) 

i é presents the ORSON WELLES ALMANAC, featuring this LEAR, Incorporated, Home Radio Sales: 230 E. Ohio St., 
re } noted actor, writer and narrator. Chicago 11, Illinois—Radio Division: Grand Rapids 2, Mich. 


yISING ELECTRICAL MERCHANDISING—NOVEMBER, 1945 


™ 
tSon | | 
ve | | 
PAGE 13 


... Another Powerful Unit in RCA Victor's “Big Three” 


Advertising Campaign Building Sales for You Tomorrow 


Sunday, coast-to-coast 
over NBC, Tommy Dorsey and 
a great parade of stars spearhead 
RCA Victor’s triple-powered na- 
tional advertising program... 
building a huge reservoir of cus- 
tomers for dealers all over America. 

In its second big year, the ‘‘RCA 
Show” ties in with two additional 
national campaigns running 
simultaneously . . . full-page ad- 


in national magazines 
reaching millions . .. and a special 
campaign in Time, setting tne 
stage for RCA Victor leadership in 
television. 

Think of the selling power of 
these campaigns. Think of RCA 
Victor’s recognized engineering 
leadership. Think what these fac- 
tors can mean to you in profits 
when radios, “Victrolas’’ * and tele- 


RCA VICTOR 


RADIO CORPORATION OF 


vertisements featuring radios and vision receivers become available. 


TOMORROW'S RCA Victor radios, ‘‘Victrolas’’* and 
television receivers will reflect the heritage of 
radio’s finest musical and engineering background. 
Yes, there’s something in heredity, and advertise- 
ments like this in big-circulation magazines are 
impressing the mark of the finest—RCA Victor. 
Wherever this mark appears inside—or outside 
your store, it builds your prestige and profit. 


Tkwevision Receivers... Models for every need 


THE SAME people who today 
guide America’s progressive 
thought in politics, educa- 
tion, business and religion 
will be tomorrow’s most re- 
sponsive market for tele- 
vision. Because readers of 
Time magazine are a great 
cross-section of this group, 
RCA Victor is using a special 
series of double-spread ad- 
vertisements in, this im- 
portant publication to 
fortify its television leader- 
ship and insure your profit 
in this great new field. 


RCA 


RADIO CORPORATION OF AMERICA - RCA VICTOR DIVISION - CAMDEN, N. J. 
In Canada: RCA Victor Company Limited, Montreal 


M. Reg. U.S. Pat. OF. 
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|] THE NEW ELECTRIC RANGE THAT’S REALLY NEW... 
BACKED BY THE KIND OF DEALER POLICY YOU WANT! 


> 


ET’S TALK OVER some of the kindergarten as- 
pects of the coming boom in electric 


range sales... 


First of all, it’s obvious that the average Mrs. America 
cares infinitely more about WHAT your electric range 
offers her than WHO made it. 


Next, Mrs. America wants all of those enticing postwar 


> > 


Engineered and designed by an organization having 
nearly 50 years experience in fine sheet metal forming 
and fabrication — builders of America’s finest railway 
coaches and vast quantities of railway equipment, 


masters of the art and science of space and work saving. 


A DEALER POLICY THAT MEANS 


w MORE DOLLARS TO YOU! 
promises to come true. She has pretty well fixed ideas 

es 

al of the features her perfect electric range must have. |New as the PRESTELINE electric range itself is the 

in She will shop and compare—not name-plates—but fea- new PRESTELINE dealer policy. It meets your idea 

- tures! And really modern design! of what a manufacturer should do for you. 

1A 

ng Long before the first PRESTELINE electric range was —_ For important as the big-time, dominant national ad- 

c- 

its built, searching surveys were made to determine the _vertising will be in the PRESTELINE sales program, 

le- 

le. electric range “likes and dislikes” of millions of typical we regard YOU, the retailer, as the biggest single factor 
American housewives. in the success of the new PRESTELINE electric range— 

today —— and the full line of major electric appliances that are 

essive From those surveys came a composite picture of the 

duca- to bear the PRESTELINE name. 

ligion ideal electric range—a picture that comes to life per- 

re- 

, fectly in the new PRESTELINE electric range! In short, your success will be our success! 

great 

eecial Yes, in the PRESTELINE electric range you'll have —_‘ For complete details and name of distributor in your 

faa a product that will say “SOLD!” and stay sold. territory, write or wire us today! 

x 

profit 

d. 


PRESSED STEEL CAR CO., INC. 


DOMESTIC APPLIANCE DIVISION 
666 Lake Shore Drive, Chicago 11, Illinois 
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“That's clear to any space buyer, Doc” 


You don’t need bifocals to see why The Enquirer is the newspaper 
that’s in solid (and can put you in solid) with Solid Cincinnati. The 
Cincinnati Enquirer is the city’s most interesting, most entertaining 
newspaper. Streamlined. Modern. Note the crisp, concise, colorful news 
presentation. The top-flight line-up of columnists. The features spread 
through the newspaper to insure high reader traffic on every page. 
The 30 comic and cartoon features. And comprehensive readership 


surveys assure continuing improvement, even more overwhelming, 


preference for The Enquirer by the thinking, progressive, solid Cin- 
cinnatians it pays you to reach. 


The Cincinnati Enquirer is represented by Paul Block and Associates 
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Great things are coming 
your way soon from 
Philco, the Leader... 


G 
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OU’RE going to have more customers than you 
know what to do with—customers who'll buy any 
appliance you carry—for a while. 


But when customers aren't a “dime a dozen) when 
women demand quality at a pricc—and you've got to 
make each sale count—how will you stand? 


Will the line of appliances you stock continue to 
bring customers back again and again? Continue to 
win new friends through top performance—and keep 
impressing old ones? People who are customers not 


When customers aren't 
‘a dime a dozen"! 


We believe you'll find yourself on this sound and 
desirable footing when you sell Manning-Bowman’s 
“Quality Quins”—like the popular Smokeless Table 
Broiler shown above, just one of a famous family of 
M-B appliances. 


Today, Manning-Bowman means best to thousands 
of women. It has meant quality to housewives since 
1857. And dealers will tell you it’s meant More Busi- 
ness for them over the years. 


We feel you can look forward to more business in 


only for related items in the line, but prospects for the years ahead—if your plans include Manning- 
other good products you sell? Bowman. And right now’s the time to start planning. 
ing- Bown Best 
MERIDEN, CONNECTICUT 
\\ 
Long-Last Iron-that-Wags- Twin-O-Matic Toaster-with- 
Percolator its-Tail Waffle Baker the-Tester 
THE LINE THAT'S ALWAYS IN DEMAND P 
PAGE NOVEMBER, 1945—ELECTRICAL MERCHANDISING 


\ 
te 
ELEC 


TRADE MARK REGISTERED 


Here’s what the homemaker wants in 
her new ELECTRIC REFRIGERATOR 
according to a recent survey made by the 
editors of a leading women’s magazine! 


WOMEN WANT... 


More storage space for 
frozen foods plus a 


DUAL-TEMP’S GOT IT!... 


A built-in Freezing Locker that stores 80 Ibs... . 
nearly 2 bushels . . . of frozen food. Really quick 
freezes meats, fruits, vegetables at 5° below 
zero. Hundreds of ice cubes quickly available. 


roomy quick-freeze 
compartment. 


WOMEN WANT... 


More space for food 
greater ease and 


DUAL-TEMP’S GOT iT! eee 


A spacious food compartment with extra room 
for large size objects. Space-stealing coils are 
gone! More shelf area for easier food handling. 
Every item readily accessible. 


convenience in han- 
dling food. 


WOMEN WANT... 


Less waste” of food 
due to food drying out 


DUAL-TEMP’S GOT IT!... 


Foods stay moist and fresh in uncovered dishes! 
No moisture-stealing coils! 85% humidity main- 
tained throughout food storage compartment. 
Sterilamp controls odors, retards mold. 


while stored away in 
the refrigerator. 


WOMEN WANT... 


Better methods of de- 
frosting ...less fuss 
and bother with water- 
filled evaporatortrays. 


DUAL-TEMP’S GOT iT! eee 


No more defrosting! Dual-Temp has no coils to 
defrost ...no evaporator tray .filled to over- 
flowing! Ends the nuisance of spilled water ... 
in the refrigerator or on the floor! 


RADIOS ... DUAL-TEMP REFRIGERATORS ... HOME FREEZERS... ELECTRIC RANGES 


Chicago 47, Illinois 
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ROT 
YOUR VACUUM CLEA 


Unique FILTER QUEEN Booklet 
Sells NOW... Stops Competition 


Today, women are vacuum cleaner “hungry” . . . in the mood 
to buy from the first salesman who comes along. Act now to 
¢ protect your best prospects from being sold before you can do 
the job yourself! 
How? Sell em through the mail with FILTER QUEEN’s new 
a | “Demonstration in Print” . . . the beautiful, 16 page, 2-color 
Pa | booklet that shows your prospect how FILTER QUEEN has 
everything she wants in her vacuum cleaner of tomorrow ...- 
tells her how she can get preferred delivery by ordering im- 
mediately . . . then sends her to your store to place an order 


One Mailing of This 
Booklet Brought In 


$1,074.00 in Orders with deposit. 
$210.00 in Deposits And it’s easy! The booklet is a self-mailer . . . requires no 
a Total Cost Of 

$1.75! envelope . . . no sealing. Just address it and you're IN every 


home in your community with the greatest vacuum cleaner 
story ever told. Mail coupon today for your FREE copy. 


Health-Mor, Inc. 
203 N. Wabash Ave., Chicago 1, Ill. 


- 

| 

; Please send me FREE copy of new FILTER QUEEN consumer 
| booklet plus information regarding FILTER QUEEN Franchise 
j and Advance Sale Plan. 
| 

| 


© 


ah 


QUEEN 
Division of Health-Mor, Inc. 

= 203 N. Wabash Avenue, Chicago 1, Illinois 
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He invented a miracle and called it 


EKlijahs Manna 


It’s a miracle because it was such an unknown little 

-. food product to begin with, and it helped found the 

=" huge dry cereal industry that has changed every- 

body’s breakfast habits. 

—- It was called Elijah’s’s Manna because Charles 

ae William Post was a pretty religious man. 

: As a young fellow, he traveled around selling 

\ hardware and inventing things like mechanical 
pianos. His hard work affected his health so much 
that at forty he had to go to a sanitarium at Battle 
Creek, Michigan, a notable health resort where 

| everybody seemed interested in the importance of 

; foods to health. There Post started to experiment 
with some ideas of his own. 

9 By 1895 he had invented Postum. Next came a 

nist wheat and barley cereal with a nutty taste—Grape 

» Nuts. And by 1904, Post had created some corn 

flakes and called the product Elijah’s Manna. It was 

the parent of the Post Toasties you may have for 

breakfast tomorrow. 

Post believed in advertising. He used it exten- 


yas 


It happened to TIMKEN 


$625 in 1925, but $299 in 1941 


sively. Even as early as 1902, Post’s advertising, 
with its famous “‘There’s a Reason” slogan, was help- 
ing start the tremendous growth which changed his 
original barn workshop into the General Foods 
Corporation. 

Advertising helped create huge demand for Post’s 
products. It helped make their mass production a 
“must.” It helped improve them constantly, and 
make them live up to the quality that it taught 
people to expect and to need. 

And Post’s advertising—all the dry cereal adver- 
tising—has helped make people like breakfast better. 
It has helped break up old breakfast customs. It has 
helped put interesting new variety into that impor- 
tant meal. It has helped bring all of us new nourish- 
ment. It has done a good job for good health. 

Service and savings, both of them, come from 
brand advertising. You know how it serves—you can 
see how it saves, when you remember that nation- 
ally advertised refrigerators averaged $310 once— 
$130 fourteen years later. Adhesive tape cost 35¢ in 
World War I—10¢ in this war. A nationally adver- 
tised can of soup, once 25¢, sells for a dime now—and 
it’s better soup! 

Convenience, comfort, economy are babies of 
brand advertising. It certainly benefits you. 


Timken was doing some pioneering promotion when it adver- 
tised the oil burner (illustrated at left) for $625 in 1925.A 
big job faced Timken and the other makers of brand- 
{advertised oil burners back then: they had to buck en- 
trenched habits, had to sell people on the idea of using 
“new fangled” oil burners. They ded, they da 


FREE REPRINTS OF THESE STORIES OF “WHY AMERICA’S GREAT’ 
This series of newspaper and magazine advertisements is 
offered as a public service by Fawcett Publications, Inc., 295 
Madison Avenue, New York 17, N. Y. Write for free proofs. 


/DISING 


cost of oil burners 52% in the sixteen years before the war. 
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WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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The coming new Zenith Radios and Radio-Phonographs are completely 
new throughout — better in every way. All the vast creative and engi- 
neering skill that is Zenith’s has been utilized to produce these thrillingly 
new sets. Here is new performance made possible only by Zenith’s con- 
centration for 30 years in Radionics Exclusively. Here are new engineering 
triumphs stemming from Zenith’s great part in Radionics at War. Here 
is new and authentic cabinet beauty created by renowned furniture crafts- 
men. Here are new features — sales features. Here are the Radios and 
Radio-Phonographs destined to be No. 1 in public demand — the new 
Zeniths. Now —right now — contact your Zenith distributor. There may 
be an opening for you in the Zenith retail picture. Be among the first to 
demonstrate the coming Zeniths that are Brand New — Clear Through. 


RADIONIC PRODUCTS EXCLUSIVELY= 
WORLD’S LEADING MANUFACTURER 


E 


...New Zenith... New Zenith...New Zenith... = 
4 
ind 
Clear 
a, 
4 
| ~~ ZENITH RADIO CORPORATION - CHICAGO 39, ILL. 
Ft NOVEMBER, 1945—ELECTRICAL MERCHANDISING | 


Dealers from coast to coast al- QUESTION: What big contribution is now being made to 
ready have the correct answers to help all dealers become better businessmen —do a more 
most of the vital present day scientific job of retailing? 

problems. Two years ago, Uni- ANSWER: The Universal Systemeering Pro- 
versal began making tested mar- gram prepared under the direction of Dr. 


keting plans available at no cost O. P. Robinson, Professor of Retailing, New 
to help dealers prepare for today. Now this foresight is York University in cooperation with experts 


ready to pay off. The industry is better prepared to com- in retailing from Shaw-Walker Co., Moore 


pete for consumer dollars. Business Forms, Inc., and Burroughs Add- 


ing Machine Co. brings dealers the latest retailing techniques. 


QUESTION: What is Universal doing to presell the public 
QUESTION: What did Universal do to help dealers plan on its quality trademark and new products? 
for post-war? 


ANSWER: Throughout the war, Universal 
has maintained a substantial national adver- 
tising program calling for more full-page 
four-color advertisements than ever before 
in the history of the Company in 15 leading 


ANSWER: In 1943 Universal presented a 
famous first, the “U” Plan for “V” Day—a 
comprehensive program aimed at getting 
purchasers’ names on dealers’ books with 
a definite indication as to appliance needs. 
The plan has been copied from coast to coast. 


national publications. 


about appliances and housewares? 


QUESTION: How did Universal aid dealers to yoru’ their Tr 


ANSWER: Universal has spent more than 
stores for better merchandising after the war? 


$4,000,000 to improve design, engineering 
and construction of appliances. Many prod- 
ucts are already in production. Others will 
follow as soon as basic materials become 
available. Universal dealers can rest assured 
that merchandise will be shipped to them 
just as soon as possible. 


ANSWER: Moderneering—the unique Guide 
to Store Planning—developed by Universal 
under the direction of Richard M. Bennett, 
Professor of Industrial Design, Yale Uni- 
versity in cooperation with leaders in the 
store modernization materials field. 


: LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 
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When I sell water heaters again, the 
profit I make will be mine... for keeps. 

For I’m going to handle Automatic 
Electric Water Heaters with long-last- 
ing, rustproof Monel* Tanks. 

Then folks will get the kind of hot 
water service they expect ...and I won't 
be chasing around on service calls that 
eat up profit. 

Because of those Monel Tanks, my 
customers will have plenty of clean, 


pure hot water. And lower fuel bills, too, 
when they don’t have to heat up an in- 
sulating layer of rust inside the tank. 

Take my tip for a happy future. Give 
your customers a chance to enjoy the 
comfort and cleanliness, the conven- 
ience and economy that go with owner- 
ship of an Automatic Electric Water 
Heater equipped with a MONEL 
TANK. The International Nickel Com- 
pany,Inc.,67 Wall St., New York 5,N.Y. 


"Reg. U.S. Pat. Off. 


* 
) 3 
BX 
We ¢ 
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LIFTING THE CURTAIN ON THE LEADER OF THEM ALL! 


The famous Maytag Master is now THE MAYTAG LINE, including the Maytag Commander and the Maytag 


rolling off the production line and into dealers’ Chieftain, gives widest price range to meet all income levels. 


hanas as fast as we can ship ~ If you are not a Maytag Dealer, and there is no Maytag Dealer 


in your town, nail down your Maytag franchise now. Write to 
THE MAYTAG COMPANY, NEWTON, IOWA 


THE NEw 
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In this 
current advertisement 
for the new THOR 


AUTOMAGIC GLADIRON 
features like these 
will catch the 

millions 
and turn them 
your direction 


SINGLE ALL PURPOS 
KNEE LEVER 
EAVES BOTH HANDS FR 


FOLDS AND TUCKS AWAY INTO 
CLOSET SPACE! 

The THOR Automagic Glad- 

iron folds into less than 

two square feet of space; 

can be stored in any closet. 


FOLDS AND TUCKS AWAY 
INTO CLOSET 


TRAVELS TO ANY ROOM! 

ROLLS EASILY With the THOR Automagic 
mM Gladiron you do your iron- 

FROM ONneE ROO ing wherever it’s pleasant- 


est... kitchen, dining room, 
or porch, 


TO ANOTHER 
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he worldigamest widely usec 
ner is more cmazit 


GLADIRON 


YOU'LL IRON SHIRTS IN 4 MINUTES 
--. USE A SINGLE KNEE LEVER 
--. HAVE BOTH HANDS FREE! 


Now the famous 
Gladiron roll that 
was made for shirts 
turns them out faster 
than ever... . auto- 
magically. There’s no 
other ironer like it. 


This famous ironer... used and ap- 
proved by more women than any other... now irons 
more easily than ever... automagically. 

You use a single knee lever (a touch controls it!) 
to start, stop, open and close the Gladiron. You have 
both hands free to guide clothes through, turn out per- 
fectly ironed shirts, smooth, smooth sheets . . . in minutes. 

And, you'll sir DOWN to iron comfortably instead 
of standing over a hot, steaming ironing board ... then 
fold your Gladiron and tuck it away. Your Thor dealer 
has, or will soon have, the new Automagic Gladiron. 
See it for yourself and you'll know why it’s called a 
glad iron. 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation 
Chicago 50, Illinois 
Thor-Canadian Company, Ltd., Toronto, Canada 
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THE VEW 
HOOVER CLEANER 


WARTIME LESSON 


THOSE HOOVER COLOR ADS 
ARE THE JOB! 


Hoover hasn’t missed a bet in helping 
Hoover dealers cash in on today’s sell- 
ing opportunity. 

In August— Hoover blanketed America 
with announcements that the new Hoover 
Cleaner was in /imited production. 


In September—the first Hoover full- 
color bleed-page ad reached homeown- 
ers with factual news about the new 
Hoover Model 27. 


October—November—big Hoover 
color pages in leading magazines—with 
striking pictures—with terse “what-it- 


will-do-for-you” copy—are sharpening 
an already huge appetite for that new 
Hoover Cleaner. (And adding a timely 
note of warning against buying any 
home appliance without looking first at 
its wartime record on service.) 


No tricks, no gadgets in the new 
Hoover Cleaner. Simply the finest, most 
efficient cleaner Hoover has ever devel- 
oped—and the finest money-making op- 
portunity Hoover dealers could ever 
dream of! 


IT’S ON ITS WAY! 
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The Army-Navy “E” award received 
five times for high achievement in the 
° production of essential war equipment. 


The 
HOOVER 


REG. U. S. PAT, OFF. 


THE 


HOOVER COMPANY 
North Canton, Ohio 


Canada: Hamilton, 
Ontario 


England: Perivale, ¢— 
Greenford, Middlesex ee” MODEL 27 
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This is Mother, stirring up a cake. 


A lot of people think this picture of her working away in the kitchen 
is beautiful and sentimental, and spells home. 


Not Mother! She'd rather have an electric mixer, whip out the cake, 
and then go off to spray the roses or meet her 
PTA committee or run up those slipcovers 
she saw in Better Homes & Gardens. ° 


No amateur at cooking, she'll lend an 
intelligent ear to everything you can tell 
her about your mixer. And do you see the 
Better Homes & Gardens cookbook she’s 
using? It wasn’t published until 1931—but 
in 13 years it landed among the 10 best 
sellers among all books in the country 
since 1880! 


That tells you what Mother thinks of 
Better Homes & Gardens. One editorial 
page out of every five in BH&G goes to 
food. BH&G is written entirely for the 
folks whose big love is their home— 
2,400,000 families who entertain and garden 
and decorate and varnish and cook in their 
homes. That’s why there’s no place like 
BH&G to sell everything that goes into homes. 


What better place to tell her about your 
mixer? 
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NEW WASHERS... FOR YOU 


Nineteen Hundred’s peacetime assembly lines are rolling 
them out. . . these units WHIRLPOOL home 
equipment. 
Time shortens as the 1900 WHIRLPOOL "30" wall 
(first product of the complete line) are rolling into dealers’ 
showrooms in increasing volume . .. washers of high 
quality and low cost due to the ie 008 panne sched- 


ule in our history. 


Your future is for it is the 
policy of the Nineteen Hundred Corporation to distribute 


the WHIRLPOOL line 100 percent ‘eoenen independent 


distributors and dealers. 


RINETEEN HUNDRED 


orporatton 


OSEPH MICHIGAN U.S.A. 


MANUFACTURERS OISTRIBUTORS —— 


LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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Igor Stravinsky Hears New Tonal 
Magic in Recordings of His Own 
Compositions 


This is creation . . 


This is the light of a thousand suns... 
the descending rumble of color as it 
runs the gamut of the spectrum . . . the 
crashing of a thousand shapes in juxta- 
position. 

This is the music of Stravinsky .. . 

See the first light of day in the tocsin 
voice of the bassoon , . . the fall of night 
in a cataclysm of sound . . . the first 
moments of life itself in the passionate, 
rhythmic throbbing of the bass. . . 

= 
Igor Stravinsky himself sits before the 
Meissner listening intently . . . amazed 
to find such tonal richness in music that 
is recorded . 


Soon, in the “Rites of Spring” and other 


great music reproduced by your own 
Meissner, you like Stravinsky, will hear 


a quality of tone so vibrant . .. so 
alive . . . it will be difficult to realize 
that the artists themselves are not be- 
fore you. 
= = 
Very soon, too, in addition to fidelity 
and clarity of tone that has been praised 
by Stravinsky and many other of the 
world’s great artists, composers and 
conductors, you will be able to bring 
to your own home the complete new 
world of sound that is the Meissner 
. » » enjoy finer reception of standard 
broadcasts . . . thrill to the crystal 
clear tones of FM .. . and hear enter- 
tainment and news from the world’s 
far places with Meissner Super-Short- 


wave . . . all housed in luxurious au- 
thentic period and modern cabinets 
created by the nation’s most skilled 
craftsmen. 

Write the Meissner Manufacturing 
Company’s sales offices today — 936 
North Michigan Avenue, Dept. A, 
Chicago, Ill., for the name of your 


nearest Meissner dealer. 


Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 


Your Community 
will point with pride 
to its Meissner Dealer 


Why? Because the man who will 
be the Meissner dealer in your 
community has already estab. 
lished a reputation for quality 
and service with a clientele that 
appreciates the finest in any pro- 
duct. He has the facilities, the 
ability and the financial strength 
required to add an instrument 
such as the Meissner electronic 
radio-phonograph to his present 
line. He knows that the many 
people in his community who have 
responded to advertising like that 
shown here will naturally look to 
him for their postwar Meissner. 


You may be the Meissner dealer 
in your community. In many 
areas, Meissner exclusive dealer 
franchises are still available. The 
men who obtain these franchises 
will find new profits and prestige 
beginning mow, for there is an 
immediate group of prospects 
who have been attracted to the 
Meissner by an extensive national 
advertising campaign. 

If you meet the requirements 
outlined above, write to our 
Chicago office—g36-A North 
Michigan Avenue, Chicago, Ill. 
today. An executive of our com- 
pany will contact you at the 
earliest possible opportunity. 


METISSVER 


MANUFACTURING COMPANY MT. CARMEL, 


Please address your inquiries 
to Chicago Office: 


936-A NORTH MICHIGAN AVENUE 
CHICAGO, ILLINOIS 
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set That’s the Order of the Day at Premier 
Ke that 
look to @ These are the days when words are few and actions are fast 
ae at Premier! Every move is aimed at getting new Premiers out to 
dealers—in quantity, in quality, and as fast as possible! 
r dealer Premier’s whole lifetime of experience is going into this drive for 
many speed—34 years of know-how concentrated on the building and 
dealer merchandising of vacuum cleaners exclusively. To this experience 
le. The new manufacturing techniques and skills have been added as 
inchises the result of Premier’s wartime service in making precision 
prestige military equipment. 
> IS an 
cts But no one is forgetting that Premier is striving to meet more than 
to the just the urgent demand for speed, now. Premier’s underlying 
rational purpose is always to build vacuum cleaners unsurpassed in quality 
and performance—and to merchandise them with real punch 
and follow-through! 
to our That’s the long and short of it at Premier. You can depend on it 
North . .. we're bearing down hard to get production up—fast! And while 
go, Ill. you're taking orders now for new Premier Cleaners, under the 
ur com- Premier Priority Plan, we'll continue to carry out the one big 
at the order of the day at Premier: FULL SPEED AHEAD! 
ity. 
ARMEL, 
ries 
VENUE 
ee. Premier joins wholebeart- 


edly in welcoming home 
all wearers of this badge 
of Service Well Done! 
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Mans the “wonder woman” you meet, 

whatever you sell. 

She wonders whether, which, and why—until 

you wonder whether your patience will hold out. 

But, after all, how is a woman to judge 

hidden qualities in merchandise? For those, she 

has to take the word of authority she respects. 

And Good Housekeeping represents just such authority. 
The Good Housekeeping Guaranty Seal is a 
“‘go-ahead-and-buy” signal to so many women, 


because they regard this seal as evidence. 
Evidence that the product will do what the makers claim. 


For we give this seal to no one. 


The product that has it, earns it. 
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_— The Homemakers’ Bureau of Standards 


Aha! The Good Housekeeping Guarantee Seal And another shopper gets the go-ahead ! 


Housekeeping 


959 8th Avenue, New York 19, N. Y. 


; This seal acts as your customers’ 


“green light’’ to go ahead and buy. 
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Surer—Quicker—BIGGER profits and the great- 
est pent-up demand in appliance history are waiting now for the 
Superflame dealer. Millions of obsolete heating units—millions of new 

_ families, offer an eager market for Superflame—the different oil space 

heater. 10 exclusive refinements; 20 proved popular models: 3 complete 
Price lines! Purse-appealing at $28—value enticing up to $168—it's a 
_ dealer's dream of a step-up sales booster! Fuel Saver* feature sells on 

sight—prospects see demonstration—how it cuts fuel bills 20%. 


There's a Superflame for every purpose. Get the facts now on this eye- 
appeal—buy appeal—purse appeal line. Assure yourself of more profits. 
If you don’t know the name of the Superflame distributor in your area, 
write to us. A few good distributor territories still available. 


QUEEN STOVE WORKS, INC. 
ALBERT LEA, MINNESOTA 


Superflame 
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ON Burning: Reem Heaters . Water Heaters... Floor Furnaces 


* THE SALES 
CLINCHER! 
EXCLUSIVE! Superflame Fuel Saver—heats v 

the room—not the ey! 20% Fuel 
Cost. A sales your competitor can’t ie 
equal, 
MAIL THIS COUPON! 
Send me complete information fegarding (dealer (distribu. 
tor franchise for the complete Superflame Heater line, 
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ISN’T THIS A PRETTY PICTURE? ment of Easy Spindriers just as soon as 
possible. 


It illustrates better than any words the 


been waching Whether or not you've already trucked 


the first shipment to your store, take a 
minute to look through that new book 
we sent you—“How to get back into the 
Easy Washing Machine business.” We've 
spent four years writing it—and it will be 
worth dollars to you if you spend a few 
We wish the car in this picture was ac- minutes reading it now! Easy Washing 
tually headed your way right now. Cars Machine Corporation, Syracuse 1, N. Y. 
are rolling daily. We hope that part of 


get you some merchandise! Not just a 
floor sample to make your customers’ 
mouths water. Our program calls for 
real live merchandise and lots of it. 


Washers that you can actually sell! 


Ww 


today’s production has your name on it. look for new product announcement 
At any rate, we're doing every blessed elsewhere in this issue! 
thing we can to get you a decent ship- 


THE EASY AUTOMATIC WILL BE THE BEST AUTOMATIC 
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The 
General Electric Lamp De 
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tes you to attend the rs 


neral Electric Lamp Research. 


e will be the 


the latest trend 


heat, drying, germ 
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remiere of 1946 Lighting | 
of 1946 Lighting | 
\) First Showing of Today's Lighting Fixtures and Portable Lamps for Homes, 
Stores and Factories- Exhibits by more than 150 Leading Manufacturers: 
under sponsorship of the Lamp Department of General Electric Company: | 
NOVEMBER 26 THROUGH NOVEMBER 3° 
17th Regiment armory: 34th St- and park Ave- New York City 
2M Here is your first opportunity to see a repre ments of Ge | 
sentative showing of the lighting fixtures The Victory Lighting Jubile j : 
4 portable lam h being sh 
De di of the lighting industry. It will bring 
ceurers, for € xample will show equi wholesalers, electrical contractors, lighting 
ment for SLIMLINE companies, store owners, architects, pbuild- 
jcidal and suo jamps- FO tives, and similar groups: an now toattend 
will be able see all 
the lighting industry is 
7 eve s, new materials and : 
new designs for all markets — home 
WwW commercial and industrial. Another feature GENERAL ED ELE CTRIC 
will be demonstrations of recent develop- 


THE GERMAN ECONOMIC PEACE 


HARD, SOFT... or WORKABLE? 


tered in spelling out the detailed terms of the German 


[: is not surprising that difficulties are being encoun- 
economic settlement. 


The problem is exceedingly complex. The German 
economy is more or less inextricably bound up with the 
economy of continental Europe. Before the war that area 
—excluding the United Kingdom, Ireland and Russia— 
accounted for approximately one-fourth of the world’s 
production, and for more than thirty-five per cent of 
world import and export trade. Germany’s production 
constituted almost one-third of the output of continental 
Europe. It is obvious that the decisions we make now 
concerning the future German economy will exert pro- 
found influence not only upon the economy of Europe 
but also upon that of the world. It is clearly not prac- 
ticable to plan for an expanding world economy unless 
provision is made for Europe generally to share in the 
development. 

Despite the magnitude and complexity of the problems 
involved, it is crucial that we and our Allies come to swift 
and decisive agreement. Such agreement is important 
both to world economic reconstruction, and as a demon- 
stration that those who won the war can reach accord on 
the terms of world economic rehabilitation. 


We shall accomplish little if we continue to debate in 
terms of adjectives. Yet most of the public discussion to 
date has centered around whether or not the economic 
settlement with Germany should be hard or soft. To make 
progress we must focus instead upon objectives. A good 
program is one that will promote our objectives—a bad 
program is one that will not. 


What Are We Trying To Accomplish? 


Upon the economic objectives of the German peace 
settlement there is little fundamental debate. This is 
demonstrated by reference to a number of documents of 
recent release—the United States Directive to General 
Eisenhower of April 1945, the Report of the Tripartite 
Conference at Berlin of July, the Report of the American 
Advisors to the Office of Military Government of Sep- 
tember. The latter document stresses fundamental diffi- 
culties in developing a practical program for carrying 
out the objectives of the other two, but it does not ques- 
tion their formulation of aims. 

What are the objectives that we are seeking to forward: 

1. The disarmament of Germany. 

2. The elimination of German industries devoted pri- 
marily to armament production. 

3. The assessment of reparations to compensate those 
nations which have suffered losses from German ag- 


gression through direct war destruction and through 
the German policy of confiscating industrial equip- 
ment to her own use. 


How Far Are We Agreed on Procedure? 


There is also a wide measure of agreement upon de- 
tailed procedure for carrying out these objectives. No 
one, of course, questions the policy of confiscating 
German arms. Equally, there is agreement that German 
industry devoted directly to the production of war equip- 
ment should be confiscated or destroyed, and that con- 
trol measures should be instituted and sustained to 
prevent her from reconstituting such industries in the 
future. Since it is not practicable to prevent aircraft pro- 
duction and shipbuilding from being diverted to military 
use, these industries are included in the armament cate- 
gory. And similar reasoning generally extends the list 
of prohibited industries to ball bearings and abrasives. 

There is an additional category of German production 
which all of the Allied powers agree should be uprooted 
and permanently barred. It embraces all economic activ- 
ity which prewar Germany cultivated on an uneconomic 
basis through subsidy and other protection for the prime 
purpose of developing a self-sustaining economy to sup- 
port aggressive war. 

The major elements in this category are not difficult 
to define. A great German industry for the synthetic pro- 
duction of gasoline and other oil products from coal never 
operated upon an economic basis. The cost of such fuel 
products to prewar Germany averaged almost four times 
what it would have cost her to buy petroleum products 
in the world market. It is doubtful whether these plants 
could be operated postwar at a cost much below three 
times the world market price for competing petroleum 
products. 


A similar situation applies to German synthetic rubber 
production. In an attempt to free herself at least partially 
from dependence upon supply lines, she produced syn- 
thetic rubber at a cost at least double the world market 
purchase price. Similarly, she protected or otherwise 
subsidized a considerable agricultural production, par- 
ticularly in grains, for which her lands were so ill suited 
that Germans had to pay for German-grown wheat from 
three to four times the world market price. 


These are merely outstanding examples. The main- 
tenance of such activities in Germany constituted a drain 
upon the German economy rather than an advantage 
other than that of preserving a self-sufficiency necessary 
for war. Hence their elimination is clearly indicated, and 
generally subscribed to, though the job of defining a com- 
plete list is far from easy, 
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What Is The Area of Dispute? 


Unfortunately, this total catalogue of agreed-upon 
measures is not sufficient to provide either adequate 
security against a resurgence of German militarism or 
satisfactory restitution to her European neighbors for 
Germany’s ruthless destruction of their industrial plant 
and equipment. To serve these two ends it is necessary 
to cut down the margin of German dominance in heavy 
industry—in steel, in electric power, in machine tools, 
and other industrial equipment. Unless such steps are 
taken, Germany will emerge from the war with sufficient 
industrial power to provide a continuing and perhaps 
uncontrollable military threat; and we should be per- 
petuating a dominance that was developed, as a matter 
of German strategy, far beyond the requirements of her 
civilian domestic markets or the export potentials of 
normal trade. 

German steel capacity was built to a wartime peak of 
twenty-four million tons a year. Before the war she had 
accumulated a store of machine tools greater than that 
of the United States, and her present stock of some four 
or five million tons of such tools is second only to ours. 
There is little debate over the necessity and justice of 
cutting down the margin of German dominance in heavy 
industry, particularly since it was built to its current 
levels through aggressive economic warfare to serve as 
an instrument of actual warfare. It is recognized, too, 
that in this sector of the German economy will be found 
the most useful reparations in kind for the countries 
damaged by German aggression. 

The question is how much heavy industry and electric 
power equipment should be taken from Germany and 
transferred to others. The Russians, having experienced 
colossal war damage, are demanding very severe assess- 
ments. They talk of reducing postwar German steel 
capacity to three million tons annually. 

The United States inclines to assessments in this field 
of less extreme dimension—we have suggested leaving 
in Germany an annual steel capacity of from seven to 
ten-million tons. We naturally are concerned lest action 
be taken that will cause a complete breakdown of the 
German economy. If this should happen while we main- 
tain occupational forces there, we should feel responsible 
for seeing that the Germans within our jurisdiction are 
provided with at least the means for subsistence. Further- 
more, both we and the British know that in the long run 
our peoples will not support control measures over Ger- 
many which go beyond our concepts of reasonable fair- 
ness consistent with security requirements. 


It is no part of our intention, as has been suggested 
by some, to provide for a German economy that will 
serve as a buffer against Russian expansion. We know, 
however, that our weakest course would be to commit 
ourselves now to continuing control measures which our 
people would later repudiate as falling outside demo- 
cratic concepts of justice. On this issue we cannot, and 
should not, compromise. 


How Can We Resolve Our Differences? 


The best chance for resolving the differences which 
have appeared between the Russian position on the one 
hand and the American and the British position on the 


other lies in making a sharper distinction than has ap- 
peared in current discussion between long-term and 
short-term control decisions. All of us are agreed upon 
the policy of wiping out German military production and 
that part of German economic activity which has been 
run at economic loss to provide for a national self-suffi- 
ciency useful only for war purposes. But we are unwill- 
ing to enter into long-term commitments for holding 
down those parts of the German economy that do not 
constitute a war threat. That would unduly penalize 
future generations of Germans and drag down the whole 
economy of continental Europe. 


It should be possible to reach agreement that measures 
for cutting down German heavy industries and power- 
generating facilities are immediate measures, and that 
no attempt will be made to sustain such controls over 
an extended period. If part of the German establishment 
in these fields is transferred to countries whose manu- 
facturing resources have been damaged by German ag- 
gression, it can serve the purpose of effecting a reasonable 
balance without destroying utterly incentives for a new 
generation of Germans to improve by peaceful methods 
their status in a peacetime world. 


Such a program is consistent with the concept of build- 
ing a healthy and balanced European economy in which 
general economic interdependence provides one of the 
essential safeguards against a resurgence of German mili- 
tarism. We must still face the problem of agreeing upon 
how far the non-armament segments of German indus- 
try can be cut back at the present juncture without lead- 
ing to disastrous breakdown with its resultant chaos. 
Such definition, though formidably difficult, should not 
be beyond the capacities of the nations whose combined 
might brought victory, and who have the strongest of 
incentives for devising a lasting peace. 


The key to agreement lies in each of us doing his best 
to understand the position of the other. Russia must 
recognize that we cannot get our people to subscribe to 
the permanent repression of a European economy which 
would deny to millions of people any hope of normal 
economic betterment. We should try to understand 
Russia’s conviction that she is entitled immediately to 
reimburse herself for her war losses by drawing upon 
the German industrial establishment that still exists. It 
will help to resolve our differences if we separate in our 
thinking steps that require permanent controls from 
those which are merely temporary expedients. 


Neither of us will be forwarding our ultimate and com- 
mon objectives if we impose controls that blight the 
development of so large and important a segment of 
the world as continental Europe. In such a blight lies 
the gerrg of a Third World War. 


President, McGraw-Hill Publishing Co., Inc. 
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Specia 


STYLE 


Electrical farm equipment and appliance headquarters for Dealer No. |—Ross B. Witmer at Lampeter, Pa.—is 
this large barn which was built by his grandfather. Photo at left shows the entrance of this unique outlet. 


The tremendous purchasing potential for electrical equipment and appli- 
ances wrapped up in the farm market today can be realized only through 
specialty selling. On this point the electrical industry agrees. It then 
asks: Who and Where is the dealer able to do this job? Can the urban 
specialty dealer successfully invade this field? Or is the man who can 
be trained into specialty selling to the farmer already operating in the 
country as a tractor salesman, a farm hardware merchant, or perhaps 


a plumber? 


Here we bring you the case histories of three men now successfully 
selling electrical equipment and appliances to the farmer. The pattern 
for tomorrow's specialty dealer in this field seems already to have been 


set! 


‘ 


HE electrical industry currently 

assays the farm market as a 
bonanza which only needs the 
stimulus of specialty selling to con- 
vert its vast dollar deposits into elec- 
trical work equipment and electrical 
household appliances. It coolly ap- 
praises this market as today’s greatest 
merchandising opportunity for the 
specialty dealer. 

Any mention of specialty dealer and 
specialty selling in connection with the 
farm market, however, immediately 
raises some questions. Among them 
are these: Who is this specialty dealer ? 
Where is he located? How does he 
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operate? Does he actually have an 
inside track in the farm market? 

The rub invariably is in distribu- 
tion, down at the retail end. The in- 
dustry seems unable to put a finger 
on an electrical specialty dealer who is 
specifically trained to sell the farmer. 
Some within the industry, when dis- 
cussing the qualifications necessary in 
an ideal dealer for this specialty selling 
job in the farm field, assert that such 
a dealer today does not exist. 

To visualize this ideal type of spe- 
cialty dealer, it isn’t necessary to re- 
sort to any hypothetical factors. The 
pattern already is set. There are at 


By LANSDELL ANDERSON 


least three swell models, for instance, 
now operating in one county of Penn- 
sylvania. The detailed case history of 
each is reported herein. 

All are located in the country. Two 
of the outlets are little more than a 
mile apart and the third is within an 
easy half-hour drive. In their com- 
munities, these men are considered 
highly successful merchants. 


Three Good Examples 


ROSS B. WITMER-—Sixteen years 
ago he converted a chicken house on 
his father’s farm into a display room 
for electric milk coolers. Today his 
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display of electrical farm work equip- 
ment and appliances crowds a large® 41. 
room in a barn. He reports gross sales, y,;. 
along with service, for the first nin j,:... 

months of this year exceeded $100,000 
—all to farmers. J. 
gen 
L. H. BRUBAKER—First sold of 
tors and heavy farm machinery in 1931 Asic 
from headquarters in a barn. In ‘4% ann 
adding a complete electrical line, ht $28, 
opened a substantial modern building,§ tric: 
70 x 100 feet, two floors and basement, dep: 
conveniently situated at country cross C 
roads for the farm trade. Under nor-§ Lan 
mal conditions he forecasts $250,00% y 
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DEALER No.3 


LANCASTER COUNTY, PA. 
945 SQ MILES 


These three dealers, each maintaining a sales-and-service outlet located in open country near a small town, confine their 
entire efforts to selling the farmers living in their respective trading areas, as outlined on this map of Lancaster County, Pa. 


annual gross, with 25 to 30 percent of 
this sales total contributed by the elec- 
trical lines. 


J. B. ZIMMERMAN—Operates a 
general hardware outlet on outskirts 
of a town of about 275 population. 
Aside from contract wiring, he expects 
annual gross sales in normal times of 
$28,000, as a minimum, in his elec- 
trical work equipment and appliance 
departments. 

Contacts with these dealers, all in 
Lancaster County, were made through 
representatives of Pennsylvania Power 
& Light Co. Meanwhile, on a lone 


wolf tour, we uncovered two more deal- 
ers in this immediate area who also 
specialize in the farm market. Both 
are doing an excellent job, each deriv- 
ing 90 percent of his income from 
electrical products. Later, driving to 
Philadelphia, on the return to New 
York, we passed several other some- 
what similar outlets. So at least 
throughout this section of Pennsyl- 


A corner of the sales floor where Witmer 
displays his electrical lines and dairy barn 


equipment for the farmers in lower Lan- 


caster County. His gross business to date 
this year exceeds $100,000. 
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vania, if perhaps not elsewhere, there 
are a number of electrical specialty 
dealers devoting their sales efforts 
exclusively to the farm market. 

Before presenting complete data on 
the three dealers we visited, a few 
pertinent facts concerning Lancaster 
County. 

The county population is 212,504. 
There are 61,345 persons in the city 
of Lancaster and 11,547 in Columbia 
Borough, the only two cities in the 
county. There are about a dozen towns 
such as Ephrata, Elizabethtown and 
Manheim which together hold approxi- 
mately 30,000 persons. Thus in rural 
communities and on farms in this 
county there are a scant 110,000 peo- 
ple. These three dealers do not cover 
the entire county; their combined 
trading areas at most contain 100,000 
population. And, bear in mind, they 
have the competition of dealers in two 
cities and those six towns. 

Lancaster County farm land is ideal 
for dairies. Tobacco, one of the main 
crops, pays heavy dividends. One 
hundred bushels of shelled corn to an 
acre is commonplace, according to local 
farmers. 

Despite current manpower employ- 
ment difficulties and material short- 
ages, wire crews of Penn P & L daily 
push out more than a mile of new 
lines in this county. The demand by 
farmers for new service is heavy 
throughout the area. 

Now for those case histories: 


DEALER No. 1 


HE barn outlet now adequately 
serving Ross Witmer, near Lam- 
peter, four miles southeast of Lancas- 
ter, is decidedly off the beaten highway. 
Since his start, 16 years ago, in the 
chicken house back of the barn, he 
has sold an average of 188 electric 
milk coolers a year—which ain’t hay! 
In a good prewar year he generally 
placed around 120 electric refrigerators 
and 50 to 60 washers in farm homes. 
Radio sales (Crosley and Stewart- 
Warner) usually climbed past his 100- 
set goal. Along with table and major 
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One of the most profitable items for Witmer this year has been the home freezer, 
with 143 units, ranging from $295 to $800, sold to farmers during first nine months. 


appliances, he also carried sinks, kit- 
chen cabinets and space heaters. Dairy 
barn equipment was purchased from 
D. H. Hudson Mfg. Co., and Ney Mfg. 
Co. He sold a few Massey-Harris 
tractors and a small amount of poultry 
equipment. But the sale and service 
of electrical products accounted for 
90 percent of his total volume. 

Witmer now steps into peacetime 
merchandising with the following lines : 
In washers he has Westinghouse, 
Speed Queen, Crosley and Voss. Esco 
milk coolers and Royal cleaners. In 
refrigerators, he has Admiral, West- 
inghouse, Coolerator and _ Crosley. 
Monarch’s full line and space heaters 
from Estate, Duotherm and Coleman. 
Westinghouse radios will be added. No 
change in the dairy barn lines, but in 
tractors and heavy farm implements 
he has switched to the Case company. 

Since the first of this year Witmer 
has sold 143 home freezers, a majority 
of them large models, at prices ranging 
from $295 to $800 \dd the milk 
cooler sales, plus approximately $15,000 
so far this year for the service depart- 
ment, and it is easy to see how he can 
report a total gross exceeding $100,000 
for the first nine months. 


Assembles Own Freezers 


Corraling 143 home freezers these 
days is no cinch. He is solidly sold on 
this item f farm market. Before 
wartime bans came into force and ma- 
terials became scarce, Witmer saw the 
handwriting on the wall. He bought 
heavily. On a trip to Washington, 
armed only with a food preservation 
argument, he sold a strong bill of goods 
in the right places, obtaining further 
supplies. Purchasing cabinets sep- 
arately, built to his specifications, he 
then did an assembly job. The usual 
bugs—condensation, moisture, insula- 
tion, expansion valves—were whipped 
on test runs. Local farmers like the 
product. 

Trips to factories produced surpris- 
ing results. In one he found stacks 
of cow stanchions which a war-rushed 
shipping department could not crate. 
Witmer packed them, hired a dray, and 
shipped them to Lampeter. 


tor the 
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Fast service "without robbing the customer" is the foundation on which this electri- 
cal farm specialist builds his business. He regularly employs three men in his shop. 


Service charges average $20,000 annually. 


With more than 3,000 


milk coolers in the field, the volume of motor repairs is heavy. 


Similarly, on visits to a pump manu- 
facturer, he wangled four units at a 
clip every time he stepped up to the 
counter. As fast as he could load and 
deliver them to railway express, he 
marched back to the counter for an- 
other four units—until he had a six- 
month’s supply. This same aggres- 
siveness also produced electric ranges. 
No, during the war Witmer didn’t re- 
sort to dolls, bird cages and other such 
non-allied lines of merchandise. 


Nine Employees 


As in pre-war, Witmer today em- 
ploys seven men and two office girls, 
some of whom have been with him 
more than ten years. He remains in- 
side. 

Two men circulate through the ter- 
ritory, selling all products stocked, 
but chiefly pushing electrical work 
equipment and appliances. Both work 
on a straight commission—and do very 
nicely. On anything larger than an 


iron or a cleaner, the majority of sales 
are clinched in Witmer’s barn. The 
salesmen create interest at the farmer’s 
home without ever resorting to high 
pressure. They are local men who 
know the people, customs and tradi- 
tions of the communities in which they 
solicit business. Conversation and a 
catalog induce the prospects to make 
a trip to the barn. Then it’s clear 
sailing. And the prospects usually 
purchase other items in addition to the 
one they came to see demonstrated. 

The organization does not sell a 
brand name. The emphasis is on Wit- 
mer. Half the farmers to whom he 
has sold a milk cooler probably don’t 
know the name of the manufacturer. 
They are more apt to refer to the 
product as “one of Witmer’s.” They 
merely want “the best” at a fair price, 
according to the salesmen. 

The sales quota for post-war is 
$150,000 annually. The men believe 
they will make it. In fact, they believe 
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they almost could make it on the elec- 
trical lines alone, because then there 
would be no division of emphasis in 
their selling. Construction of a new 
building to house the tractors and 
heavy farm implements is scheduled for 
next spring, however, and the company 
plans expansion in this latter field. At 
the same time, since home freezers are 
beginning to crowd the display floor 
in the barn, Witmer plans to arch 
through a sidewall in order to double 
the present room size, which is 60 x 22 


$20,000 a Year Service 


One man takes care of tractor and 
heavy implement repairs. Three carry 
the appliance service load. The chicken 
house, formerly the store, now is the 
main service shop. Service charges 
average around $20,000 a year. About 
$400 of this always proves difficult t 
collect within a reasonable time. Radi 
repairs are farmed out to another 


dealer. One man in the service depart: 
ment is an electrician, another 
plumber. 


Witmer’s policy is to render servic 
at a fair price, despite short profits, if 
any, because this treatment builds good 
will for later sales. He is firmly con- 
vinced that it is not absolutely neces- 
sary to rob a customer in order to show 
a worthwhile profit in the service de- 
partment. 

Aside from a 2 percent loss on collec- 
tions of service charges, the credit 
situation is rosy. On finance paper, 
the company hasn’t lost a dollar in 
decade. The farmer in this area no 
longer is a one-crop once-a-year pay 
proposition; long terms generally are 
not necessary. To his vegetables ané 
tobacco, this farmer has added milk, 
steers and broilers or roasters. As 
elsewhere, of course, the dealer here 
has to know his customers. The word 
of some is their bond; others are re- 
quired to lay the cash on the line. And, 
says Witmer: “You always can rate 
their credit by the condition of the 
paint on their barns.” 


Direct Mail Used 


_ Witmer advertises quite extensively 
in county and town papers, but shuns 
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nearby Lancaster newspapers because 
he “doesn’t want city buyers coming 
out here. They are strictly price buy- 
ers,” he says. 

He does a considerable amount of 
direct mailing. Every other week he 
sends out 3,000 postcards, quietly sug- 
gesting specials. Once a month he 
mails his own newspaper, a four to six 
page tabloid, to the same circulation. 
Published under the name of Lampeter 


Times-Leader, Witmer’s sheet carries 
farm news, personals, classified ad- 
vertising, display advertising, jokes 


and a strong selling message. 


Ask this merchant where he consid- 
ers the best place for headquarters 
when you want to concentrate on the 
farm trade and you'll get this answer: 

“Locate out in the country, right 
in the middle of those farms, where 
the soil is deepest. And don’t forget 


about that paint on the barn.” 
Witmer himself, however, opened a 
branch outlet in Belleville, Pa., without 
taking time to check soil depth or in- 
spect the paint on the barns. On a 
visit there six years ago he agreed to 
sell a friend several appliances, very 
much against his better judgment be- 
cause he knew he couldn't service them 
at that distance from Lampeter. The 
salesman who made the delivery a week 


later spent a pleasant afternoon around 
Belleville. Before dinner he sold two 
milk coolers and a large refrigerator, 
straight out of the catalog. That eve- 
ning he sold heavy farm equipment to 
the tune of $4,500. Witmer tried to 
call him off but he stayed over night 
and next morning nearly doubled his 
orders. So the boss opened a branch 
outlet which does a third the volume 
of the main store! 


Dealer No. 2—L. H. Brubaker—first sold tractors through a barn outlet. In 1940 
he opened this modern plant in the country for the convenience of his farm trade. 


DEALER No. 2 


All tractor, major appliance and heavy elec- 
trical farrn equipment sales are pinpointed 
on separate maps of the territory which 
Brubaker studies closely. 


H. BRUBAKER had just sufficient 
experience with appliances before 

the war to convince him that the com- 
bination of electrical lines with tractors 
and heavy farm implements is a happy 
one. Electrical farm equipment and 
appliances, in his judgment, ideally 
complement the heavy farm machinery 
lines. In comparison, for example, he 
believes it a far better hook-up than the 
tractor-truck-car combination with 
which many dealers go to the farmer. 
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When Brubaker opened his tractor 
headquarters in a barn in 1931, he was 
the manager, salesman, demonstrator 
and service mechanic, all rolled into 
one. He hadn't “had time to go to 
high school” before he stepped into 
business for himself. It was tough 
sledding at first but in 1939 he sold 124 
Allis-Chalmers tractors. The follow- 
ing year he rounded out his small 
electrical farm equipment department 
with a full line of household appliances 
by taking on a General Electric fran- 
chise. 


Farmers Like Elbow Room 


The location selected for the new 
building in 1940 is in wide-open coun- 
try at the intersection of two well- 
*traveled roads about 25 miles from 
Lancaster city limits. The nearest 
community is Millport, with a popula- 
tion of less than 200 persons. This 
site was chosen, Brubaker says, be- 
cause “the farmer does not like to move 
big machinery through a small town, 
much less a city. He also dislikes to 
park his car where he has to carry 
things a block or two. Farmers simply 
hate fuss and bustle. It’s too much 
like high pressure. Here, the farmer 
can park wherever he pleases, look 
around all he wants—just suit himself.” 

The building, which has plenty of 
steel in it, is 70 x 100 feet. The front 
entrance opens on the main floor. As 

(Continued on page 42) 


An expert with tractors and farm power implements, Brubaker here loads a barrel 
filled with a heavy part on his truck. Note second-floor rear entrance to his building. 


Although currently low on electrical farm equipment and appliance stocks, he normally 


carries complete lines. 


These, he says, ideally complement his. tractor business. 


This business is geared the modern way. A card index control system provides running 
inventory and location of all service parts which arestocked in numbered bins. 
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Like the others specializing in selling important work implements and appliances 
to farmers, he rates a well-equipped shop the keystone in his sales program. 


appliance and electrical equipment 
stocks again are received in worth- 
while volume, they will be displayed in 
a room 20 feet deep across the front of 
the building. The farmer has to wade 
through this section before he reaches 
the tractor parts department or pro- 
ceeds upstairs to the tractor and power 
implement displays. The shop is in the 
rear hali of the main floor, with easy 
access to it through a side door. Since 
the plant is built on a hillside, the rear 
entrance conveniently opens on the 
second floor. Parts stocks are stored in 
the basement. Washing, steam clean- 
ing and spray painting operations are 
conducted in a separate shed, 40 x 40, in 
the rear of the property. [resent ex- 
pansion plans provide for an additional 
20x 20 floor space at one end of the 
appliance while Brubaker’s 
private office will be set up at the other 
end. 


room, 


Selling the Farmer 


In normal times Brubaker employs 
two outside salesmen. They receive a 
nominal Salary plus a 2 percent com- 
mission. Both sell the company’s com- 
plete line, from a toaster to a combine. 

Here’s Brubaker’s slant on selling 
the farmer: 

“Our salesmen enjoy the complete 
confidence of the farmer and the farm- 


er’s wife. This is of paramount im- 
portance. When they go to the farm 
they are armed with three leading 


brand names: Allis-Chalmers tractors 
and heavy farm implements; the full 
G-E line, including radios ; and Wilson 
refrigeration. The farmer knows those 


names and knows we are behind these 
products with our reputation and 
service. 

“Our salesmen do not have to carry 
samples or give demonstrations. They 
oiten sell straight out of the catalog. 
The idea is to sell the farmer on the 
service the product will render him, 
the savings in time and money it will 
gain for him in the long run, or the 
increase it will give him in his pro- 
duction. Some prospects, of course, 
come in to look at the product and we 
close the sale here.* Well, maybe he 
signs or pays for it here, but in a great 
majority of cases the actual decision 
to buy is made right out there in the 
field. 

“Our credit losses never exceed 1 
percent a year. Full cash payment on 
a major item used to be the farmer’s 
wedge for trading. It was not a?seri- 
ous condition, howevef, and our ‘war- 
time experience taught us it is not 
necessary to make price concessions. 
[ hope we all stick to the top from now 
on. We treat trade-ins eXactly like 
the city dealer: we, rebuild them or 
junk them. 

“We would greatly appreciate more 
help from the manufacturer in training 
our appliance representatives. So far 
we have been able to get by on a cor- 
respondence course basis, but soon we 
will be selling more actively and our 
men should have the best specialty sell- 
ing training we can obtain for them. 
We'll send them to the manufacturer 
and pay them if he will put on the 
polishing touches.” 

Brubaker made some careful calcu- 


Zimmerman's store displays rounded lines of general hardware, including farm hand 
He also does electrical, plumbing and heating contracting work for farmers. 


tools. 


The repair division files more than 3,000 job cards annually on tractors alone. 
His first big sales year was ‘39 when he sold 125 tractors. He added appliances in ‘40. 


lations before he predicted gross sales 
of $250,000 during the first year in 
which products flow normally. Of this 
amount he expects $60,000 to $75,000 
will come from the electrical lines. 
Looking back, he points to an aver- 
age of better than $150,000 gross total 
annually for the business during the 
past three years when appliances were 
entirely out of the picture and heavy 
farm power machinery was very 
scarce. Last year his service depart- 
ment went out on the road for 779 paid 
repair jobs, plus approximately 100 
free service calls. Inside the shop 
2,264 job cards were filed and there 
were possibly 200 small adjustments 
handled for which no card was entered. 
The total: 3,343 repair jobs completed 


in 1944, 

The payroll generally lists from 12 
to 14 employees. In the crew of nine 
in the shop are some who qualify as 
plumbers or electricians. Radio serv- 
ice is routed through an outside expert 
who lives nearby. 

The sale of every milking machine, 
milk cooler, tractor, major appliance 
or other piece of heavy equipment is 
pinpointed on a chart. A card file 
provides a running inventory and bin 
location of all stock. Non-allied lines 
are strictly taboo. Advertising is 
limited to bold, directive road signs 
and classified ads in some county 
papers. Another distribution point for 
a branch outlet now is under consider- 
ation. 


J. B. Zimmerman—Dealer No. 3—operates a general hardware store located on 
the outskirts of Blue Ball, a town of less than 275 population in this same county. 


DEALER No. 


B. ZIMMERMAN’S general hard- 

e Ware outlet in the little town of 
Blue Ball, 16 miles northeast of Lan- 
caster, will be represented through the 
surrounding countryside by one sales- 
man as soon as appliances again be- 
come available in quantity. But while 
he admits the farm is the correct place 
to start talking about electrical work 
equipment, when it comes to household 
appliances he frankly prefers to deal di- 
rectly with the farm wife in his own 
store. The best pay-off, to his way 
of thinking, is to “bring the women into 


the store. One way or another, get 
them in here. This is the place to 
sell them appliances, little ones or big 
ones.” 

In pre-war, roughly 25 percent of 
Zimmerman’s gross sales dollars came 
irom his appliance department. His 
prediction of a $28,000 annual gross for 
post-war on his electrical lines, ex- 
clusive of contract wiring, is no snap 
opinion. Zimmerman is a bank di- 
rector. He gets out a pencil and does 
some close figuring before he opens 

(Continued on page 82) 
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Service... 


SERVICE department that has 
A always been the mainstay of his 

electrical business has enabled 
Ray Wright, Kansas City, Missouri, 
appliance dealer, to stride without a 
ialter through World War II. Thanks 
to a resolution, made some decades ago, 
to keep service on as high a plane as 
sales, to keep as close a supervisory 
finger on this department as on the re- 
tail division, Wright has reaped profit- 
able dividends from the war-time 
operation of his store. 

The Wright-Way Electric Co. is 
located in an outlying surburban dis- 
trict of the city, not very far from the 
southside residential section. Repair 
trade comes to the firm from within 
a 125-mile radius of Kansas City, 
from homes, industrial firms and every 
manner of business. The repair traffic 
during the war has made up many 
times for the loss of traffic due to ap- 
pliance shortages. The service tempo 
has been fast, and Ray Wright will 
emerge from the war with hundreds of 
new friends because his repair service 
is still as thorough and complete as 
ever. 


Half Service—Half Sales 


In the several buildings which 
Wright has occupied in the past, he 
has always measured carefully the 
length and width of the buildings, and 
allocated one half of the space to the 
service division, one half to sales. He 
has been as careful in employing serv- 
ice help as in hiring appliance sales- 
men. 

There are five members on the in- 
side repair staff at Wright Way, four 
outside repairmen. Repair specialists 
are part of the Wright formula and 
two staff members attend only to radio 
repairs, one employee cares for ailing 
small appliances (fans, irons, toasters, 
heaters, lamps, etc.), and another is 
charged with repairing fractional 
horsepower motors from washing ma- 
chines and refrigerators. One staff 
member waits only on the repair trade, 
knows prices, is familiar enough with 
repair problems to be able to intelli- 
gently answer questions. Photogenic 
Hazel Spear who has been with the 


Ray Wright of the Wright-Way Electric 
in Kansas City keeps nine servicemen 
working repairing 250 radios a month 
in addition to electrical appliances 


Ray Wright, (above with a customer) vet- 
eran Kansas City electrical store operator, 
has taken his firm through a prosperous 
war period, despite the merchandise short- 
age, by building up a tremendous repair 
patronage. 


Quarters housing the Wright-Way Elec- 
tric store, Kansas City, Missouri, are sit- 
uated on the corner of 33rd and Troost 
Avenue, in the midst of one of the Mis- 
souri city's busiest surburban business dis- 
tricts. Prominent signs call attention to the 
firm's lively repair department. 


CITY NATIONAL BANK 
AND 
KANSAS 


Hazel Spear, Ray Wright's woman Friday, 
expertly handles diverse duties at the 
Wright-Way Electric store, Kansas City, 
Mo. The service department of this firm 
has achieved an excellent wartime record. 


Appliance sales have also played an 
important role in the firm’s past and 
plans have been formulated to assure 
a successful future for this depart- 
ment. Ray Wright has been distinctly 
successful in stocking used appliances 
for wartime selling. Many persons 
have turned over broken-down appli- 
ances, which his repair specialists have 
converted into shape for re-sale. He 


er, get firm for 14 years combines the job of has been able to salvage used radios 
lace to selling appliances now on hand with and fans that were thought to be in 
or big handling the office detail. the beyond-repair stage by owners. 
In the busy season, the firm repairs In order to augment appliance short- 
cent of approximately 200 fans and around 250 ages, Wright instituted a phonograph 
Ss came radios monthly. When the strain on record section for the first time. A 
t. His the repair department reached its peak self-service rack of records was used 
ross for in the summer of '44, two shifts of with sales directed by Miss Spear. A 
es, ex- repairmen worked 18 hours a day. good volume has also been achieved 
no snap Three, well-equipped, trucks, amply in appliance parts and through the 
ank di- stocked with such electrical supplies diligence of Mr. Wright in constantly 
nd does as sockets, wiring, fuses, etc., have searching the field, there have been Service is specialized at the Wright-Way Electric store. These two men repair radios 
e opens seen almost constant duty during the few shortages of merchandise in this and record players only. When the repair trade reached its peak in 1944, 250 radio 
war. section. sets were repaired per month. 
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CAN SALESMEN PICKED 


With thousands of new and untrained men coming into the sell- 


ing field, companies are faced with the question of picking the 


good from the bad . . . Psychological pre-testing is all the 


vogue and the experts seem to think it holds real promise 


r HE question of Len L. Perry of 


the Interstate Power Co., Du- 
buque, Iowa, is a good one in 

these days when the military is disgorg- 
ing personnel and manufacturers are 
readying a torrent of merchandise. 

“We've got to whip together a sales 
force in this country and do it quickly. 
Have the professors hit upon anything 
new, during the war, for sorting out 
men who can,be trained?” 

Traditional is the belief that you 
have to hire 100 candidates to get 10 
salesmen; out of that 10 only 1 will be 
really good. No other way to uncover 
good men, experts say; it is easier to 
pick winning horses than winning sales- 
men. 


Test Goes Into Reverse 


Nor were these doubts ungrounded. 
A midwest utility man, just before the 
war, bought, lock, stock and barrel 


some psychological tests that were 
guaranteed to reveal sales ability. He 
shot his entire organization through 
the examinations. “You've got some 
wonderful talent here,” the long-haired 
professor told him after grading the 
papers. 

“Hell, those fellows are just clerks 
around here,” the utility man_ said. 
“You've got our best appliance sales- 
men at the bottom of the list.” 

And so it was. Those that liked 
paper work shone, while the real sales- 
men, who didn’t give a damn, failed to 
even try. 

In truth, progress has been made in 
the vast sorting of men that has taken 
place during the war effort. Yet psy- 
chologists have found it difficult to put 
a finger on just what makes for sales 
ability. 

Away back during World War I the 
army alpha test first stimulated interest 


“The hazard of a |5-minute interview lies in the man doing the interviewing. The 


employer will instinctively be colored by his own tastes. 


One sales manager with 


@ mustache picked five times as many men with mustaches as other employers.” 
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in the possibilities of sorting out 
people’s capacities. It proved simple 
to sort out those with mechanical abil- 
ity, to separate the chuckleheads from 
the intelligent, to ferret out those with 
mathematical ability or color blindness. 

But the salesman remains in a cate- 
gory all his own. He may be hand- 
some, jut-jawed, a fluent talker, and 
yet fade like a morning glory when he 
comes up against a tough situation. 
There are no tests on how many will 
meet the unknown. 

The old timers say you can’t test for 
sales aptitude. 

“Give me 15 minutes with a man and 
I can tell you whether he will make a 
salesman or not,” a veteran declared. 
“You can judge by his appearance, by 
his conversation. If he can sell him- 
self, he’s a salesman.” 

Unfortunately this isn’t true, any 
more than going by his past sales 
record or reading his application blank. 


Prejudice Often Rules 


The real hazard of a 15-minute in- 
terview lies in the man doing the in- 
terviewing. The employer will in- 
stinctively be colored by his own tastes. 
One tall salesmanager always picked 
moose high men; another with a mous- 
tache chose five times as many men 
with moustaches as did other employ- 
ers. 

Past sales record falls down as an 
index as it is often due to such factors 
as advertising, territory differences, 
jobbing connections or the like. 

Why isn’t a well thought out appli- 
cation blank just as effective as an apti- 
tude test? F. K. Dosher, sales manager 
of the Lilly-Tulip Cup Corpora- 
tion answers that, “The past isn’t al- 
ways the promise of the future. The 
future is always a big, open void; the 
future belongs to the next unpredict- 
able minute. It is full of situations 
which the individual never faced be- 
fore in exactly the same way... 
The aptitude test predicts the probable 
action.” 

Here is where the psychologists have 
made progress. They have come a 
long way from the early mental tests 
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which were merely based on memory. 
You should have an understanding of 
the subject’s education, his home back- 
ground, and his activities since Pearl 
Harbor, as well as his business picture. 
All of these things may give you a 
clue to the man. 

You ask how is it done? Is it not 
possible to give actual samples of the 
examinations that the various psycho- 
logical groups use to accomplish their 
ends? The answer is, in the first place, 
these questions are their stock in trade, 
and in the second, they are copyrighted. 

However, here is an example to give 
you the idea. The applicant finds on 
the paper before him an outline of a 
little pig, and the interrogation: “Tf 
the moon is made of green cheese, draw 
a tail on the pig.” 

Answering this correctly calls for 
some education and some thinking. A 
salesman looking for a job in a putty 
knife factory would be bewildered in 
trying to figure out an answer that 
would “sell” himself to the boss. 


No Uniformity in Jobs 


The psychologists declare there is 
no uniformity in sales jobs, hence the 
same tests won't apply to every firm. 
Writes J. Robert Hilgert, associate 
professor of economics, Pennsylvania 
State College, in the Harvard Business 
Review: “A specialty salesman selling 
door to door needs to rate high in ob- 
jective-mindedness and self-confidence, 
but low in tact and diplomacy. In the 
matter of mental alertness, average to 
low in speed of thought may be desir- 
able ; otherwise he would grow restless, 
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"One utility man put his entire organization through pre-testing examinations. 

The long-haired professor graded the papers and said he had some real talent 

there. But the best salesmen came out at the bottom, while the clerks who liked 
paper work shone.” 


question the company’s canned sales 
talk, and probably quit his job. A man 

. selling items like air condition- 
ing . . . must have quite different 
traits to be successful.” 


William Rados of Schenley Dis- 
tillers Corp. declares that the average 
good salesman’s success does not stem 
from one qualification, but from half 
a dozen or more. He likes to review 
a man’s total life experiences. For ex- 
ample, he says, a man who has been 
energetic in his home life, in his school- 
ing, and in the war effort is quite likely 
to be energetic on a sales job, appar- 
ently because that’s the way he’s 
“built.” 


Ten Different Tests 


A large manufacturer in the appli- 
ance field agrees with this, and runs 
applicants through ten different tests: 


1. Verbal facility. Designed to measure 
how well an individual thinks. 

2. One to determine his capacity for 
handling technical training in engineering 
subjects. 

3. One to measure aptitude for handling 
detail in terms of speed and accuracy. 

4. Mechanical aptitude. To measure non- 
verbal perception of size and shape relation- 
ship. 

5. One to measure knowledge of words 
in various life situations. 

6. Comparison of interests with those of 
successfully employed people in specific 
occupations. 

7. One to measure areas of interests and 
the motivating factors in his personality. 

8. One to measure his attitudes and how 
he feels in social situations. 

9. One to measure his adjustment in terms 


of home, health, social and occupational 
satisfaction. 

10. One to determine the essential emo- 
tional characteristics of his personality. 


Getting tests for a company is not 
simply a case of taking something off 
the shelf, says J. R. Hilgert. They 
must be custom-tailored for nearly 
every firm, even though the Psycho- 
logical Corp. declares there are 4,000 
tests in use today. The tests must be 
graded by experts, and interpreted by 
them, usually on a fee basis of so much 
per person, 

Finally, the experts say that sales 
aptitude tests are simply another tool 
in the hands of a skilled employment 
officer who understands how to appraise 
test results in the light of information 
gathered from a well conducted inter- 
view. 


Increasing Interest in Tests 


Nevertheless, the tide of interest is 
rising in favor of more tests in the 
sales field. L. D. Rambeau of Nash 
Kelvinator is said to be studying them. 
Dr. Albert Kurtz of the Life Insurance 
Research Bureau of Hartford, Conn., 
is in charge of research there. The 
Bryant Heating Co., Cleveland, is mak- 
ing a manual available to gas utilities 
to help cull the wheat from the chaff. 

Limited experience, according to 
Hilgert, indicates that 8 out of 10 
tested made’ good as compared to 4 
out of 7 in the case of untested sales- 
men. Men who pass apparently have 
twice the chance of developing. 

And that’s odds enough for today’s 
interest in pre-testing future salesmen. 
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Traits of Successful Salesmen 


1, Emotional stability; ability to take 
turndowns without losing self-control or 
getting depressed. 


2. Self-sufficiency; resourcefulness in 
meeting new situations and in attacking 


problems; ability to work without direc- 
tion while on one's own. 


3. Objective-mindedness; power to ex- 
press facts without distortion from per- 
sonal prejudice or self-interest. 


4. Dominance; ability to control and 
direct interviews. 


5. Self-confidence. 
6. Social mixing qualities. 
1. Tact and diplomacy. 


8. Ability to recognize the mental and 
emotional state of others. 


9, Sense of humor. 


10. Sales aptitude; natural flair for con- 
vincing others. 


11. Mental ability; speed and quality of 
thinking. 


Some of the questions in pre-testing exams may seem goofy—but they are de- 
signed to bring out some particular reaction. For instance, a bewildered appli- 
cant may find before him the outline of a little pig and the interrogation, "If the 
moon is made of green cheese, draw a tail on the pig.” Figure it out yourself. 
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By TOM F. BLACKBURN 


Getting Ready 


GABE'S RADIO AND APPLIANCES AT GREEN 
BAY, WIS., is working on the theory that custom- 
ers will follow the flag of service, will buy on the 
instalment plan and will trade in their old sets 


The slick service department has fluorescent lighting and run- 
ning water. The public can see W. J. Lamorande at work. 


Serviced radios are polished up and put into display racks awaiting pickup. Gabe's 
feels that they keep the public realizing his is a radio store. 
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The good old tube department has been the bread and butter during the war. The 
wiring supply department next to it will also be continued from now on in. 


HEN the log jam of manu- 
W facture breaks, and Gabe’s Ra- 

dio and Appliance Shop, Green 
Bay, Wis. (pop. 46,235) begins to get 
merchandise, the OPA and certain 
manufacturers will be surprised at 
what Gabe Medress thinks is going to 
come to pass: 


1. He will be selling radios on time pay- 
ments right away. 

2. Trade-ins will be a factor right away. 

3. A lot of old models will continue to be 
used. Service departments are too good 
today to cause them to be thrown away. 


Gabe Medress, who came up from 
Milwaukee to open his business in 1940 
has a long list of names as being in the 
market for radio. 

“Of course, I'll call them up when 
radios come in,” he said, “but I’m not 
counting on their buying.” 


Customers Remember Service 


Rather he is counting as his cus- 
tomers a long list of people who have 
been lugging in radios under their 
arms since the war shut off all new 
models. These people have come to 
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understand that Gabe is giving them 
as good a job of repair as is humanly 
possible. While he feels their memo- 
ries may be short on the cheap model 
trouble they have encountered in the 
past, nevertheless their footsteps have 
gotten into the habit of coming into 
his place of business. This, coupled 
with the small town habit of doing 
business with somebody who knows 
what it is all about, is what Gabe de- 
pends upon to turn the trick. 

Mr. Medress was formerly with At- 
las in Milwaukee and when he decided 
upon opening his own shop he chose 
Green Bay because he didn’t wish to be 
in a town that was competitive with 
Atlas. He had scarcely opened up on 
a side street when the war came along 
and caught him. Service for radio 
seemed the logical out, and with two 
service men and his wife he has carried 
on. He had a little retail experience, 
having been a credit man at Atlas since 
1928. Nevertheless, he saw what he 
would have to shift very quickly and 
put in a line of wiring supplies, chil- 
dren’s furniture, radio tubes and inci- 

(Continued on page 58) 
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ART STEVES OF OSHKOSH, WIS.., feels that with 


new manufacturers, new wholesalers and retail- 
ers and new radio models all in the picture, 


radio business will take a while to simmer down 


RT STEVES, veteran Osh- 
A kosh, Wis. (pop. 39,089) elec- 
trical dealer, says that radio is 
being tossed up for grabs these days. 
Art’s opinions carry weight up in 
the Badger State, as he was one of 
those who was shrewd enough to buy 
stock-enough for two or three stores 
back in 1942, Man and boy he has been 
an Oshkosh citizen, rising from elec- 
trical contracting to his precent mer- 
chandising eminence there. 

And he says radio is being tossed 
up for grabs. 

“What do you mean, Art?” your 
reporter asked. 

“The manufacturers are uncertain 
as to what will constitute the logical 
retail outlet for radio,” he replied. “On 
the other hand, dealers don’t know how 
well the leading brand name radios will 
work or be accepted by the public. 
Dealers don’t know what models are 
hot. 

“Secondly, the manufacturers are 
appointing too many dealers in a town. 
In like fashion dealers are taking on 
too many lines on a ‘wait and see’ 
basis. 

“Thirdly, manufacturers, distributors 
and dealers all know that new faces 
are coming into the field. It’s like an 
entirely different team. As you know, 
a lot of setups depended on personal 
relationship. With these all changed, 


you may see considerable shifting 
around before things settle down.” 

The shakedown period will begin 
when merchandise becomes available 
and the reactions of the public and 
dealer begin to become apparent. 


What He Will Sell 


Art Steves is himself sticking to two 
or three lines. He thinks he has his 
finger on what is going to sell, how- 
ever. They are: 

1. Record changers. School kids have sold 
their folks on the idea of record changers 
which gives them a chance to dance when 
they want to. 

2. Portable radio sets with batteries are go- 
ing to be a big item. They put them in 
boats around Oshkosh. 

3. Battery sets for cars and hotel rooms 
will go well. They have been too cheaply 
made and sold in the past, and as a result 
they didn't work well. 

4. Kitchen sets are going to be in vogue, 
as the family has glorified the kitchen. 

Actually the public has become a 
little vague on radio in general, Art 
Steves thinks. They ask questions on 
what radios are going to sell for after 
the war, how FM works and whether 
this thing called television is going 
to amount to anything. But they don’t 
express many predetermined ideas. 

Art Steves made a great success in 

(Continued on page 60) 


A glass window, an entrance and the words “Short cut to Main Street” will shortly 


decorate the rear of Steves store. Reason: parking congestion. 
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The store has never advertised service because of lack of manpower and parts. 
Nevertheless there has been a steady flow of customers who have advantage of the 
fact that Art Steves never sells anything that he doesn't take care of. 


The wiring supplies counter has proved so popular during the war that it is going to 


continue as a permanent feature in the store. 


One of the things Art Steves will stock in the future are hard to get items that chain 
and ten-cent stores do not usually carry. Right now it is pull chain sockets. 
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Helping Dealers With 


In Los Angeles, the Bureau SS 
| of Power and Light setup 


| a department to furnish 


dealers with architec- 


tural advice and specific 
plans for remodeling their 
appliance stores 


i 


By CLOTILDE GRUNSKY 


the store of Sincomb Bros., Von Neys, Collforaia, as it is teday. Note the electric 
in the interior difficelt to 


CCORDING to a survey recently that of kitchen planning, and it is han- 
PCM made by the Los Angeles Bu- dled in somewhat the same way. Louis 


reau of Power and Light, prac- \. Politowski, architectural adviser, 
tically every electrical dealer in who formerly handled the kitchen plan- 
Los Angeles plans to enlarge or re- ning service of the Bureau, is in charge 
model his store within the next few of the new work. When a request is 
months. Most of them said they would received a great many were brought 
be glad to have advice as to how best in by the field men who made the per- 
to go about the job. sonal contacts during the original sur- 
vey and others were made by dealers 

who attended the Bureau’s refresher 

In accordance with its promise to course—exact dimensions are fur- 
make the dealers’ wish the basis of its nished, together with all pertinent in- 
cooperative program, the Bureau has formation as to present appearance of 
set up a department to furnish the in- the store, its relationship to its sur- 
a formation desired. roundings and other details. From 
pil The problem is not dissimilar to these data, Mr. Politowski makes a 


Suggested store for Bower Music Co., Los Angeles (left). The offset entrance lends interest, 
solves reflection difficulty, saves space. Below: suggested interior store layout for Bower's. 
Note how the revelving table takes maximum advantage of a small display space. 
This is an llent ple of what can be done with a relatively narrow frontage. 


lroners € 
Bookkeeping || Private office 


al 
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This ic the architect's 
it will he post-wer—e 


drawing to scale, but without dimen-~ 
sions. The blueprints then are handed 
over to the illuminating engineering 
division under Ted Shepard, so that the 
illuminating engineers may draw up 
plans for lighting. 


Drawings Supplied 


The plan furnished the dealer in- 
cludes an elevation drawing of the 
exterior of the store, with layouts for 
the floor of the interior, window ar- 
rangements, details of the placement 
of heavy or major appliances and of 
traffic merchandise, and for a kitchen 
or demonstration area. With the data 
furnished, the dealer is expected to 


Below is the floor plan for the Swanson 4-Star Appliance Co. 


approach his own architect or builder, 
who will utilize the ideas in any way 
he sees fit. 

The plans are taken«to the dealer 
personally and explained in detail. He 
is offered further assistance, but at 
the same time it is made clear that he 
is under no obligation to utilize the 
plans or to use the ideas offered in any 
way. In fact, he is not required to use 
the plans to get further assistance from 
the department. All plans include a 
model demonstration kitchen. The 
dealer may omit this if he desires, but 
he is urged to install some sort of 
demonstration center. It is pointed out 
to him that it would be good business 


Dotted lines represent 


the area of “dropped ceiling’ which gives a pattern for the appliance display below, 


without offering underfoot obstruction. 


Right: suggested store front for Swanson's. 


Original touches, such as the quadruple star, lend distinction to Mr. Politowski's designs. 


for him to have such an installation 
of kitchen equipment in his store in 
view of the promotional work which 
will be done in the field of electric 
cooking and water heating and in 
kitchen appurtenances after the war. 
Most dealers have already specified 
that they plan to include a model 
kitchen somewhere in their store lay- 
outs, 


Lantern Slides Used 


Lantern slides and Kodachrome 
slides are frequently used in present- 
ing the idea to dealers. It is not in- 
tended that this service shall supplant 
the architect, and for this reason no 
dimensions are given, nor are details of 
materials and specifications worked 
out. Mr. Politowski includes many 
original ideas in store fronts and win- 


dow arrangement, as well as strikingly 
contoured interior set-ups. He has 
gained space for the sales floor and 
at the same time done away with many 
of the cross-street reflections by slant- 
ing the window surfaces at odd angles. 
Modernistic effects are sometimes 
gained by dropping the ceiling in a 
curve which follows the appliance 
display on the main floor. This does 
not clutter up the space under foot and 
vet gives a unity to design comparable 
to that of a raised dais on the floor 
itself. 

The plans are available to any dealer 
handling electrical equipment, from the 
smallest to the largest. A special pro- 
gram for plumbers under R. A. Sam- 
uelson makes this service available 
to those who carry electric water heat- 


(Continued on page 68) 
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the four major tasks of sorting, washing, drying and ironing clothes, with automatic 
washing machine and clothes dryer that shut themselves off when the cycle of operation 


is completed, and an ironer to take the blues out of washday. range and serving center. 


HE John Wanamaker store in 

Philadelphia, recently opened 

its “Home of Vision”’—three 
separate “apartments” full of ideas to 
make living attractive, comfortable 
and efficient through the use of appli- 
ances, lighting techniques developed 
during the war years in addition to 
new fabrics, furnishings and color 
schemes. 

Outstanding among the innovations 
is the home service center—a combina- 
tion kitchen, laundry and dinette— 
designed so that the working heart of 
the home is united in a suite to save 
time, steps and motions of the home- 
maker. Fluorescent lighting concealed 
in cornices, coves and window val- 
ances; mirrored furniture and walls, 
fluorescent- and phosphorescent-treated 
wallpaper and accessories are other 
innovations. 

The Westinghouse Electric Corp.’s 
3etter Homes Department served as 
consultant in designing the kitchen, 
laundry, lighting and wiring. 


Kitchen, Laundry Save Steps 


The combination kitchen and laun- 
dry in the home service center follows 
a new pattern of devedopment evolved 


ON-THE-SPOT LIGHTING—This fluorescent lighting unit pops, out of 
laundry wall with ironing board to provide on-the-spot illumination, was 
designed by Myrtle Fahsender, director of Home Lighting for Westing- 
house. 


a 


LIGHTING DECOR—A sectional sofa facing a huge picture window is backed by a 


fluorescent-lighted ledge which dramatizes the Chinese prints above. A continuous 
fluorescent cove of modern design complements walls, green rug and blond furniture. 
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STEP-SAVING KITCHEN—Following a step-saving pattern of kitchen planning de- 
veloped by Westinghouse home economists and building experts, the Wanamaker kitchen 
has three work centers—refrigeration and preparation center; sink and dishwasher center: 
Recessed ceiling fixture is supplemented by local lighting. 


Department Stores 


APPLIANCE 
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by Westinghouse home economists, 
building experts and lighting special- 
ists, not only to save time and energy, 
but also to conserve building materials 
and construction costs. For example, 
plumbing can be centralized under this 
new arrangement, and a single elec- 
trical distribution panel can service the 
two rooms. Also, the kitchen and laun- 
dry can be separated into two rooms if 
the homemaker wishes. 

In planning the laundry, Westing- 
house consultants kept in mind the four 
major tasks of sorting, washing, dry- 
ing and ironing, and arranged four 
work centers for these operations. 

Similar step-saving plans were ap- 
plied to the kitchen, where three work 
centers are provided: food prepara 
tion, cooking and dishwashing. 

The all-electric kitchen and laundry 
are fully equipped with mechanica! 
“servants,” such as a range, refriger- 
ator and dishwasher in the kitchen, 
and a fully automatic washing machine 
and clothes dryer in the laundry. 


Styled Lighting 


Each “apartment” consisting of liv- 
ing room, dining room and bedroom 
is designed in a different decorative 
motif—Modern, Traditional and Earl) 
American—with lighting styled ac- 
cordingly, as well as for see-ability and 
safety. The living room in the Mod- 
ern plan, for instance, has a sectional 
sofa backed by a lighted ledge ané 
facing a huge picture window. Wall 
and rug of pale green, are comple- 
mented by subdued illumination from 
a continuous fluorescent cove of moé- 
ern design. The silver gray and lime- 
light decor in the modern dining room 
is accented by fluorescent tubes cor- 
cealed behind cornices in oppositt 
walls. A pin-hole spotlight recesse¢ 

(Continued on page 70) 
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ASSEMBLY-LINE SERVING—Starting along side of the range, this counter facilitates 


assembly-line serving of meals in the dinette a step or two away. Roll doors below the 
counter conceal a vertical file where trays and other serving equipment is stored. The 
cabinets above hold a complete assortment of dishes, silverware and linens. 


Going All 


department store in New York 
City, recently announced their 
entrance in the electrical appliance field 
with the opening of their new “Labor 
Saving Center” and featuring a Better 
Homes & Garden labor saving kitchen. 
Designed and built by John Gerald, 
chief of store planning, the new de- 
partment is under the supervision of 
Ed Strasser, housewares and major 
appliance buyer. 


_ Good Small Appliance Display 


B AttMAN & Co., Fifth Avenue 


Small appliances have a prominent 
spot in the new Center, They are at 
tractively displayed on a streamlined, 
curved counter in the center of the de- 
partment which carries the new de- 
partment’s identifying slogan—Labor 
Saving Center.” Stepped-up shelves 
on this modernistic counter carry an 
array of irons. toasters, waffle irons, 
few of them for immediate sale, how- 
ever, although a limited stock of irons 
was available. 

Emphasizing complete kitchens and 
complete laundry ensembles, the Cen- 
ter, in addition to a completely 
equipped G-E kitchen, has a Kitchen 
Planning Service section where Amer- 
ican Central sinks and cabinets are now 
on display, and where other complete 
displays of wooden and steel cabinet 
units will soon be added. Experts will 
always be available in this section to 
help the customer plan her kitchen to 
suit her own particular needs. 

Refrigerator, range and freezer 
shops will also have an important part 
in the new department. At the present 
time a few refrigerators together with 
some ice boxes, suggest important 
things to come in the refrigerator shop. 
In the range grouping Admiral, Uni- 
versal and Estate are represented. 


ut On 


ANNA A. 


CENTERS 


Future plans for the laundry shop, 
whose slogan is “From Clothes to 
Clothes Pins,” include a section de- 
voted to a complete all-electric laundry 
room with an automatic washer, ironer, 
dryer, in a work-saving unit. Bendix, 
Thor, Maytag washers and Universal 
washers and ironers are on display 
now, and a comfortable arrangement 
has been made for customers to sit 
down while watching various laundry 
equipment demonstrations—a_ minia- 
ture auditorium. 

The “Spic ’N Span Corner” is de- 
voted to vacuum cleaners and carpet 
sweepers, with a display of waxes, pol- 
ishes and other related cleaning items. 


Labor-Saving Kitchen 


The Better Homes and Garden l\abor- 
saving kitchen, one of the first to be 
put on exhibition, advances the step- 
saving idea in kitchen planning by put- 
ting the hands and arms to greater 
use. The result of a year’s research by 
home equipment experts on how to 
simplify and speed up the kitchen job 
with proper equipment, tools and ma- 
terials placed where they are easy to 
reach and easy to store, it is the belief 

(Continued on page 70) 
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THE DINETTE—Cove lighting adds cheer to the dining alcove. Music-with-your-meals 
is supplied by the portable radio on a shelf at the right; and toast or waffles can be 


served hot off the griddle from the serving counter. 


By 


LPG 


THE SALAD CEN. 
TER—A _ complete 
assortment of con- 
diments are placed 
within easy reach — 
a guard rail secure- 
ly holds smaller bot- 
tles and jars on in- 
side of cabinet 
door; shelves are 
occupied by larger 
bottles, bowls and 
serving trays. The 
mixer is in a strate- 
gic position, handy 
to the baking unit as 
well as the salad 
center. 


RANGE CENTER 
CABINET — Pots, 
pans, skillets, potato 
masher and ladles, 
all within arm's reach 
of the range, are 
conveniently placed 
on their own individ- 
ual hooks or slots, 
for quick selection. 
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ELECTRIC REFRIGERATORS that will be in American homes tomorrow bring smiles 
to appliance-hungry crowds around the Philco exhibit. 


NEW ANGLES IN IRONS caught the 
women. Here is Jean Claussen looking over 
the new Eureka cordless iron. 
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N many cases they are hand-made 

models, yet 100,000 people the first 
week found them satisfactory to look 
at as they surged through the Electric 
shop of the Commonwealth Edison Co. 
in Chicago's Loop. The occasion was 
possibly the first postwar electric appli- 
ance and radio show, sponsored by the 
Chicago Electric Association. 

Products of more than 70 manufac- 
turers were under one roof and all re- 
ported that the crowd asked three ques- 


tions: “When? Where? How much?” 


LEFT 


MINIATURE KITCHEN AND 
LAUNDRY, a G-E display is 
admired by Shirley Reind! of 


Commonwealth Edison. 


RIGHT 


RADIO IN THE KITCHEN at 
least is getting attention with 
a special model for that room 
called the ‘“Kitchenaire.” 


A FOOD MIXER seems to be at least a part of this sailor's postwar plan judging 
from his intent inspection of this Universal display. 


Chicago APPLIANC 


In addition to the scores of drama- 
tized displays of refrigerators, ranges, 
water heaters, freezers, washers, irons, 
ironers, vacuum cleaners, radios, dish- 
washers, toasters and other appliances 
which have been missing from dealers’ 
display rooms during the war, there 
were gleaming, fully-equipped electric 
kitchens and laundries. 

The new in lighting fixtures were the 
“Circline” fluorescent fixtures and 
lamps, featured in a model living room, 
dining room and bedroom. 


was demonstrated and 
several cut-out and transparent models 
revealed the inner workings of appli- 
ances. 

While no sales were made at the ex- 
hibition, manufacturers were taking 
orders for future delivery, which were 
turned over to the dealers. 
wealth 
Reace, 


Television 


Common- 
Edison’s vice president, Bill 
who heads the 


also Electric 


Association, was instrumental in sup- 
the 
occasion. 


plying Electric Shop for the 
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unit at the Deepfreeze booth. 
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ALL ELECTRIC KITCHEN AND LAUNDRY with breakfast bar separating the two 
was the keystone of the Westinghouse display at first Chicago appliance show. 


RIGHT 


THRONGS OF PEOPLE poured through 
Postwar Electric Appliance and Radio 
Show at the rate of about 20,000 a day 
during its first week. The show is spon- 
sored by Electric Association of Chi- 
cago and held in the Commonwealth 
Edison Company's loop store. 


— 
AUTOMAGIC DIX : 
WASHER 


THE CROWD watched the Thor “Auto-magic” combination washer and dishwasher AUTOMATIC HOME LAUNDRY demonstration at the Bendix booth, above, draws 
with the greatest of interest. equal attention from men and women at the Chicago Electric Association Show. 


ELECTRICAL MERCHANDISING—NOVEMBER, 1945 PAGE 53 


| 


The one every housewife will want when she } < 


ABC-O-MATIC IRONER is designed and built to make 
effortless ironing a reality for millions of average home- 
makers. Even the inexperienced operator gets ‘“‘profes- 
sional” results with ABC-O-MATIC’s “Triple-Action”: 
(1) Continuous rotary ironing action ... (2) Stationary 
pressing action... (3) Exclusive ABC-O-MATIC shirt- 
ironing action, the unique to-and-fro roll action which 
duplicates exactly and automatically the ironing action 


of a hand iron. 


Irons both garments and flat work far faster than a 


hand iron... with tremendous ease... while housewife 
is comfortably seated. 

Here are some of the standout ABC-O-MATIC features: 
two open usable ends, with entire roll unobstructed; 
patented, exclusive foot control; automatic “finishing 


action” that duplicates hand finishing; special floor lock- 


ing device that eliminates caster locking; automatic | 


safety control on switch panel; scratch-proof, porcelain- 
backed, oversize shoe; handsome all-steel cabinet that 


fully encloses mechanism. America’s Leading Ironer! 


| | 
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"TROLL STOPS “right on a dot”... no roll crawlage. HANDY KNEE control .. . a touch of th 
“merely press the foot. Molt applies the pressure 


is released. 


_ \OOPEN entirg length of rollis ‘TO-AND-FRO motion duplicate hand finishin 
. Pressure nism is entirely inde smoothness! An 
dent of the head. eature. 


Write or wire today for information regarding franchise op- 
portunities on the complete line of ABC Washers and Ironers. 


Nationa! Distributors for Canada 


NORTHERN ELECTRIC COMPANY, Ltd. 
HEAD OFFICE MONTREAL, QUE, 


WASHERS AND IRONERS | 
ALTORFER BROS. COMPANY ° PEORIA, ILLINOIS 


ASSURED WITH 
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This May Be NEWS” 


The FIRST 


ELECTRIC WASHER 


TO BE ADVERTISED 
WITH A FULL PAGE OF 


“NEWS PICTURES ” 


WAS—=> 


Everybody Knows the ‘‘AUTOMATIC’’! 
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SEPARATE APPLIANCE DISPLAY—Newly enlarged quarters of the Drew hardware 
firm include a separate room for display of appliances. The store, one of the most 
attractive retail houses in the Greater Kansas City area, will be a strong bidder for 
appliance business. 


A Hardware Store Plans 
For Appliance Business 


Separate department for appliance 
display and a separate building 
for used appliances figure in the 
plans of Walter Drew of Kansas City 


N opportunity to test his theories 

concerning thé most effective 
fashion in which a hardware retail out- 
let can operate an appliance depart- 
ment has been the wish of Walter 
Drew, a Kansas City, Kansas hardware 
retailer, ever since he joined the¢staft 
of his father’s firm. A chance to ex- 
periment with his pattern for success- 
ful merchandising in appliances has 
finally arrived with the move of the 
firm into new quarters. 

Drew’s has undergone a wartime ex- 
pansion that has been remarkable. In 
six years, the company has gone from 
a small stock of general hardware 


items to a well-departmentalized store 
that features such segregated sections 
as housewares, sporting goods, elec- 
trical appliances, plumbing and _heat- 


WALTER DREW. forthright Kansas hard- 
ware retailer, who has some strong con- 
victions on how hardware firms can most 
profitably operate appliance depart- 
ments. 


NOVEMBER, 


ing equipment, rugs, and paint. Until 
June 1, the firm was housed in a small 
building which was practically burst- 
ing at the seams. 

Major portion of the credit for the 
prosperity the firm has achieved dur- 
ing the war can be laid at the door of 
Walter Drew, son of Jacob Drew, now 
retired, who established the business 
in 1925. Walter Drew has placed the 
store in the local merchandising spot- 
light by his ability to stock products 
that have been almost unobtainable at 
other Through his skill in 
maintaining good contacts in the field, 
and his assiduous activities at running 
down scarce merchandise, Walter 
Drew gave the store a wartime traffic 
and increased dividends. He climaxed 
his efforts by successfully negotiating 
for the current building which is situ- 
ated in the heart of Kansas City, 
Kansas. 

The building is 117 feet long and 
has a frontage of 75 feet. Walls are 
in ivory, ceilings are white, fixtures 
allow open display of merchandise, 
wide windows permit showing off of 
merchandise from all of the 
departments simultaneously. 

The electrical appliance section is 
situated in a room with an entrance 
aperture to the right of the main 
entrance. Although ranges constitute 
practically the only item yet stocked, 
the room is ready for the time when 
products again flow from factories. 


Used Appliances 


stores. 


store’s 


Walter Drew has an unusual plan 
for selling used appliances accepted in 
trade-ins on new appliances. The 
smaller building abandoned by the firm, 
which is just around the corner, will 
serve as a merchandising outlet for 
used appliances, will have a separate 
staff that will be specially trained in 
selling these used appliances. 
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DISING 


The work-saving appliances women want, 
backed by a name women respect, 
are now in the hands of Eureka dealers 


We're off . . . to a headstart on the greatest market the 
appliance industry has ever known. With sales-making, 
history-making, work-saving appliances already pour- 
ing into dealers’ hands. With a Home Cleaning System 
that’s the first new idea in house cleaning in years. 
With a Cordless Electric Iron that’s revolutionary in 
design, and more new work-saving appliances to come. 
And a fast-moving merchandising program that backs 
up selling in every way. Desire-provoking national 
advertising in Collier’s, the Saturday Evening Post, 
McCall’s. Practical applications of national adver- 
tising techniques to local advertising problems. Con- 
sumer folders, mailing pieces, display devices, sales 
training helps. And a brand new Add-to plan feature 
that extends Eureka Home Cleaning System selling 
into every income level. 


Yes, we’re off . . . Eureka dealers have the postwar 
products, and the know-how to scoop the appliance 
market. 


And this is only the beginning. More great new Eureka 
work-saving appliances are on the way, and a few 
more Dealerships are still available to qualified dealers 
under the famous Eureka Tailored Market Coverage 
plan that assures to every Eureka dealer the full sales 
potential from a carefully tailored marketing area. 


If you would be interested in getting in on this unusual 
opportunity now, con- 
tact your distributor 
or write to us today 
for full details on the 
Eureka Franchise. 
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A TELECHRON 


WITCH CLOCK 


MAKES YOUR 


The C-40 Telechron electric radio switch clock 
gives your low-priced bedside set powerful new 
sales appeal. The C-40 is an absolutely accurate 
electric clock — plus a switch that turns on the radio 
at any pre-selected time. 

The cost of the C-40 is low. Installation is easy 
and inexpensive. Operation is simple, too. The 
alarm is set with a single control knob to the de- 
sired time. The clock switches on the radio to 
awaken the owner with music. 

Telechron C-40 is available for panel mounting 
—with dial and hands styled to your individual 
needs. The precision-built Telechron synchronous 
motor guarantees absolutely accurate time. And 
the exclusive, sealed-in lubrication system assures 
long, trouble-free life. For full details, write or 
wire Industrial Sales Division, Dept. G, Warren 
Telechron Company, Ashland, Massachusetts. 


WARREN TELECHROM COMPANY, ASHLAND, MASSACHUSETTS 
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GABE'S GREEN BAY 


dental furniture. It was the radio re- 
pair business, however, that kept the 
old flag flying, he says. 


Recently he obtained the location 
of a drug store that had gone out 
of business and is now in that spot 
in ~ downtown district of Green 
Bay. As soon as possible he expects to 
his place. 
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Gabe's has moved into a new location—an ex-drug store. 


Getting Ready for Radio Business 


CONTINUED FROM PAGE 47 


Sensitive to farm demand for battery-operated radio, Gabe keeps a supply of farm 
packs right up front where everyone will see it. 


This is @ great moment in history at Gabe's. The first Frigidaire range after the war 
has just arrived. Gabe is uncrating it himself, in his excitement. 


While Gabe expects to carry Ze. 
nith, Phileo and Stromberg-Carlsor 
after the war, he feels that his sale: 
will be best on these items: 


1. A good small set. People use them most 
and now realize they can be too cheaply 
constructed. 

2. Record changer consoles. 

3. Portable record changers. 

4. Battery model radios. One that will plug 
into the antenna on a car will be especially 

(Continued on page 60) 
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New popular Howard table radio. 
Skilifully engineered in one and 
two band models. Attractive ivory 
or walnut plastic or wood cabinets. 
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Getting Ready for Radio Business 
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Triple-Action 


makes nice work, if you can get it! 


... in the form of bigger and better vacuum cleaner 
sales. For just try to imagine a home, any home 
where there are youngsters—and no vacuum cleaner! 
(We can’t, either.) Result: Current Hamilton Beach 
advertising, of which the above is a portion, con- 
centrates almost exclusively on heads of families 
with children... a market that comprises 51.1% of 
all buying units or 69.9% of the total population. 
This group really offers nice work, and we’re help- 
ing you get it! Hamilton Beach Company, Division of 
Scovill Manufacturing Co., Racine, Wis. 


HAMILTON 


| 
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good, as reception.is bad in northern Wis- 
consin. 

During the war the store had very 
few second hand radios for sale. The 
public has consistently over-valued its 
radio, Gabe finds, and it does not pay 
him to take any off customers’ hands 
for resale. 

His service department is open to 
the public all the time and is manned 
at present by Oliver Davis, who is also 
secretary of the Amateur Association 
of Wisconsin, and by W. J. Lamor- 


ART STEVES OF OSHKOSH, WIS. 


selling small radios on a weekly pay- 
ment basis in the past, and the chances 
are that he will do this again. 

People remember they got burned 
on orphan and unknown types of appli- 
ances during the war, and that will 
give the good name brands a prefer- 
ence, he feels. 


Does Not Solicit Repairs 


Although Art Steves has always had 
a policy of servicing anything he sold, 
he has lain low on the idea of 
soliciting radio repair business. He 
won't do it either until he gets help 
and parts. 
been well educated on the idea of tak- 
ing in a radio that is on the bum and 
getting it fixed, and this is going to 
affect the volume of business. Art 
Steves feels that he will have a lot of 
trade-ins right off the reel when mer- 
chandise starts coming in. Dealers must 
be tactful if they feel thev can sell 
without trades. Steves Radio has no 
list of people who expect to buy right 
off the bat. In the first place, Art does 
not believe that people have the same 
enthusiasm when merchandise becomes 
available, and as a result is only taking 
names where customers insisted. 

When radio arrives he will write 
to the list, and tell them to come in 
the day before their advertisement 
appears in the paper. Sales will be 
made on a spot cash, 90 days or re- 
mote credit basis as the customer 
wishes. 

Steves was one of the first shops to 
discover the potency of time payments 
in Oshkosh. The firm formerly sold 
washers at $1 a week plus 10 percent 
carrying charge to poor homes in the 
vicinity. The customer had to come 
to the store to pay or call up. Result 
was a large amount of store traffic. 

Art Steves, who is rated as an ex- 
pert on credit, judges his credit risk 
as much by a willingness to pay as 
ability to pay. A customer who is con- 
stantly complaining, chiseling or is 
tricky is avoided by him even if he 
has ample financial backing. 


Some Allied Lines Retained 
When appliances come back, many 
things that the store sold during the 
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CONTINUED FROM PAGE 47 


However, the public has. 
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ande. The service boys think manu- 
fatturers should get out and do a little 
checking, as several brands repeat the 
same weakness year after year. 

Besides radio, Gabe is going to 
carry Frigidaire ranges and refrigera- 
tors, Bendix and Thor washers, and 
Eureka vacuum cleaners, plus all types 
of small appliances. 

The store is being remodeled using 
the Admiral plan and will probably use 
the Proctor plan for his small appli- 
ance display. 


war-are going to remain. A table de- 
voted to wiring supplies is going to 
continue, the store will carry glass 
fixtures and shades, and Art expects 
to stock many items that are hard to 
get in chain stores such as_ pull- 
sockets. 

Most remarkable of his post-war 
ideas is the scheme for using the back 
door as an additional entrance. The 
presence of a parking lot on the street 
behind has brought a crowd of people 
into the back door. Art Steves is 
capitalizing on this by putting in glass 
show windows and expects to erect a 
sign, “Short cut to Main Street.” 

“Business districts like Oshkosh 
have their downtown parking areas 
so congested that it is getting more and 
more difficult for customers to find a 
place to put their cars. As a result,” 
he says, “there are as many people 
leaving their cars on side streets and 
in parking lots and walking over to- 
ward us as coming down the main 
street. I expect to see many more deal- 
ers make use of this fact in their dis- 
plays, as the downtown congestion 
of Oshkosh is typical of all cities.” 


Art Steves keeps his major appliances up 
front, Right in the window he has a narrow 
counter on which he displays small seasonal 
items. 
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PROCTOR 


NWEWSMAKER in APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, DIVISION OF PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PENNA. 
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IN LESS THAN 3 MINUTES, this machine makes 126 spot weld IN A STEADY STREAM, refrigerator shells. doors, and aprons 
points and the back is welded to another Frigidaire refrigerator. proceed through this paint room on their way to final finishing. 
pr 
ah 
th 
ba 


PERFECT TIMING! Completed shells and inner cabinets meet here UNDER -WATER TEST! Meter-Misers, loaded for this test with 
—are quickly and permanently joined for a lifetime of operation. air under high pressure, prove they are air-tight and leak-proof. — 


READY 10 BE SHIPPED to Frigidaire dealers... and then out 


«COMPLETED REFRIGERATORS, MeterMisers tnvtalled 
tind operating, nearing end of the production line for final testing. 
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‘The pictures show, in part, how completely Frigidaire has 
reconverted to produce the refrigerators and ranges 
Frigidaire dealers need to take care of their customers. 


But what these pictures cannot show is how fast these 
appliances will be turned out. How fast Frigidaire changed 
over to peacetime production is better indicated by facts 
like these — 


... Frigidaire’s first “post-war” refrigerator came off the 
production line less than seven weeks after the official “go 


ahead.” 


... Within three weeks after the war ended, practically all 
the men and women taker off war contracts were called 
back to work on Frigidaire peacetime products. 


Such speed of reconversion means more refrigerators, 


Look to Frigidaire 
for Leadership 
through MANUFACTURING 


“ELECTING 


heating wits, allied wi hey read 


ente® this assembly fine as shells, have 
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NOW THE WAY 


..-REFRIGERATORS AND RANGES FOR FRIGIDAIRE DEALERS 


ranges and other products that will be reflected in the 
profit record of Frigidaire dealers. 


Even more important, in the long run, such reconversion 
speed indicates Frigidaire’s mastery of mass-production 
methods— manufacturing “know-how” which will continue 
to produce the kind of extra values that mean extra sales 
for every Frigidaire dealer! 


Back the Victory Loan 


Division of 


in War Production 


GENERAL MOTORS 


DAYTON 1,°O0H10. LEASIDE 12, ONTARIO 


REFRIGERATORS + RANGES < WATER HEATERS 
HOME FREEZERS - ICE CREAM CABINETS 
COMMERCIAL REFRIGERATION. - AIR CONDITIONERS 
BEVERAGE, MILK, AND WATER COOLERS 


8 EACH RANGE IS Flashing lights the board 


ical tioning perfectly 
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..-for every 
furnace 
in town 


complete, easy 
to sell Automatic 
Heat Regulator Set 
that saves steps, 
fuel and time... 

Present day needs of hand-fired heating plants call for fuel- 
saving, efficient, automatic heat regulators. Dealers with an 
eye to future sales and profits will feature and install DE- 
PENDABLE A-P Heat Regulator Sets this season. Every cus- 
tomer who hand-fires his furnaces and desires healthy, com- 
fortable uniform home heating is a live prospect. It is easy 


to sell him this complete, automatic fuel-saving set for his hot 
air, steam or hot water heating plant. 


These Three Dependable 
Controls Assure Satisfied Customers 


Damper Regulator 
This compact regulator 
operates both draft and 
damper. 
exceptionally quiet in oper- 
ation—requires mo sefvic- 


Thermostat 


Convenient, easy - to - read 
setting controls room tem- 
perature within 1°. 
ates damper control. 


This safety control prevents 
frrnace heat from going above 
thermometer setting by actu- 
Easy ating Damper Regulator. Dial 


to install. Ivory-tone cover can be set according to sea- 


~ sonal temperatures to prevent 
rmom- 
= accurate the overheating and fuel waste. 


Limit Control available for 
hot air, steam and hot water 
heating plants. 


Installation Kit ...A-P Automatic Heat Regulator Set is 
shipped with a complete installation kit — pulleys, screws, conductor 
cables, staples, chain and transformer. 


TO HELP YOU SELL—merchandising aids including display cards, three- 
color sales presentation books, consumer folders and newspaper mats are 


available. 
AUTOMATIC PRODUC COMPANY 


2400-C N. Thirty-Second Street, Milwaukee 10, Wis. 


DEPENDABLE 


FOR HEATING © AIR CONDITIONING ¢ REFRIGERATION 


Actu- A sturdy unit— 


ing. Corrosion resistant 
metals prevent summer rust. 
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NEW HALF-HOUR LAUNDRY SERVICE. 
Hour Laundry, designed and planned by the Westinghouse Electric Appliance 
Division for the Automatic Laundry Distributors, Inc., Mansfield, Ohio, sole owners 
and operators, is shown here as Mrs. K. C. Toulouse, of Mansfield, put her clothes 
into one of the 30 automatic washers. The new service will include clothes dryers 
The Mansfield laundry plan also includes 
a lounge and a playroom for children as well as an adjacent parking lot for the 
convenience of patrons. The washing is done in 30 minutes at a cost of 25 cents 


and ironers when they become available. 


per load. 


New Self-Service 
Laundry Plan 


Automatic Laundry Distributors, Inc., with 
the cooperation of Westinghouse, organizes 
national self-service laundries, equipped 
with automatic washers, dryers and ironers 


national self-service laundry 
plan, where homemakers can 
wash, dry and iron their clothes, was 
announced by the Automatic Laundry 
Distributors, Inc., Mansfield, Ohio, 
sole owners and operators of the busi- 
ness, who had the cooperation of the 
Westinghouse Electric Appliance Di- 
vision in designing and equipping the 
public laundry service. 

Plans for the new service call for 
automatic washers, clothes dryers and 
electric ironers set in modern style, 
fluorescent-lighted rooms and a lounge 
and playroom, said I. Frank Brownson, 
manager of the Laundry Equipment 
Department of Westinghouse, and 
Lloyd C. Strite, president of the Auto- 
matic Laundry Distributors, Inc., in a 
joint announcement of the complete 
laundry service. 

The first of these self-service laun- 
dries, called the Laundromat-Equipped 
Half-Hour Laundry, was opened in 
Mansfield recently and is equipped with 
30 automatic washers. Westinghouse 
clothes dryers and ironers will be 
added later. 


Public Acceptance Good 


“Public acceptance of the new serv- 
ice in Mansfield has been exception- 
ally good,” Mr. Brownson said. “The 
facilities at the self-service laundry 
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The new Laundromat-equipped Half- 


have been running 100 percent since 
the opening day. It has not only re- 
lieved a serious laundry problem in 
the city, but it has given the women 
who use the service a new conceptio! 
of how simple and easy wash day can 
be. 

The Mansfield installation, based on 
plans prepared by Westinghouse 
groups such as the Better Homes De- 
partment, includes a modern style 
lounge and a_ children’s playroom. 
both fluorescent-lighted. Future plans 
call for adding Westinghouse sunlamps 
and Sterilamps as well as air condli- 
tioning and the Precipitrons electro- 
static air cleaner that removes dust and 
dirt from the air. 

At Mansfield, a woman can drive her 
car to the parking lot adjacent to the 
self-service laundry and after taking ‘ 
her laundry and having it weighed, het 
only job is to load the machine, put i0 
the necessary soap, which is furnished 
free, set a dial for the type of clothes 
being laundered and turn on the start 
ing switch. Thirty minutes later he’ 
clothes are washed and damp dried 4 
a cost of 25 cents a load. The patron 's 
assigned as many machines as sh¢ 
needs to complete her entire washing 
at one time. 


(Continued on page 68) 


Your Profit Package 
omy, = a 7 
| AUTOMATIC HEAT REGULATOR SET 
} 
a fip> Limit Control | 
| 


@ They’re calling it a reconversion mira- 
cle. Well, maybe it is. But miracle or no 
miracle, the fact stands out that Bendix 
has accomplished what it wanted to ac- 
complish, by getting Bendix automatic 
: Home Laundrys into the hands of its 
dealers, in quantity, at the very earliest 
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68) Bendix Home Appliances, Inc., South Bend, Indiana .. . 
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STANDARD 
MODEL 


—that Bendix recently introduced an- 
other marvel in the Bendix automatic 


Home Ironer, which does a better job, 


on a greater variety of garments, and 
with more ease and simplicity for the op- 
erator, than any ironer ever before known. 


And now—here’s more history—in the 
fact that Bendix scores again in being 
‘‘FUSTEST WITH THE MOSTEST.”’ 


Laundry 


Pioneers and Perfectors of the automatic “Washer” 
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with Automatic Changer 
Wainut Wood Veneer Cabinet 


\ 


\ — 


— 
5-TUBE AC-DC Model 544 
a Ivory or Watnut Plastic Cabinet 


4-TUBE AC-DC Model 444 
Ivory or Walnut Finish 
Non-breakable Cabinet 


6-TUBE AC-DC Model 664 


5-TUBE AC-DC Model 555 Wainut or Ivory Plastic Cabinet 


Walnut or Ivory Plastic Cabinet 


6-TUBE AC-DC Model 666 


Walnut Wood Finish Cabinet 


5-TUBE BATTERY Model 6418 


4-TUBE BATTERY Model 541B Walnut Wood Finish Cabinet 


Wainat Wood Finish Cabinet 
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6-TUBE Model 669 
= 
“In every group, the Arvin line 
ves you a broad spread of cus-— L \ 
a wide range of selling opportuni- 
ties in table rac at list prices 
f 
Youll Profit 
ARVIN 
EL 


Model 524 shown below 5- 
tube battery-electric 3-way portable 
in attrattive, durable plastic case. 
Three other ‘wedels in plastic and 
aluminum cases—including a pocket 


é portable—complete this fast-moving, 

5-TUBE Model 558 popularly-priced group. List prices 
5-TUBE Model 559 with Record Player from $25.00 to $45.00 rane: 
with Automatic Changer Walnut Wood Finish Cabinet mately. 


Walnut Wood Finish Cabinet 


- 


4 TABLE COMBINATIONS —— 
Fine phonograph mechanisms with 5 WANN 
any preference. Two models with record NN 
| rs and two with automatic 


demand. At list al from $25.00 to 
$70.00 approximately 
a 5-TUBE Model 556 
with Record Player 
Ivory Finish Non-breakable Cabinet 


multi-band, including FM. Model 
888 also has multi-band coverage 
“and:FM in a 10-tube hi-fidelity circuit. 
Other models give you a wide range 
of cabinet variety and performance 
— features at list prices from $65.00 
‘to $200.00 approximately. Top 


12-TUBE Model 1088 j 
with Automatic Changer and FM 
Walnut Wood Veneer Cabinet 


10-TUBE Model 888 
with Automatic Changer and FM 
Walnut Wood Veneer Cabinet 


6-TUBE Model 668 6-TUBE MODEL 669X 
. _ Radio Console with Automatic Changer 
Wainut Wood Finish Cabinet Walnut Wood Veneer Cabinet 


6-TUBE Model 670 
with Automatic Changer 
Walnut Wood Finish Cabinet 
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“Flight sales opportunities, now and 


When Chromel was discovered, about 40 years 
ago, there were just about no such things as heating devices, 
: because there was no suitable heating element. Then, 
along came Chromel with more than 300 times the life of any other 
alloy then used. So, Chromel as the original Nickel- 
Chromium resistor virtually created the heating device busi- 
ness. Chromel units do wear out at long last, but—in so 
doing—merely remind you of how very long indeed they have been 
on the job. Chromel makes warm friends of your customers. 
So, tell your jobber that you want Chromel- 
equipped devices. (For useful data for your service 


department, ask for Catalog M). 


First in the Field of 
Nickel-Chromium Alloys 


“HOSKINS MANUFACTURING CO. 
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DETROIT 8, MICHIGAN 


Self-Service Laundry . 


Continued from page 4 


“Water is kept at the right temper- 
ature and at rain water softness by au- 
tomatic Permutit softeners,” Mr, 
Brownson explained. “A trained laun- 
dry expert supervises all the washings 
and advises patrons on their wash day 
problems.” 

While the washing is going on, the 
patrons can go shopping or read or 
knit in the comfortable lounge. All 
washings are scheduled in advance so 
tnat no person will have to wait for a 
machine, 

A bank of 20 automatic clothes dry- 
ers will be installed in the near future 
and this will provide 30 minute drying 
service at a cost of 25 cents per load. 

A trained attendant will give free 
instructions on the new Westinghouse 
ironer while the patron is waiting in 
the lounge during the washing and dry- 
ing period. Ironers will be installed 
when they are available. 


Store Planning 


Canti 


d form page 49 —__ 


ers and electric sinks. By June the 
Bureau had drawn up plans for 35 
dealers of all types, including specialty 
stores, furniture dealers, hardware and 
radio stores. Layouts have even been 
provided for one department store ap- 
pliance department and for a series of 
chain stores. . 


Tact Is Necessary 


According to R. H. Cockfield, man- 
ager of the residential section of the 
Business Agent’s department, great 
tact must be exercised in working with 
all who are involved. In the case of 
a department store, the department 
manager, the display manager, the 
maintenance engineer and the general 
manager of the store are all involved, 
as well as the store architect. The 


| individual dealer has a simpler set-up, 


but if he has an architect who handles 
his work, the contacts must be made 
with the architect as well. The draw- 
ings in such a case take the place of 
the “owner’s ideas” which every archi- 
tect endeavors to carry out. The ad- 
justments are made simpler by the fact 
that original application of the dealer 
for assistance in plarming is usually 
made, with his architect’s knowledge 
and assent. 

Before and after pictures and some 
of the store layouts indicate the type 
of assistance which is given. Where 
the dealer has indicated his own feel- 
ing for display, as in the case of the 
store with the range mounted above the 
store front, the idea is utilized if pos- 
sible. In this case, the range, and 
other electrical equipment, are dis- 
played in a signboard window case 
made part of the upper store front. 

Howard Burdick, dealer coordinator 
for the Bureau of Power and Light, 
has this department directly under his 
supervision. 
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women know Betty Crocker... 


she can make sales for you 


9 out of 10 American housewives use one or more 
General Mills products . . . buy them regularly. 


Betty Crocker and her Home Service Staff do a large 
part of this selling . . . by offering friendly practical 
help to homemakers. The million letters they write 


to her every year reveal the faith women have 
in her and in the products she recommends. 


The millions who listen regularly to Betty Crocker’s 


broadcasts prove the continuing loyalty of her 


following. This loyalty and confidence pay off in sales 
. . . 400,000,000 packages of General Mills products 


last year. 


Betty Crocker’s active sponsorship of General Mills 


Home Appliances will put the full force of her 


influence directly into your business . . . will uncover 
new, growing markets . . . create ever-richer profit 
potentials for you. 


COUNT ON GREAT THINGS FROM GENERAL MILLS 


Count on distinguished appliances . . . new in design . . . 
different in basic operating principles . . . with practical 
features that mean greater usability and value for 


homemakers. Count on vigorous support 


for 


dealers . . . through aggressive advertising and 


alert merchandising and selling action. Count 
on ready response from the market. Count 
on profits. 


BETTY CROCKER IS A REGISTERED TRADE MARK OF GENERAL MILLS, INC. 


GENERAL MILLS. INC., HOME APPLIANCE DEPARTMENT oe MINNEAPOLIS 13 
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Macy’ s and 
Refrigeration Corporation of ‘America 
MAKE HISTORY with Frigid Freeze 


Home and Farm Frozen Food Lockers 


=| FREEZE 5 
LOCKER < 
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AMERICA 
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Department Store 
Appliance Centers 


CONTINUED FROM PAGE 50 


over dining table dramatizes table 
setting. 

In the Traditional apartment there 
is a combination living-dining room 
decorated to create a crystal chandelier 
air of elegance, with additional decor- 
ative touches by a fluorescent tube con- 
cealed in the antique desk and in the 
mirrored window valances. 

The Early American living room jis 
finished in knotty pine. Illumination 
is provided by a combination of port- 
able lamps and ceiling fixtures. 


“Black Light” in Leisure Room 


The most spectacular lighting is 
found in the leisure room, where cor- 
nices conceal both fluorescent and 
“black light” lamps. Silver colored 
wallpaper patterned in chartreuse and 
green has been treated with fluores- 
cent paints. When irradiated by invis- 
ible “black light” the colors “leap to 
life,” yet appear subdued under fluo- 
rescent lighting alone. In the bridge 
corner the table is illuminated by a 
direct-light recessed ceiling fixture, 
equipped with fluorescent tubes. 

The kitchen is 100 percent lighted 
by fluorescents,—a recessed ceiling fix- 
ture for general illumination, supple- 
mented by local lighting concealed 
above sink and under cabinets over the 
work areas, resulting in shadowless 
illumination. 

In the laundry an overall fluorescent 
light is supplemented by a_ special 
fluorescent unit which pops out of the 
laundry wall with the ironing board to 
illuminate it. 


B. ALTMAN CENTER 
CONTINUED FROM PAGE 


of these experts that “Your kitchen 
should have what you need, where you 
need it, when you need it.” 

Specially planned cabinets and uten- 
sil. drawers holding all the tools and 
equipment required for a certain type 
of operation are grouped around vari- 
ous work centers—such as a baking 
preparation center; a salad center; a 
range center; a sit-down vegetable 
preparation center; an assembly-line 
serving center near the dining room; 
and floor-to-ceiling-storage center 
with adjustable shelves ;—all designed 
to simplify the cook’s work. 

Roll doors on these cabinets above 
and below the counter do away with 
activity interference of the conven- 
tional type doors. Vertical files for pie 
pans and cookie sheets at the top of 
baking center cabinet are within easy 
reach—65 in. reach—and in full view. 
An over-the-counter flour sifter; a 
cook-book rack to keep the recipe book 
out of the batter ; drawers fitted to hold 
tool handles for quick grasping, all add 
to the cook’s convenience. 

The kitchen was designed by Arthur 
P. Swanson of Chicago, and is adapt- 
able anywhere. Its purpose is to sug- 
gest ideas to the home planner, and 
the plans are available to anyone in- 
terested for $5. It will be on display 
at Altman’s through Christmas, and is 
described in detail in Better Homes <> 
Gardens’ October issue. 
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Wa No matter how few or how many 
radios you have on your floor . . . be 


sure they are radios with names that 
have national character and are 
known to consumers! 


WMP Chances are you won’t have 
enough radios to take care of even a 
small portion of the demand . . . so be 
ready with a sound, workable priority 
system. Take orders and put your 
customers on a waiting list in which 
they will have confidence. 


BE an “eager beaver”. 
It will do you a lot more good to say, 
“Sorry, you'll have to wait for the 
nationally advertised radio you 
wanted” ... than to deliver some 
nameless orphan whose “‘parents”’ will 
have run away when quality and per- 
formance are found lacking! 

P.S. Thousands of dealers from coast to coast have 
already indicated their preference for Motorola Radios 
because millions of Motorolas in homes and cars have 
performed beautifully with minimum servicing during 
the war. There is sales power and profit in a favorably 
known name like Moforofa 


GALVIN MFG. CORP., CHICAGO 51 


FOR HOME AND CAR 


F-M & A-M HOME RADIO © AUTO RADIO © PHONOGRAPHS © TELEVISION © AIRCRAFT RADIO © POLICE RADIO © RADAR © MILITARY RADIO 
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, & production of sewing machines for civilian trade is start- 
ing again. And we are hitting this conversion job hard .. . to fill your 
needs as quickly as possible! Frankly, however, our output must neces- 
sarily run behind demand for some time to come. 

Essential sewing machine elements remain scarce... motors, wiring, 
metal, and fine woods for example. And, too, quality workmanship still 
takes time. You would never want that sacrificed for speed, we know. 

Your understanding of all these problems of the day is greatly appre- 
ciated. In turn, we pledge full effort in getting machines to you with all 
possible speed ... and allocated on a fair basis! Free Sewing Machine 


Co., Rockford, Illinois. 


SEWING MACHINES 
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Time to Get Back in the 
Telephone Directory 


Customers ready for action usu. 
ally turn to these handy guides 


g ky night is nippy. The time is 
7 o'clock in the evening. Every- 
thing is quiet around the house when 
the stoker goes kerplonk. A piece of 
scrap iron has jammed in the screw 
and stopped the machine. If some- 
thing is not done right away you are 
going to have a cold house tonight 
and tomorrow. 

Think fast, Captain Flagg! 

What do you do? The chances are 
you will turn to one of the telephone 
directories and go thumbing down the 
classified pages to the words “stoker 
repairs.” If your brand is a familiar 
one, you may keep your thumb trav- 
eling until you get service men under 
that particular make. 

Because telephone directories reach 
out and guide the people who are eager 
to come to you, they are important for 
dealers to be in when shipments of 
merchandise start coming off the line. 


Uses Ten Listings 


John Di Valerio, who runs the Tele- 
vision and Radio Co., at 5716 West 
Belmont Ave., Chicago, uses -classified 
ads under the following heads *in the 
Chicago Red Book and suburban direc- 
tories : 

Two jewelry classifications, one ra- 
dio service, and one washer service, 
one refrigerator service, 1 Frigidaire, 
1 Bendix, 1 stoker, 1 radio, 1 stoker 
by brand. 

“It costs us $25.15 a month to do 
this,” he says, “but it is worth it. 

“The alphabetical section is where 
folks turn who know your name. It 
is always worth-while, where permit- 
ted, to spend a little extra and have 
your firm identification jumped up in 
bold face type—Jones Appliance Co.— 
at an extra cost, if necessary. It saves 


the customer time in looking over the 
page. 

“In the classified section it’s a good 
idea to get yourself listed under each 
breakdown. If it says ‘stokers—retai 
sales’ put your name there. If there js 
another grouping under stokers—'re- 
pairs,’ put it there also. 

“If you have a prominent brand 
tuck yourself in there also, and don't 
be afraid of a display ad featuring 
your best merchandise. 

“Display space pays, particularly if 
you are tied in with a well known 
brand, as customers know what they 
have and always look under this clas- 
sification. 

“Where you repair or sell several 
brands and do not feel identified with 
any of them, copy featuring your own 
name is in order. 

“The larger the city the greater the 
number of classifications. For exam- 
ple, the Chicago directory will have: 
Washing machines—parts and supplies 
Washing machines—repairing 
Electrical appliances . 

Home appliances 
Ironing machines 

“Look over all of them and use the 
ones that fit best. 

“There is a growing tendency on 
the part of distributors to list their 
approved dealers after a classified ad 
of their particular brand. In this case 
it is necessary to get permission from 
the factory or distributor to be in this 
category”. 

Recently the Maytag Company ran 
a list of different groupings in which 
dealers who sell Maytag can get them- 
selves placed in the country’s direc- 
tories. Smart dealer§ will carry this 
suggestion a step farther and list them- 
selves under all brands carried. 


“HERE'S A CONVENIENT FEATURE—WE EACH HAVE OUR OWN REFRIGERATOR!" 
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To fill out your winning full-line hand, there'll be 


At this stage of the game almost any appliance 
retailer would gladly “‘stand pat’’ on the twenty-two 
different appliances that comprised the pre-war 
Westinghouse Full Line. So would the public. 

But all during this war period, Westinghouse has 
been saying, ‘“‘Wait’ll you see what’s coming; wait’ll 
you see what exciting new appliances we’re going to 
have ready for you as soon as Uncle Sam tells us we 
can reconvert.” 

Now Westinghouse is ready to make good on that 
promise. And now the showdown reveals that 


Westinghouse has not just one ace in the hole, but 
FOUR. Yes, three thrilling new products and one 
grand new promotional idea that are going to win 
instant public approval and roll up volume postwar 
sales for Westinghouse retailers. 

Yet these four new startling developments are only 
the kickoff. Right on their heels will come several 
other surprising new appliances. Each of them will be 
styled, engineered and built to Westinghouse stand- 
ards—and designed to capture eager and waiting 
markets, just as will the following four aces. 


will be the Westinghouse 


HOME FREEZER 


It was indeed headline news when 
Westinghouse announced that its new 
home freezer would be upright like a 
refrigerator. Instantly, retailers saw the 
sales advantage of “‘Reach-in Conven- 
ience”’. This outstanding feature, com- 
bined with the Westinghouse hermetic- 
ally-sealed refrigeration system, will 
give Westinghouse retailers a big edge. 
Added good news is the fact that 
Westinghouse Home Freezers will be 
made in sizes for both city and farm. 


will be the Westinghouse 


CLOTHES DRYER 


Twin companion to the Laundromat 
in appearance, utility and sales appeal, 
the new Westinghouse Clothes Dryer 
is the final answer to the clothes drying 
problem. Freeing housewives from the 
whims of the weather, it gently tumbles 
clothes dry in amazingly short time. 
Because the Westinghouse Clothes 
Dryer can be demonstrated right along 
with the Laundromat, it offers the re- 
tailer a splendid opportunity to make a 
double “‘big ticket” sale. 


Hii 


will be the Westinghouse 


ELECTRIC SINK 


High in preference on all postwar 
buying lists is the electric dishwasher. 
Now Westinghouse is combining with 
its dishwasher a new electric garbage 
disposer unit. In teaming up these ap- 
pliances, Westinghouse ends two of the 
dirtiest and most dreaded jobs around 
the home—dishwashing and garbage 
disposal. Here again, the Westinghouse 
retailer is offered a packaged deal which 
will add up to a mighty worthwhile 
profit. 


* ‘tt, 
: 4 
ISING 


THE MINUTE SHE SETS EYES ON IT, MRS. AMERICA WILL EXCLAIM.. ‘ 
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because the Heart of Tomorrow's Home will be the 


Westinghouse 


Combination Kitchen * Laundry 


No development in electric appliance history ever 
received such enthusiastic acceptance as has this latest 
achievement of Westinghouse. In fact, home economists 
and editors generally have hailed it as the greatest for- 
ward step in home planning since Westinghouse intro- 
duced the electric kitchen. 

Retailers, likewise, have been quick to sense its tre- 
mendous possibilities. And many are already busy with 
plans to expose this thrilling idea to their product- 
hungry customers. As soon as appliances are available, 
store after store will be featuring life-size replicas of 
the Westinghouse Combination Kitchen-Laundry. 

To set the stage for this country-wide promotion, 
Westinghouse is carrying the story of the New Com- 
bination Kitchen-Laundry to millions. 


SANOWICH Gar 


In one big circulation magazine after another—ten in 
all—women are seeing the stunning full color photo- 
graphic reproduction shown opposite. They’re seeing at 
a glance how this new practical home-tested arrange- 
ment for the working heart of the home brings all meal 
preparation and laundry problems under easy control. 
As a result, thousands of women will want a Combina- 
tion Kitchen-Laundry for their very own. 

To help them realize their dreams, and to channel this 
interest into the stores of its retailers, Westinghouse 
is providing a complete promotion package which ties 
in with the national advertising and spotlights the offer 
of a free set of plans for building the New Combination 
Kitchen-Laundry. All the items that go with the pro- 
motion are shown on the back page of this insert. 


By promoting this I'zmely New Idea 
retailers are whetting appetites for some 18 different 
products in the Westinghouse Full Line 
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all these trump card promotional héips 


This Full Color Advertisement in Ten Big Circulation Magazines 


Since late summer, one leading magazine after another has been carrying the story of the New 
Westinghouse Combination Kitchen-Laundry. The magazines included in this country-blanketing 
list are: BRIDES’, WOMAN’S HOME COMPANION, THE SATURDAY EVENING POST, 
HOUSE BEAUTIFUL, PARENTS’ MAGAZINE, AMERICAN HOME, McCALL’S, GOOD 
HOUSEKEEPING, AMERICAN MAGAZINE and LIFE. This adds up to a total of over 

22,800,000 Westinghouse messages. 
| Wes An adaptation of this advertisement featuring the main illustration in full color is being made 
: available in blow-up form for use as a wall poster. 


sine) 


_ the fa To Combiastion Kitchen + Laundry 1 
It's a Traffic Builder — This 6-page Folder Containing Building | | 


and Equipment Details 
All information needed to reproduce the step-saving Combination 
Kitchen-Laundry is contained in this folder. Wiring, construction, floo: 
plans, needed equipment, are all included. Westinghouse retailers are 


featuring this folder in their stores and in their local advertising. yi! it »- 
¢ 


| heres list of the Westinghouse equipment youll need for the combination 


— 


This Full Color, Three 
Dimensional Display Is an 
Appetite Whetter 
With the same girl shown in the 


magazine advertisement set out from Remer 
the Combination Kitchen-Laundry, as you 
this colorful display makes eyes light eutral 


up with admiration and desire. Retail- 
ers are using it to good advantage in 
their windows and on their counters. 


Tie-in 
Newspaper 
This Window Streamer Brings Prospects In Advertisements 


Right now when they’re in a postwar home planning mood, this window 
streamer invites prospects into the Westinghouse retailers’ stores for a 
free planning folder on the Combination Kitchen-Laundry 


For full details of this promotion and others to come, see your Westinghouse Appliance Distributor. 
Tune in John Charles Thomas, Sunday 2:30 EWT., N. B.C. « Hear Ted Malone, Mon. through Fri. 11:45 A.M., EWT., American Broadcasting Co. Net. 


MANSFIELD conics 


Ads like the one above tie in with the magazine an- 
nouncement and feature the free planning folder. Adapta- 
tions of it in various sizes are available to retailers. 
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Elements 


RANGES 


Tuttle and Kift Have the Problem of Fitting Any Make 


HOW TO INSTALL TK UNITS 


Check voltage as specified on range. Use the 
proper unit. The TK unit is available in two 
sizes, 6 in. and 8 in. in diameter. Both sizes are 
available for all standard voltages. Be sure to 
use a unit to take the correct voltage. Use a 
115/120 volt unit with 3-heat switches, a 
230/240 volt unit with 5- or 7-heat switches. 


4 Hook up the neutral or common first. Remember you 

have two coils of 115 volts each. You must get the 
neutral on the common terminal or otherwise you will have 
230 volts which will burn out your coil in two or three 
minutes. 


Done right you can change the heating element in 20 

minutes—instead of I'/2 hours. First time saver is to 
break the brick on the defective unit to loosen wires if 
need be. 


Don't forget there is no manual that you can follow in 

fitting new heating elements to all brands of ranges. 
You must trace down the right wire and mark it. The 
finger points at neutral. The TK star system tells whether 
your new heating element is a 3-heat or 5-heat unit. Don't 
mix them, if you get a 3-star unit on a 5-star switch, you 
find it will fail within a few minutes. 


Remember you can't go by color of wire, so mark them 
as you loosen them from the old unit, especially the 
eutral. 


The pointing screwdriver shows how under the old 
lf the wire that runs from unit to switch has charred 


On the Tuttle & Kift unit a removable clip—see gentle- 

man's hand—is attached to the end of the channel. 
It can be unscrewed which in turn permits the ring to slip 
over the unit. At the right is a photograph of the old 
type. 


The gentleman is placing a new unit in the range top. 
Notice how the coil can be lifted up for cleaning 
purposes. 


This illustrates how you can lift up a Tuttle & Kift unit 
that has been in service, and take steel wool and polish 
and clean up underneath it. 


method you had to take off the channel to bl 
the ring in the unit. The whole thing has to be taken 
apart to assemble. 


insulation it usually means that the wire is brittle and 
e whole thing should be replaced. 


. Net. 
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AGM Sun Flame 
Oil Space Heaters 


Good-looking stoves that do a good 
job of heating without much atten- 
tion. That's what AGM Sun Flame 
means to thousands who own these 
heaters. They have told their thou- 
sands of friends and neighbors. 
A friendly market exists ready-made 
for the dealer who takes on the 
AGM Sun Flame line. Please write 
for literature and franchise infor- 
mation. 


PAGE 80 
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AGM Sun Flame 
Water Heaters 


20 and 30-gallon oil and gas... 
automatic storage type. Beautifully 
engineered and styled. AGA and 
Underwriters’ Laboratories ap- 
proved. Competitively priced, but 
offering a true bonus of extra quality 
and extra features. Please send a 
postcard request to AGM for litera- 
ture and franchise information. 
These are heaters you can sell with 
pride and profit. 


Quick Installation of Elements 
On RANGES 


CONTINUED ON PAGE 79 


There are 18 different types of rings used on electric 
ranges today. However, seven sizes will fit 80 per- 
cent of the ranges you encounter. Select the correct ring. 


11 In ordering if you don't know the right size of unit 

take a foot rule and measure the range opening and 
send along those dimensions. If you want to have order 
clerks bless you, give this dope when you write in: (1) 
Make of range. (2) Size of opening; (3) Number of heats. 


12 With the Frigidaire ranges there is 115-volt coil and 

230-volt coil in the same unit. In removing the old 
unit make certain that the wires are marked so that hookup 
will be the same. On Tuttle and Kift units the low is 
marked "L" and the high is marked "H". 


The Westinghouse range has a 4-heat switch. You 
can install the regular Tuttle & Kift 3-heat unit in the 
hookup. You can hang two wires on one terminal as illus- 


trated by the photograph. 
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For example, in 


* Seranton, Pa. (squiin 3m)... The W. C. Carter Co. has 
been doing a job keeping electrical appliances in good working 
order. Of 100 women who recently called on them for repairs 

12% said they read the Journal 


Winston-Salem, N. (popiation 18,815)... Repairing electrical 
equipment is big business at the E. H. Petree Co. When 
deliveries were made to 100 women customers ..... . 

3 4% said they read the Journal 


All over America... customers come in when the Journal comes out 
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Where there’s a shaft to turn, Delco Products has 
the right answer . 


. . @ quiet, efficient, smooth- 
running power unit designed for compactness and 
dependability. These desirable characteristics 
have made Delco motors the choice of leading 
appliance manufacturers for many years. 


With greatly increased manufacturing facilities, 
Delco Products is ready to meet the increased 
motor needs of the appliance industry. Delco 
know-how, acquired through years of manufac- 
turing experience, will again furnish appliance 
manufacturers the best in motor drives for re- 
frigerators, washers, ironers, stokers. oil burners, 
air conditioners and other appliances. Delco 
Products Division, General Motors Corporation, 
Dayton, Ohio. 


Keep Buying Victory Bonds 


= 
DELCO MOTORS 
Power America’s of (0 
/ PRODUCTS 
Leading Appliances Davros, 
PAGE 82 


Specialty Dealers — Farm Style 


CONTINUED FROM PAGE 42 


Owner Zimmerman (right), a bank director, is a careful buyer who always keeps 
his widespread farm trade foremost in mind when selecting merchandising lines. 


his mouth. 
way: 

“I’m not talking that blue sky stuff. 
This is down to earth. At $28,000 I'll 
feel I've done a fair job and be mid- 
dling satisfied—but I won't consider 
I've set anything on fire. With the 
right outside salesman [ should do 
better.” 


And then he puts it this 


Contact Man 


Zimmerman hopes to fill the now- 
vacant outside position with a mechan- 
ically-inclined local man. “If he knows 
these farmers, so much the better: he 
can get into the kitchen that much 
quicker,” is his explanation. 

Instead of a car, this man will drive 
a truck stocked with staple and season- 
able items, such as electric insect 
traps and fly sprays in the spring, 
lamps and flashlights in the fall, and 
sanitizing powders and filters for the 
dairy throughout the year. His subrosa 
role will be to ferret out major equip- 
ment and appliance leads, quietly put 
some bees under the right bonnets, and 
thus start a general exodus towards the 
electrical departments in the boss’s 
store. 


Zimmerman’s one-story building, in 
a town of about 275 population, is two 
blocks from a main highway. The sales 
floor, 52x 60, fronts on a stock room 
which is 52 feet wide and 22 feet deep. 
The shop is located in the basement, 
about the same size as the sales floor, 
with a convenient drive-in entrance in 
the rear of the building. 

Of the 11 men in the organization, 
nine are employed in electrical, plumb- 
ing and heating contracting work. One 
handles appliance service. Zimmer- 
man, holding down the sales floor alone, 
stands ready to sell anything from a 
spade to a modern electric kitchen. 
Very gracious to purchasers of small 
articles, how he loves to talk big ticket 
products for the farm! 

His electrical lines include: G-E, 
from irons and toasters to milk coolers 
and refrigerators, except for radios, 
which he refuses to sell because he is 
not set up to service them; DeLaval 
separators and milkers; Fairbanks 
Morse home water systems; Warner 
chick brooders; Prime electric fences 
and Starline dairy water heaters. 


Added washers are Horton and Dexter. 
(Continued on page 84) 


One corner of the large shop in the basement. During wartime he let down the 
bars, especially for farmers, on normal policy of only servicing brands stocked. 
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ERE is the washer that will satisfy the un- 

fulfilled desires of thousands of American 
women as expressed in a recent nation-wide sur- 
vey. The portable Easy Whirldry! Small enough 
for the tiniest apartment kitchen... yet big enough 
to be a full fledged washer in its own right. 


ONE COMPACT TUB 
WASHES, RINSES, DAMP-DRIES 


@ FREQUENT SMALL WASHES...3 children’s 
play suits. ..4 dish towels ...8 hankies... 
1 lady’s wash slacks. 


@ UNDIES...3 panties...3 pair rayon hose... 
2 or 3 slips... 1 lady’s nightie. 


@ BABY’S THINGS...3 diapers...1 sheet... 
1 night dress...2 panties. 


A real honest-to-goodness washer that you can 
sell at a surprisingly low price. Yet in no sense 
a substitute for the standard size Easy Spindrier. 
Homemakers, young mothers, business women 
and apartment dwellers, in fact almost any of your 


DESIGNED TO RETAIL 
AT APPROXIMATELY 


Easy Distributor or write er 


Easy Washing Machine Corp., Syracuse 1, N. Y. 


washer prospects will 
wonder how they ever got 
along without it! Ask your 
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Announcing the new 


EASY WASHER 


THE EASY 
AUTOMATIC 
WILL BE THE 

BEST AUTOMATIC 


YOU’LL MAKE 
MORE 
MONEY WITH - 
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How to Stir up a 


Sales Storm! 


1+ Look at the market. 


A 


Mixens ror EVERY Pt KPOSE—husky 
young brothers of the famous Hobart 
bakery mixers—designed and powered 
to perform in a class by themselves! 
Several models! 
All attachments! 
Electric coffee mills for fresh 
home-ground coffee! 
That’s the coming version of 


the KitchenAid line, backed 


3+ Then climb on the KITCHENAID bandwagon ! 


by the Hobart name, competitively 
priced, nationally advertised, and offer- 
ing full margin. Plan on KitchenAid 


now—cash in with Kitchen-Aid sooner. 


Hid 


The Hobart Manufacturing Company - KitchenAid Division + Troy, Ohio 
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Specialty Dealers Farm Style 


CONTINUED FROM PAGE 8&2 


The electrical department normally displays everything from small supplies to 
major household and farm work appliances. Unlike the others, he also sells fixtures. 


Other items include: incandescent and 
fluorescent lamps and fixtures; wire, 
batteries and small supplies. 

With his general hardware lines he 
also carries a good assortment of farm 
hand implements, dairy barn equip- 
ment, some poultry equipment, paint, 
kitchenware and space heaters. 


Profit and Loss 


Discussing profit and loss, Zimmer- 
man has this to say: 

“Being a bank director gives me 
But even 
that isn’t airtight for a company willing 


| to tackle any job from 50 cents to 


$2,000. Our write-off each year, how- 
ever, is very small. As for profit, 
particularly on sales of appliances and 
equipment, the net is very satisfactory, 
far better than I find most other 
merchants realizing on other lines. 

“We have one troublesome factor, 
the ‘cash price’ farmer who trades for 
the lowest dollar, saying ‘I’m bid more’ 
to any price we set on a product. As 
a result in prewar we sometimes gave 
the ‘cash price’ farmer too low a price 
or too good a trade-in allowance. The 
merchants in this vicinity gradually 
seem to be correcting this fault.” 

Zimmerman does very little news- 
paper display advertising. He depends 
principally, he says, on “word of 
mouth, what my customers tell their 
neighbors.” He follows local farm 
shows very closely for contracting 
leads and big ticket sales. 

Now that construction material bans 


|are being erased, Zimmerman’s store 


will be enlarged the moment the labor 


situation eases in this section. He must 


have more floor space to accommodate 
the increases planned in the appliance 
department. He also will need far 
more warehouse space when merchan- 
dise starts to roll faster. 


- They Know the Farmer 


sulking these three dealers together, 
recalling the other two with whom we 


chatted briefly, and keeping all their 
salesmen in mind, we are impressed by 
several facts. They all came up the 
hard way.—no silver spoons. They 
all know their own game from A to Z. 
Moreover, they all know the farmer’s 
game nearly as well as their own. His 
objectives always are thoroughly in 
mind. These men all keep pace with 
the trends of modern agriculture. 

No one need tell them how to battle 
the chains and mail order houses: they 
realize the importance of fast and 
efficient service to the farmer. Con- 
vincing the farmer he can harvest more 
money the electrical way is a pushover 
for these men. They need no guide 
books on that score: they’ve been 
through the mill themselves. 


Consider Witmer Again 


For a typical example, consider Wit- 
mer again. His grandfather, a farmer 
and a trader in cattle, built that barn 
which now is his outlet. Witmer’s 
father followed the same path. And the 
cattle his father bought from farmers 
all through that area, young Witmer 
drove to market. When eight years 
old he climbed up behind the old gray 
mare, on a cartful of vegetables, head- 
ing for the city with his Dad’s ad- 
monition: “Son, this is the bottom 
price. Find a market. Don’t bring 
any of that truck home with you.” 

Bred a farmer, Witmer thus became 
a merchant early in life. Since then, 
he has done considerable organization 
work with farmers along 4-H lines. 

Granted, the electrical industry's 
forces are not yet marshalled for spec- 
ialty selling in the farm field on the 
same plane as in the old, explored urban 
market. Well, then call these men 
pioneers opening up a vast, compara- 
tively new frontier, if you will, but at 
least the pattern is definitely here. I'll 
be very surprised if I meet any keener 
farm electrification specialists in a long 
time. 
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Manufacturers of ELECTRIC RANGES ELECTRIC WATER HEATERS GAS RANGES STOVES PORTABLE OVENS + OIL HEATERS WICKS 


ELECTRICAL 


Of all the pies you’ve 
ever ogled with wide-eyed an- 
ticipation, none can quite compare 
to the luscious pie we’ve cooked up for 

aggressive home appliance merchants. “Profit-Pie,” 
we call it— L&H Profit-Pie! Just how is it made? 
Why is it so good? What makes it so tempting? 
Here’s a recipe that adds new zest, new greatness 
to a time-honored household favorite —and you 
don’t have to be told twice to recognize it! 


We've taken a seasoned reputation for quality pro- 
ducts, a very generous portion of customer-goodwill, 
an attitude of progressiveness, a complete line of 
up-to-the-minute cooking and heating appliances, 
added an aggressive sales and merchandising pro- 


gram, and baked it to a 
rich, golden hue. And we’ve 
come up with the tastiest sales-and- 

profit dish imaginable. It’s hard to beat 
70 years of alert, successful experience, like L&H’s. 


Appliance merchants who have featured L& H 
products know what it means to enjoy the glorious 
flavor of L&H “Profit-Pie.” Theirs is the enthu- 
siasm that comes from first hand knowledge. Get 
a taste for some yourself. There’s a big, savoury 
slice of it waiting for the dealer with an honest-to- 
goodness appetite for profitable 
sales. Just say the word 


and we'll gladly tell you 
the complete L&H story. 


A. 3. LINDEMANN & HOVERSON CO. 


Maus 
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MILWAUKEE 7, WISCONSIN 
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Built to be the 
Greatest Value 


NOW SELLING! 


A gigantic Norge factory at Effingham, Illinois, 
devoted to the production of ranges exclusively, 
is turning out the new 1946 Norge gas ranges 
in ever-increasing quantities . . . they are whisked 
away to Norge distributors and dealers, and from 
there they are eagerly welcomed into homes all 
over America. 


COOKING TOP AND 
BACK GUARD is one- 
piece, acid-resisting, por- 
celain-enameled steel. 
Rounded corners and 


angles accentuate beauty, 


facilitate cleaning. 


SPIRO-SPEED BURN- 
ERS, one of them giant 
size, deliver clean, spiral- 
patterned flames which 
are accurately controlled 
to provide even heat dis- 
tribution and maximum 


economy. 


> & 


LARGE, TANK-TYPE 
OVEN, 16 x 14% x 20 
inches, is porcelain-en- 
ameled, with pressed-in 
rack guides and stops; has 
Fiberglas insulation and 
is vented through back 


guard. 


The new Norge Model N-401 gas range (illus- 
trated) is 38” wide, 2634” deep, 42” in over- 
all height and 36” high at cooking top; oven 
size, 16” x 1444” x 20”. It has one giant and | 
three standard Spiro-Speed burners; four Hi-Lo 

click simmer valves; automatic top burner lighter; 
one-piece, porcelain-enameled cooking top and 
back guard; tank-type oven and broiler lining; 
low-heat, Modi-Fire oven burner; oven temper- 
ature control; safety oven lighter; Fiberglas in- 
sulation; two utensil drawers; pull-out, drop- 
front broiler with smokeless grill; flush-to-wall 
design; front toe-recess. For natural, artificial or 


bottled gas. 


| 
| 
Gas range sales will come easy to the Norge 
dealer. . . . Model N-401 is the first of several, | 


each designed to be the greatest value in its 
price field! 


HOUSEHOLD 


"See NORGE before you buy” 
APPLIANCES 


NORGE DIVISION, BORG-WARNER CORPORATION «+ DETROIT 26, MICHIGAN 
IN CANADA: ADDISON INDUSTRIES, LTD., TORONTO, ONT. 


ISING 
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Meet the Duchess 


If a product is known by the company it keeps, the Duchess 
is in GOOD company—none better! The 55 names below are 
Duchess Distributors —“company" we're mighty proud to have. 
Your Duchess Distributor is worth knowing—now and when 
product and performance become factors again. 


DISTRIBUTORS DALC LCO APPLIANC E COMPANY 
rancico alifornia 
RAPID SALES COMPANY ABACHER HDWE. CO. 
Albany. New York 14. Washington 
‘ & SAMUFL WEINBERG & SONS 
entown, Penna. 


ELECTRICAL APPLIANCE DIST. TRI-STank ELECTRIC CO. 
Altoona, Penna. D. 


Si Is, S. 
ELECTRICAL PRODUCTS, INC. OZARK MOTOR SUPPLY CO. 
. Mo 


altimore |, Md. Soring 
TAYLOR REFRIG. & APPL. CO. JONES- CORNETT "FLECTRIC CO. 
Billings, Montana Welch. West Virginia 
THE EASTERN COMPANY THE CAREVA CO., INC. 
Cambridge 39, Mass. York, Penna. 
NORMAN.-YOUNG. INC. WS. CO. 
Dallas, Texas MOORE & 
THE MART, INC. Atlaneca. Geornia 
Fort Worth, Texas 


GULF STATES DISTR. CO. 
MOORE & STEW Aut. INC. irmingham. Alabama 
Gastonia, N 


IGOE BROTHERS, INC. 
BOHMAN.-W ARNE, INC. Newark 5, New Jersev 
Hagerstown, Md. McDONALD ELECTRIC CO. 


TEXAS FARM SU ta co. Miami. Florida 
Houston 2. Te SUPPLY CO. 
RYAN RADIO & FLEC TRIC co. ndo. Florida 
Kansas City 8. Mo CAMDEN SHIP. & M. RY. CO 
RYAN co. Camden. Maine 


FIRST COLONY DIST., INC. 
Raleigh, North Carolina 
HOME APPLIANCES CO. 
Charleston, South Carolina 
DALCO APPLIANCE COMPANY 
Sacramento, California 
VAN COMPANY, INC. 
Potsdam, New York 
OMAHA APPLIANCE CO. 
Omaha, Nebraska 


FACTORY REPRESENTATIVES 
GLENN E. BURDICK 
Buffalo 14. New York 

J. C. BOYLAN COMPANY 
Cleveland 15, Ohio 
J. G. 
Toledo 
MRS. KIE "EDWARDS 
Chicago, Illinois 
FLOMAN DISTRIBU TING CORP. 
Philadelphia, Pa. 

BEN D, LEVENSON 
Pittsburgh 22, Pa. 
EUGENE R. LOEB 

Milwaukee 6, Wisconsin 

HARRY NEWMAN 

Detroit, Michigan 


Ka 
LANDIS ELEC TRIC co. 
Lancaster, Penna. 
INC. 

Little Rock, Arkansas 
MYER-BRIDGES CO. 
Louisville, Ky 
BANDOLI-McINTYRE CO. 
Los Angeles 15, California 
WAYNE SPINKS CO., INC 
Memphis 4. Tenn. 
WAYNE SPINKS & CO. 
Nashville 4, Tenn. 
GEORGE A. CLARK & SON 
Minneapolis, Minn 
UNITED ELECTRIC SERVICE 
Monroe, La 
DISTRIBUTING CO. 
New Britain, Conn. 
MODERN APPL. & SUPPLY CO. 
ew Orleans 19, La 
FOREMAN DISTRIBL TING co. 

Portland 4, Oreg 
CARDINAL DISTRIBL TORS, INC, 
St. Louis 3, Mo. 

FLINT DISTRIBUTING CO. 
Salt Lake City, Utah 
SOUTH TEXAS APPL. CORP. KENT ASSOCIATES CO. 


One-Third Families 
Interested in Buying 
or Building Homes 


Architectural Forum surveys 8052 
families on post-war housing plans 


N a recent study of the house 

market conducted for the editors 
of The Architectural Forum, by Cross- 
ley, Inc., it was found that practically 
every American family today has some 
plan for a better post-war home. Thir- 
ty-four percent of all the families inter- 
viewed—8,052—are interested in build- 
ing or buying houses sometime in the 
future. So, to weed out the “day- 
dreamers,” filter questions were used, 
and the study was concentrated on 7.5 
percent (a projected 2,778,000 families) 
who can fairly be called “good pros- 
pects.” 

From these “good prospects” it was 
found that seven out of every ten U. S. 
families feel it is better for them to 
own their own homes, and only two 
out of ten feel it is better to rent. This 
attitude appears among all kinds of 
people, although it is somewhat 
stronger in the upper income and edu- 
cation groups, as follows: 


80%, of families with over $4,000 income 

74%, of families with $2,000-$4,000 in- 
come, and 

65% of families with under $4,200 a year 
income. 

79%, with college education 

72% with high school education 

66% with grade school or less 


The reason given most frequently in 
answer to why people prefer to own 
their own home was “it is more eco- 
nomical to own.” Answers to the 
question “What are some of the things 
you especially want to have in your 
house” concentrated on practical, easily 


accomplished things, rather than 
dream-house ideas, such as: 


35% want good heating systems 

34%, modern, well-equipped kitchens 

26% modern bathrooms and more bath- 
rooms 

25% plenty of closet space 

17% fireplaces 

16% playrooms 

13% good basements 

11% porches 

11% a laundry room 

10% plenty of cupboards 

9% some form of air-conditioning 

8%, large living rooms 

6% good lighting systems 

6% good floors, or hardwood floors 
These items were mentioned spon- 

taneously without direct questioning. 

It is quite possible, for example, that 

the same people if asked directly 

whether or not they wanted air condi- 

tioning would say “yes” in a much 

larger proportion. What this question 

brings out is the relative importance of 

these items in the people’s minds. 


Who are the Good Prospects 


Relatively few of the “good pros- 
pects” are in rural villages and farms; 
more of them are in the smaller cities, 
for instance, 30.3 percent are in cities 
with populations over 100,000; 345 
percent in cities from 2,500-100,000; 
16.6 percent in rural villages; and 18.6 
percent on farms. 

And there are fewer of them in the 
Northeast; the West and Central 

(Continued on page 90) 


San Antonio 2, Texas Grand Rapids 7, Michigan 
Remember — the APPLIANCE MANUFACTURING CO. spe- 
cializes on washing machines only — specializes on quality 
washers in volume. It is easy to understand why such specializa- 
tion means manufacturing economies—better values— greater 
profits for you. Make a date with the Duchess now by getting 
in touch with your Duchess Distributor today! 


WASHERS 


APPLIANCE MANUFACTURING CO. + ALLIANCE, OHIO 
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“SEE HERE MISS DAY, IN THESE ADS val [REFER TO IT AS OUR 5 FOOT LOSS LEADER 
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You'll find you have a potent selling feature—a real 
“sales-clincher”—when you can tell your customers it’s 
insulated with Fiberglas*. For never before has any in- 
sulation been such a standout—first choice with manu- 
facturers, distributors, retailers and consumers alike. 

Fiberglas Thermal Insulation has demonstrated its 
worth in millions of homes—in ranges, refrigerators 
and other appliances built in the years before the war. 
Today, this fine material is better than ever—helping 
appliances do a better job, at lower costs, for a longer 
time. What a selling story! 


DID YOU KNOW... 


Fiberglas Thermal Insulation—the same 


material used in ranges and refrigerators 
—was pressed into boardlike form and 
used for hull insulation in all of Uncle 
Sam's Fighting Ships. Fiberglas stood up 
and stayed in place despite the pounding 
of the seas and the severe shock of gunfire. 


THERMAL 


FIBERGLAS 


oT, M. Reg. U. S. Pat. Off. 


PAGE 90 


NOVEMBER, 


1945—ELECTRICAL 


One-Third Families In- 
terested in New Homes 


states provide the largest number : 18 4 
percent Northeast; 31.1 percent Cen- 
tral; 28.1 percent South; and 22.4 per- 
cent West. 

They tend to be young—4L.8 percent 
are from 30 to 44 years of age; and 23.4 
percent are under 30 years; they have 
moderate sized families—59.9% ex- 
pecting to have families of from three 
to five after the war. They have 
higher incomes, but the lower income 
groups still provide the bulk of the 
market—20 percent have $4,000 and 
over ; 43 percent $2,000-$3,999 ; 28 per- 
cent have an income under $2,000. They 
have more schooling—18.6 percent 
have college education; 43 percent, 
high school and 38 percent grade school 
or less. They feel secure about their 
jobs and future income—80 percent 
expect to keep their jobs; 6 percent 
have to look for one; and 14 percent 
are uncertain. 

Their plans are well under way. 
From saving money to buying the land, 
“good prospects” show plenty of evi- 
dence that they will be ready for post- 
war home purchase. All of them have 
taken one or more of these steps: 


56% have saved money or bought bonds 
for a house 
48%, hove looked at houses or lots 


Cost of House 


Cost is perhaps the most important 
factor in determining the selection of 
a house, especially in the lower and 
average income groups. Half the 
prospects want low-priced houses; 15 
percent wanted to pay under $3,000; 
21 percent from $3,000 to $4,999; and 
16 percent between $5,000 and $5,999. 
From one section to another, estimated 
cost of a house varied considerably. 
As would be expected, prospects in the 
South are planning the least expensive 
houses while estimates are highest in 
the Northeast—but even in the North- 
east the median cost was little over 
$6,000. 

In all the price classes, at least six 
out of 10 are planning to make larger 
down payments than FHA requires. 
And a substantial group will pay cash. 

For instance: Of those planning 
houses less than $5,000, 53 percent 
will pay more than $500 down—16 per- 
cent will pay cash—a total of 69%. 

Of those planning houses costing 
from $5,000-$6,999, 42 percent will pay 
over $1,000 down—20 percent will pay 
cash—a total of 62%. 

Of those planning houses costing 
$10,000 or more, 41 percent plan to pay 
over $2,400 down—29 percent will pay 
cash—total 70%. 


Method of Financing 


In answer to the question “What 
method of financing do you intend to 
use?” 42 percent said they prefer FHA 
or similar type of mortgage. Exclud- 
ing those who will pay cash, most of 
the prospects are willing to pay as 
much or more as their present rents 
on their mortgages. Those who are 
willing to pay more a month for their 
own home feel that way because they 
consider payments on a house as an 
investment. 

Half the prospects think next year 
will be a poor time to buy or build. 
Most frequent reason given was high 
prices. Other reasons given were short- 
age of materials and labor; unsettled 
conditions generally; inferior quality 
of materials. 
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The Crosley Kitchen Salesman 
is NOT a hatchet man! 


ool 
heir ‘ 
rent "You FURNISH a kitchen, the Crosley 
rent 
“ent way. No tearing out or rebuilding. 
ies Listen—here’s a prospect!” 
and 
evi- 
ost- 
lave 
nds 
tant | 
1 of 
and 
the 
00 ; 
and 
999. 
ated 
bly. 
the 
sive 
t in 
rth- 
six 
reer PROSPECT: What a beautiful sink! 2 SALESMAN: Here’s how we furnish the range 3 SALESMAN: Crosley Shelvador and food prep- 
_— SALESMAN: Lots of clear work surface—cabi- and cooking center. The wall cabinet hangs aration center—goes together the same way. 
ash. met storage space—recessed knee-hole for on that hanger strip just like a picture—no PROSPECT: So sensible—so beautiful—so prac- | 
ning working while seated. fuss or bother. tical! 
cent PROSPECT: How perfectly simple—and how SALESMAN: Yes—and so economical! 
per- convenient! 
lo. 
ting d h 
Pay Crosley - NEW Way to Modern Kitchens! | 
pay 
ae Women sell themselves when they see how easily any kitchen can | 
4 be modernized the Crosley way—simply by furnishing, instead of 
pay the usual building job. 
And it can be done one step at a time or all at once—from a single 
cabinet or a complete work center to the entire kitchen. | 
Only a dozen items are stocked by dealers to furnish practically 
pe any kitchen with modern beauty in convenient, time-saving arrange- 
HA ment. Crosley dealers are ready to promote this completely new 
Aud and practical method of furnishing better kitchens—for old houses 
= of as well as new ones, for modest homes as well as mansions. 
y as 
rents 
are 
their rk 
they 
ices THE CROSLEY CORPORATION, CINCINNATI, OHIO 
nv] Radio « Radio-Phonographs « FM e Television « Short Wave 4 You just can’t keep a woman from showing off her new Crosley 
high Electronics * Radar . Refrigerators . Home Freezers furnished kitchen! She becomes your best saleswoman—sending 
1ort- Kitchen Sinks and Cabinets ° Laundry Equipment . Ranges a steady stream of good prospects to you. 
ttled 
ality Home of WLW, “The Nation's Station” 
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Because—more so than any other factory- : 
distributor-dealer set-up —it meets EVERY 
product-promotion-policy need — because there 
is a forthcoming Emerson Radio or Phonoradio , 
for every purpose and every purse of EVERY 


family in America— Emerson Radio hag be- 
come the one “INDISPENSABLE LINE” in 
any progressive retail operation. Regardless of 
whatever other makes are carried, Emerson 
Radio is the “STAPLE” without which no 
retail business is complete. 


“Head Start” Campaign with sensa- YOUR featuring of the “INDISPENSABLE 
tional, constructive promotion—with tremendous ad- LINE” will reap the rewards of product-promotion- 
* vertising coverage coast to coast—months ahead of the policy LEADERSHIP. 

radio industry with specific products and prices — 

Emerson is establishing solid post-war business- EMERSON RADIO AND PHONOGRAPH 
building foundations for its Franchised Dealers. CORPORATION, NEW YORK 11, N.Y. 

WORLD’S LARGEST MAKER OF SMALL RADIO 
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MAYTAG are readying an auto- 
matic washer, clothes dryer (gas & 
electric), gas range and home 
freezer to add to their present line. 


Range and home freezer should hit .. 


the market about Jan. 1. No date on 
automatic washer and dryer. The 
company recently 

Globe-American. . . “ 


‘FRIGIDAIRE are going slam- 
bang into the kitchen cabinet busi- 
ness. Distributors will have sample 
supplies of the full line before Jan. 
1. Home freezer was last announced 
addition to line. . 


HOTPOINT will have samples 
of two models of refrigerators in 
dealer’s stores by December—but 
not enough to get Christmas trade. 
Home freezer is scheduled for pro- 
duction in January (4-cubic foot 
job). Ranges, water heaters and 
home laundry equipment are already 
under way at Chicago and Bridge- 
port. Dishwashers and garbage 
disposals went into production in 
October. 


HORTON’S table model ironer, 
said to be now in production, has hit 
reconversion snags. Actual produc- 
tion will not start until December or 
January. . 


STEWART-WARNER have be- 
gun “pilot-run” production of radio 
line which will include 14 post-war 
models. S-W engineers expect to 
tune up to 5,000 sets daily. . 


GENERAL ELECTRIC’S new- 
ly-designed electric blanket is now in 
production. New spiral-bound, in- 
sulated wire—an outgrowth of G-E’s 
experience in makin# 300,000 elec- 
trically-heated flying suits for the 
AAF—eliminates need for trans- 
former used in pre-war blankets. . . 


SCHICK have shipped the first 
electric razors for civilian use since 
1942, First consignment went to 
West Coast and the company hoped 
to cover other regions before it 
arrived. Production schedules are 
up 50 percent over "41... 


APEX cylinder-type cleaners are 
coming off the lines at Sandusky 
and samples should be in hands of 
7,000 dealers by Nov. 15. Cleaner 
output is scheduled to hit 1,500 a 
day by April 1. Washer production 
is also under way. Combined 
washer and cleaner production at 


bought into_ 


Reconversion News Flashes 


peak is estimated at 350,000 units 
annually. . . ° 


WESTINGHOUSE cleaners and 
electric roasters are coming off the 
assembly lines at Mansfield and East 
Springfield. Production of refriger- 
ators, ranges automatic washers, 
fans and small appliances (irons are 
already being shipped) are now get- 
ting under way. . 


MIDWEST MFG. CO., who 
made refrigerator and utility cabi- 
nets pre-war, is now producting 
complete steel kitchens. They are 
out of the refrigerator cabinet busi- 
ness. 


SPARTON radios were on the 
way to dealers in October. Snapped- 
up ad drive is scheduled for last fall 
months. . 


GENERAL ELECTRIC radios 
will be out in time for Christmas 
trade. First table model went into 
production in October, other sets 
spaced at weekly intervals. They 
should be in dealers’ stores this 
month. Full line radio production 
won't begin ‘till Jan. 1. 


ZENITH production is ready to 
go but has been stalled because parts 
manufacturers won't accept OPA 
pricing formula. Distributors con- 
vention, set for Oct. 15 for showing 
of.New Zenith line has been put off 
indefinitely. . . 


BENDIX have completed dealer 
meetings in 79 cities and over 7,000 
Bendix home laundry samples are 
on dealer floors. . . 


BLACKSTONE are in produc- 
tion on a_wringer-type washer. 
Scheduled for an early start is a 
“three-in-one” job—the Blackstone 
combination home laundry—a unit 
that will combine automatic wash- 
ing, rinsing, drying and ironing in 
a counter height model, 80 inches 
long. 


SAMSON-UNITED are in lim- 
ited production on one automatic 
iron and four models of heating 
pads. Entire anticipated production 
for balance of year goes to distribu- 
tors who handled line prior to 
. 


POST-WAR SALES CONFERENCE—Frigidaire held its first sales conference for 
branch managers and distributors in Dayton, O., recently. Shown, left to right: 
E. R. Godfrey, general manager, Dayton; C. F. Kettering, vice-president in charge 
of research, General Motors; M. M. Roberts, works manager, Dayton and P. M. 


Bratten, general sales manager, Frigidaire. 


electric ranges, now in production. 


In background are new Model BI-I7 


ELECTROMASTER, which in 
pre-war _ merchandised entirely 
through utility companies, has 
abandoned that policy and will dis- 
tribute through recognized channels 
in the appliance, hardware, furniture 
and department store fields. . . 


SCOTT RADIO LABORA- 
TORIES will have “highly im- 
proved” models of wire recorders, 
which will be available to all Scott 
dealers. 


KELVINATOR and LEONARD 
refrigerators are being shipped to 
distributors. Ranges and home 
freezers being shown at distributor 
meetings in Detroit, Chicago, Kan- 
sas City, New York and Washing- 
ton. Dealer meetings .scheduled 
soon, , 


BLACKSTONE has _ switched 
from policy of direct-to-dealer sales 
to territorially protected distributor- 
ships. Big expansion program, 
under new vice-president John 
Wicht (ex-G-E laundry equipment 
manager) under way. First washers 
were scheduled to begin production 
in October. 


TOASTMASTER have shipped 
all their distributors samples of the 
new automatic toaster. Shipments 
are to be allocated equitably and 
will start as soon as stocks are suffi- 
cient to permit shipping to all dis- 
tributors in each city at the same 
time. Initial allotments started in 
October, will be completed in No- 
vember. Sizeable quantities should 
be ready for Christmas. ... 


GENERAL ELECTRIC and 
HOTPOINT have both announced 
national pricing policies on all appli- 
ance products. 


SPEED QUEEN sample model 
washers are being held up tempo- 
rarily by strikes at suppliers plants. 
Another two weeks production will 
enable the company to complete 
shipments. 


OPA have announced new recon- 
version prices on radio sets which 
will give manufacturers an average 
of about 12 percent increase over 
previous schedules. Parts are up 
from 5 to 11 percent. 


4 
Including “ELECTRICAL APPLIANCE NEW: | 
| 
‘ - . 
+ 


Radio Industry's War Output 
Nearly Double Entire Pre-War 


With a total war output of approx- 
imately 74 billion dollars, the radio 
industry produced nearly twice as much 
radio-radar communications equipment 
during the war than it produced radio 
equipment alone for civilian use in all 
the years since commercial radio began 
about 1922. 


RMA Gets WPB Record 


This. was revealed by the Radio 
Manufacturers Association which re- 
cently received new production rec- 
ords of the WPB Radio and Radar 
Division. From January, 1942, until 
the war ended this summer, the indus- 
try’s war production mounted to the 
nuge total of $7,220,000,000, the rec- 
ords show. In addition, the industry 
produced about $250,000,000 in military 
equipment from September, 1941, until 
the end of that year, according to 
RMA, bringing the aggregate contribu- 
tion to the war effort to close to the 
74 billion mark 


4, Billion Pre-war Total 


Best industry and trade statistics 
show that in the entire period of civil- 


7!/> Billion Dollar Total 
Compared to 4!/, Billion 
Pre-War Announced by RMA 


ian radio beginning in 1922, the total 
volume of radio equipment manufac- 
tured was about $4,225,000,000, not 
including transmitting and communica- 
tions equipment, the association an- 
nounced. This is some 33 billion dollars 
less than the production total for war. 

During the war, the radio industry 
hit its peak volume in the year 1944 
when production averaged $223,000,000 
a month for a year’s total of $2,676.- 
(00,000. In the seven months of 1945, 
ending in August, production was at 
the rate of $200,000,000 a month, the 
same as in the last six months of 1943. 
These figures compare with $55,000,- 
000 monthly in the first six months of 
1942; $109,000,000 monthly in the last 
six months of 1942, and $160,000,000 
per month in the first six months of 
1943. 


RANGES ARE ROLLING—Thirty-two brand new postwar General Electric ranges 
come down the assembly lines of the world’s largest range factory. Thousands more 
will follow as the recently reconverted factory in Chicago shifts into high gear. Com- 
pany officials say that these ranges—medium priced models—plus an inexpensive 
and deluxe model will be available by Christmas. 


Slight Drop in Appliance Production 
Rate for Next June Foreseen in Survey 


First Meeting of Boston’s New League 


Predictions as to production of four 
major electrical appliances contained 
in the second report on reconversion 
progress in a group of selected indus- 
tries show a drop from the levels an- 
ticipated in the first report issued by 
WPB a month ago. 

Reporting manufacturers of each ap- 
pliance “continue to report reconver- 
sion difficulties,” WPB’s report added. 


WPB 2nd Reconversion 
Report Lists Figures for 
Four Major Appliances 


1 474,000 units valued at $41,274,000. 
Vacuum Cleaners, Ranges 


Fourteen makers of domestic vac- 
Laundry Equipment, Refrigerators uum cleaners predicted June, 1946, 
production of 268,000 units valued at 


Twenty-nine makers of domestic $8,821,000, whereas a month ago, six- 
laundry equipment, representing 95 teen producers predicted an output of 
percent of all production, forecast 272,000 units valued at $9,100,000 for 


monthly output of 428,000 units valued 
at $21,142,000 in June, 1946, according 


the same time. 
Sixteen electric range makers fore- 


First meeting of the newly-formed Electric Institute of Boston was held recently and 
among the quests attending were those shown above. Left to right: F. D. Campbell, 
president, New England Gas & Electric Service Co.; T. G. Dignan, New England 
Power System; George H. Wahn, wholesaler; R. B. Brown, Jr., Boston Edison Co.; 
Ralph De Lord, Westinghouse Electric Supply Co.; J. H. Furber, Graybar Electric 


to the second report. The first report 
saw 28 producers forecast June, 1946, 
production of 495,000 units valued at 
$22,044,000. 

Twelve manufacturers of domestic 
mechanical refrigerators foresaw pro- 
duction of 460,000 units per month, 
valued at $39,347,000, in June, 1946. 
A month ago, 12 refrigerator pro- 
ducers anticipated a June, 1946, output 


saw June, 1946, production of 92,000 
units valued at $7,153,000. A month 
back, sixteen producers foresaw June, 
1946, production of 97,000 units valued 
at $7,535,000. 

In presenting the data, WPB warned 
that “comparisons with the first report 
will be erroneous since the industries 
and the companies selected are not the 
same in all cases.” 


Co.; J. J. Caddigan, assistant vice-president, Boston Edison. 


dent of the Illuminating Engineering Society. 
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PREDICTED PRODUCTION ON APPLIANCE LINES 


In Its Second Report on Reconversion Progress, WPB Says Industry Will Double Its 
1939 Output by Next June in Almost Every Line Barring StAkes or Price Adjustment 
Difficulties. On the Basis of a Comprehensive Survey Just Finished, the Following 
Estimates Are Made by Chairman Krug for the Consumer Durable Goods Field. 


Com- Av. Esti- Fore- Fore- 
panies Mo. Actual mate cast cast ; 
repre- Base Aug. Sept. Dec. June " 
sented Period “45 45 
Domestic laundry equip- 
ment...... eae 35 7416 1,148 2,223 12,463 22,254 i 
Domestic mech. refrigera- ; 
14. 26,363 668 4,080 23,568 39,347 
Domestic sewing machines. 4 2,251 110 206 1,338 2,495 
Domestic vacuum cleaners. 25 4,699 1,207 2,490 17,903 9,094 , 
Electsic fens.......... a 16 919 718 809 1,939 2,693 
Electric ranges.......... 18 3,584 710 «41046 4,196 1,451 
Floor & wall furnaces... .. 40 502-223 226 670 962 r 
Looking in another direction, the camera picks up more dignitaries at the Electric = 
Institute of Boston meeting. Left to right: V. E. "Sam" Vining, Westinghouse Electric Gull daidiinnnns 150 6107 1844 2333 8947 19.845 
Corp.; Thomas H. Carens, vice-president, Boston Edison; Morrison, Warm 173 4,007 2'990 2/591 4386 6,972 
director, Electrical Association of Philadelphia; J. G. Waddell, managing director, pg 
Electric Institute of Boston and S. B. Williams, editor of Electrical World and presi- Weter hesters............ 150 3,219 2095 2695 3,983 6,084 
Value—Add $(000) 
NOVEMBER, i1945—ELECTRICAL MERCHANDISING 
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DURING WORL? WAR 1, AN INVENTIVE 

YOUNG MUNITIONS ENOINEER BAT- 

T DAILY TO GET GOOD TOAST 

AT THE ONE HOTEL INTHE LITTLE 

MMESOTA TOWN WHERE HE WORKED 
THIS TOAS 

TERRIBLE! 


PP NEVER AGAIN’ TLL INVENT 
ATOASTER THAT DOESN'T 
HAVE TO BE WATCHED... 


AND THEN, NEW CAPITAL - 

ANP NEW IDEAS-- CAME 

INTO THE PICTURE. 
ENTLEMEN, WE E "A 


L MAK 
MODEL: TO SELL , 


N 


BUILT BY AN IDEA 


This ultra-modern plant at Elgin, Ill.. 
home of “Toastmaster” products, 
represents the triumph of an idea 


and the climax of twenty-five years 


of pioneer leadership in the de- 


velopment of automatic toasting. 


NO TURNING 


WEEE 4 SHE 1S, BOYS, A DANDY 1 GUESS | OVERLOOKED 
EH? . OOPS! WHAT THE- SOMETHING... BUT THIS 
4 
< 
7 SS 
IS 
AND SO THE FORERUNNER OF THE 
SS TOASTMASTER” TOASTER WAS BORN- 
—___— A FOUR SLICE RESTAURANT MODEL. 


O WATCHING, 


WRAP IT uP! 


AP 


HOW ISNT IT PERFECT? ISNT IT ) 
BEAUTIFUL? AND TO THINK IT 


ALL STARTED WITH AN 


MARVELO 


ni 


PROGRESS THROUGH THE YEARS MARKS TOASTMASTER LEADERSHIP 


1926 1930 


The first domestic 
Only 
but a wonder then! 


“Toastmas- 


The first 2-slice model. Ap- 
pliance dealers were taking 
notice. 


ter’’* toaster. 1 slice— 


**TOASTMASTER” is a registered trademark of McGraw Electric Company, manufacturers of Buss Electric Fuses, Clark Electric Water 
Heaters, and Toastmaster Products. Copr. 1945, TOASTMASTER PRODUCTS DIVISION, 


Modern 


appeal — and dealer's profits 
mounted, 


1936 TODAY 


And now—new streamlined 
perfection and an improved 
Flexible Timer! 


styling added sales 


McGraw Electric Company, Elgin, Illinois. 


| How the WORLD’S FIRST AUTOMATIC TOASTER Got Its Start... | 
WATCH IT, FOLKS! IT MAKES ) BUT... 
| 
| 
‘dy 
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Lo 
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TOASTMASTER 
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it goes without saying that America’s first 
sutomatic toaster will be first in popular 
reference when consumers can once more 
buy the table appliance they want most. 

Every survey shows that it is the 
‘Toastmaster’ toaster they will ask for. 
From coast to coast this one make leads 
the polls. Many dealers already have long 
vaiting lists of eager consumers who 
have put their names down to get the first 
“Toastmaster” toasters available. 

That reflects a reputation for quality 
and performance built by twenty-five years 
devoted to pioneering and perfecting the 
principle of automatic toasting—a quarter- 
century of constant improvements and re- 
finements. Ever since 1920 this progress 
has continued without interruption. Today 
it is climaxed by the /atest “Toastmaster” 
toaster, with a new, split-second-accurate 
Flexible Timer! 

Tomorrow, “Toastmaster” toaster sales 
will head toward new highs, as the pent-up 
demand is unleashed. 


| 
1 
3 34 36 36 37 38 39 40 4! 


5,930,000 WAR BRIDES 
are waiting! 


rhe Curtis Publishing Company estimates 
5,930,000 weddings for the toasterless era 
from 1942 through 1945. A“Toastmaster” 
toaster is the first gift wish of millions of 
these brides. And in millions of other 
homes where wartime savings have ac- 
cumulated, the desire to own a latest-model 
Toastmaster” toaster is just as strong. 
Chat spells demand beyond any previous 
precedent. 

Production plans are geared to meet this 
lemand, as far as that is humanly possible. 
Not 100% at first—but substantially, and 

ith a clear-cut policy of sharing production 
virly with all established distributors. Full 
rofit for retailers will be assured by filing 
rices in all of the 45 states having Fair 
rade laws. And there will be volume with 
rofit for dealers selling America’s first 
nd foremost automatic toaster! 


OASTMASTER PRODUCTS DIVISION 


McGraw Electric Company 
Elgin, tll. 


New, improved 
Flexible Timer 
regulates toasting 
with split-second 
accuracy. 


For easier oper- 
ation, the han- 
die is depressed by a 
light pressure of the 
finger. 


Fewer parts and 

simpler con- 
struction insure long- 
er life and trouble- 
free operation. 


Thousands of 

models 
of this toaster have 
been home-tested 
during the war—and 
have set a new stand- 
ard of performance a! 


“TOASTMASTER” times are here again! Skilled workers at our Elgin plant have turned from 
high-precision war tasks to the high-precision operations that make ‘“Toastmaster’’ toasters pre- 
eminent for quality, dependability, and smoothly perfect performance. ... Limited shipments of new 
toasters are being made to distributors now. Production is being stepped up daily — and soon 
“Toastmaster” toasters will be rolling out faster than ever before! 


Now ... meet the new 
waiting for 
| - = 
Va 
WE'RE MAKING TOASTMASTER TOASTERS NOW! 


TOASTMASTER ADVERTISING 
HAS NEVER STOPPED 


Ss 


in LIFE, 


Wy did stop production of “Toastmaster” products, but it did 
not stop “Toastmaster” advertising. Through 1942, 1943, 1944, 
and 1945, the famous “Toastmaster” trademark has been kept 
, constantly before millions who today are looking forward eagerly 
to the day when they can go out and buy the ove toaster they have 
been waiting for. 

‘Toastmaster’ advertising has been ooking after the interests of 
“Toastmaster” dealers. It has been protecting their future volume 
and profits—and will keep on doing that. The striking advertise- 
ment at the right illustrates the powerful sales influence that is 


being exerted now. 


FAME AND FUN 
GO HAND IN HAND S 


Beauty. and experience 


con 
Innumerable cartoons have humorously featured the “pop-up Q _ 
action of “Toastmaster” automatic toasters. Cartoons like those Ji for 

> 4 perfect union xpers fo 
re produced below have attracted widespread attention to the Toastmaster ge oh 
"wo it now, against the 

principle that “Toastmaster pioneered and perfected — and have happy day when you can £0 right out and byy it! ing 
added to the fame of “Toastmaster” toasters. ; Beauty you can see. Experience runs twenty-five years a 
deep, through all the sr iges of our p 1oneering and per. - 

fecting automatic toasting. It reach 

aches its climax in th 

Reproduced courtesy liberty Magazine stunning model—with its tested new Fi ible Tim “4 = 
. ; more magical even than its predecessor pe 

leproduced courtesy Electrical ercharcising 

cle Now, look forward to Toastmaster” toast! It's a i 
breakfast bless 

Mg, and i€ Comes to you as you like it— 

Crist and crunchy or ligh | 
al } y, Or hghtly tanned and tender popped sal 

, Up piping hot and pertect every time. That's what you f 

always get from -this experienced toaster the 

2) Remember —it's the Toastmaster’’* toaster you want wil 

Bur don't sell a W ar Bond to get ir bel 
Hold on to every bond—and buy more! OF 

| nov 

i | ma 

McGraw Electric Company, Elgin. 
“Hide the toaster, here comes your ma!” : 
“My fielding is still 1000, ma!” 
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12 Percent Average Price Rise for 
Radio Manufacturers Allowed by OPA 


The Office of Price Administration 
recently announced radio set price in- 
crease factors for manufacturers, but 
indicated that with possibly a few ex- 
ceptions wholesalers and retailers will 
be required to absorb all the increases 
before the sets reach consumers. 


Price Increases Granted 


In a new regulation shortly to be 
issued, OPA will authorize manufac- 
turers returning to production of radios 
comparable to those produced between 
July 15 and October 15, 1941, to in- 
crease their established prices as fol- 
lows: 


On sets sold to wholesalers for less than 
$i 1, an increase of 15 per cent; between 
$i and $30, 12 per cent; more than 
$30, 10-'/y per cent. This distribution of 
increases is intended to encourage pro- 
duction of relatively inexpensive sets. 
OPA said, and the over-all increase 
should average about 12 per cent for 
the manufacturers. 


This amount, OPA said, should en- 
able manufacturers to recover cost 
increases arising from increases on 
basic wage rate schedules since 1941 
and from increases, also announced re- 
cently, of 18 per cent for wood cabinet 
manufacturers, and of 9.5 to 26.3 per 
cent for various classes of radio parts. 
Parts and cabinet costs normally ac- 
count for about 60 per cent of the 
manufacturer’s selling price of a radio, 
the agency said. Other increased costs 
are being absorbed by manufacturers 
under terms of the reconversion pricing 
program, OPA said. 

Reconverting manufacturers who 
produce new models comparable to 
their July-October 1941 models will 
compute their new prices on a form to 
be supplied by OPA, and may begin 
selling 15 days after mailing the form 
without waiting for specific approval, 
unless they are notified to the con- 
trary, the agency said. 

New manufacturers, and those con- 
tinuing with models that they intro- 
duced since October 1941, or who are 
coming out with models not compar- 
able to those they produced in the sum- 
mer of 1941, will be required to apply 
for price approval at the national 
office of OPA, whose reconversion ceil- 
ing prices will be established in line 
with other reconversion prices already 
set, the agency said. 

Manufacturers will compute whole- 
sale and retail selling prices under 
terms of the regulation shortly to be 
issued, OPA said, except in the case of 
private label radios. Here the owner 
of the label will apply to OPA for re- 
sale ceiling prices. 

Absorption by resellers of most of 
the increases granted manufacturers 
will not reduce their average margins 
below those realized in pre-war months, 
OPA claimed, and added that such 
margins probably will be even greater 
now, since trade-ins will not have to 
be taken at above resale value, and no 
mark-downs will be necessary to stimu- 
late consumer buying. 


Radio Parts 


Final increase factors that radio 
parts manufacturers may use in cal- 


Distributors, Dealers Required 
to Absorb Difference from 
1941 Radio Price Levels 


culating their ceiling prices for sales 
of base period parts to set manufac- 
turers also were announced. These 
factors become effective October 11, 
1945, and permit increases in pre-war 
parts prices ranging from 9.5 to 26.3 
per cent. 

The final factors replace “interim” 
increase factors announce August 31, 
1945, which permitted increases of five 
to 11 per cent over pre-war prices 
pending further study of radio parts 
production cost data to determine the 
extent of advances in labor rates and 
materials costs experienced by produc- 
ers since before the war. 


New Cleaner Makes 
To Get "In-Line" Prices 


Retail prices of new makes of 
vacuum cleaners—manufactured by 
concerns not in that business during 
the period October 1941 through March 
1942—-will be set by OPA in line 
with ceiling prices of established 
makes, which are at March 1942 levels. 

In the event reconversion price ac- 
tion is taken for firms in the industry, 
the in-line prices that have been set 
for new makes will be re-examined 
and any necessary adjustments made 
according to the same standards used 
to adjust existing ceilings for estab- 
lished makes. 

In an action effective October 9, 
1945, OPA added a provision to the 
vacuum cleaner regulation permitting 
“in-line” retail pricing of machines 
put out by new manufacturers. The 
regulation formerly lacked a provision 
for setting prices on new makes. 


ACTRESS OK'S IRONER—Post-war elec- 
tric ironer (Conlon) is a smooth worker 
according to Martha Vickers, film actress 
who is trying one out at the Southern 
California Industrial Exposition at Los 
Angeles. 
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LAST NASH-KELVINATOR HELICOPTER—The last helicopter produced by Nash- 

Kelvinator Corp. for the Army and Navy received a rousing send-off recently by 

company officials and employees at the Detroit plant. Dubbed “Snafu Plus,” the 

helicopter rolled off the lines to complete the company’s last war contract. Stand- 

ing beside the last ship are, left to right: C. T. Lawson, vice-president in charge 

of Kelvinator Division sales; R. A. DeVlieg, vice-president in charge of manufactur- | 
ing; and George W. Mason, Nash-Kelvinator president. 


Washer and lroner Pricing 
Rules Announced by OPA 


Reconversion pricing rules for man- 
ufacturers, distributors and dealers 
handling household -washing machines 
and ironers have just been announced 
by the Office of Price Administration. 
The new rules fix retail ceiling prices 
for these items at pre-war levels. 

Every machine will be tagged with 
its retail dollar-and-cent ceiling and 
this tag must stay on the machine 
until it is delivered into the buyer’s 
home. 

To make sure that inexpensive ma- 
chines are available to families with 
limited incomes, OPA is encouraging 
manufacturers to make approximately 
the same proportion of low-priced 
models that they produced before the 
war. 


Prewar Ceiling Levels 


Retail prices, generally set at the lev- 
els prevailing in October 1-15, 1941, 
are being maintained for washing and 
«ironing machines by having distribu- 
tors and dealers absorb the necessary 
increases OPA has authorized in man- 
ufacturers’ prices. 


These increases—figured on an in- 
dustry-wide increase factor of 7.7 per 
cent—are based on a detailed survey 
of legal increase in manufacturers’ 
costs for materials, components, and 
labor since October 1941, and include 
an allowance for the industry’s 1936-39 
average percentage profit margin, as 
required by OPA’s reconversion for- 
mula. A previously announced figure 
of 5.2 per cent was revised on the basis 
of later and fuller information from the 
industry. 

Retail prices for washing machines 
and ironers are divided into three 
groups, reflecting average differences 
in transportation costs to three geo- 
graphical zones. Every tag attached to 
a machine by the manufacturer must 
show the states in which the retail 
price applies. The tag also must carry 


Pre-war Level Ceilings Set 
With Distributors, Dealers 
Absorbing 7.7% Increase 


the ‘manufacturer’s name or brand 
name and the model number. 


Three Price Zones 


In Zone 1 (Maine, New Hampshire, 
Vermont, Massachusetts, Connecticut, 
Rhode Island, New York, New Jersey, 
Pennsylvania, Delaware, Maryland, 
Virginia, North Carolina, South Caro- 
lina, West Virginia, Ohio, Kentucky, 
Indiana, Michigan, Illinois, Wisconsin, 
Missouri, Iowa, Minnesota, Kansas, 
Nebraska, South. Dakota, North Da- 
kota and District of Columbia), retail 
prices for washing machines and iron- 
ers will range from $29.95 to $189.95. 

In Zone 2 (Georgia, Mississippi, 
Tennessee, Louisiana, Florida, Ar- 
kansas, Oklahoma), retail prices will 
range from $34.95 to $194.95. In 
Zone 3 (Washington, Oregon, Cali- 
fornia, Nevada, Montana, Idaho, Utah, 
Colorado, Wyoming, New Mexico, 
Arizona, Texas, Alabama), retail 
prices will range from $39.95 to 
$199.95. 


Individual Price Orders 


These uniform prices, which are 
based on manufacturers’ lowest ceil- 
ings, (adjusted for the reconversion 
price increase) to distributors may be 
replaced from time to time by indi- 
vidual pricing orders affecting the 
brands of particular manufacturers. 
These will not change the price levels, 
but may accommodate more closely the 
variations in customary practices as to 
zoning, differentials and the like. It 
will take some time to work these 
out, however, so the present method 
was adopted to enable immediate and 
specific retail pricing and pre-ticketing. 
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The more you take a hard-headed, bird-in-the-hand 


stand on dealerships, the more you’re going to like 


what goes with a Fairbanks-Morse Stoker Franchise. 


For example, the sales advantage of an advertising 
campaign and a merchandising plan that 

top the industry in aggressiveness . . . and 
service advantage of the fully organized, fully 
experienced engineering department! 


You'll like, too, the competitive advantage 


of a line designed not only to satisfy every domestic 


and commercial need for hopper and bin fed 
stokers but also to provide you with 
exclusive features in every model. 


Finally, you'll like the prestige value of a name 
that has been known and respected in every part 
of the country for 115 years. 


vy Yes, the Fairbanks-Morse Stoker Franchise is one 


calculated to appeal to you and every businessman 
who prefers profits to promises. Why don’t you 
write or, better yet, phone today for details 

about a dealership in your territory. 

One may be open, you know. 


Fairbanks-Morse 
Automatic Coal Burners 


SENTINEL RADIO'S NEW PLANT—Ground was broken Oct. 2 for the erection of 
@ new modern radio plant for Sentinel Radio Corp., according to E. Altschuler, 
president. The structure will be ultra-modern in design and will house all pro- 


duction, engineering, research and administrative offices. 


lt is estimated that 


production of 3,000 radio sets per day on a single shift schedule can be easily 


maintained in the new plant. 
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THIS MONTH 30 MILLION AMERICAN FAMILIES 
WILL BE SOLD ON FAIRBANKS-MORSE STOKERS 


When Fairbanks-Morse sets ovt to gain the immediate advantage for its 
dealers, it doesn't fool around. This month, for instance, it is turning over 
to them the sales opportunities created by its hard-hitting campaign in this 
border-to-border list of publications. Check it for what it means to you, 
locally as well as nationally. 


Chicago Tribune Cedar Rapids Gazette New York Times 
Milwaukee Journal Knoxville News Sentinel Boston Herald 
Des Moines Register Cleveland Plain Dealer Denver Post 


St. Louis Post Dispatch 
Kansas City Star 
Omaha World Herald 
Grand Rapids Herald 
Minneapolis Tribune 


Cincinnati Inquirer Salt Lake City Tribune 
Nashville Tennessean 
Birmingham News & Age Herald 
Atlanta Journal 

Raleigh News Observer 

Norfolk Ledger Dispatch 

Norfotk Virgina Pilot 


Borse Statesman 

Seattie Post Intelligencer 
Chattanooga Times 
Duluth News Tribune 
Rochester Democrat & Chronicle Ft. Wayne Journal Gazette 


LaCrosse Tribune Leader Press Terre Haute Star Tribune 


Toledo Blade Washington Times Herald Beloit, Wisc News 

Sioux Falls Argus Leader Philadelphia Inquirer Three Rivers, Mich. Commercial 

Fargo Forum Harrisburg News Patriot Freeport Journal Standard 
Memphis Commercial Appeal 
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ECA Shows First 
New Radio Models 


Jack Geartner, sales manager of 
Electronic Corp. of America, presented 
the new line of ECA radios to a group 
of newspaper and magazine editors re- 
cently in New York City. 

Six sets, ready for production in 
1945, were shown, including four 5- 
and 7-tube table models, two of which 
are radio-phonograph combinations; a 
luggage type model with handle for 
easy portability, and a chairside model 
with a phonograph compartment which 
slides out to the left or right, so it 
can be placed on either side of the 
chair. 


Informative Labelling 


The most important feature of the 
new line, according to Samuel J. No- 
vick, president of ECA, is the informa- 
tive labelling tag which each set will 
carry. To meet the demands of con- 
sumers and consumer organizations 
this tag will carry accurate perform- 
ance data about each, such as the un- 
distorted maximum output, speaker 
size, frequency range, frequency re- 
sponse, sensitivity and power consump- 
tion. It will also have the manufac- 
turer’s guarantee that the set will per- 
form in accordance with the rating 
established for it. 


Direct to Dealers 


ECA radios will be sold only direct 
to selected franchised retail dealers, 
Mr. Geartner revealed—a list of less 
than 1,000, most of them already lined 
up and signed for exclusive ECA fran- 
chises. 

Mr. Geartner pointed out that the 
present line contains only staple items, 
and to satisfy urgent demand the com- 
pany is concentrating on smaller sets 
at the start of production. They plan 
to build a complete line including 
table, radio-phono combinations, ac- 
dc battery portables, personal radios, 
console combinations, AM-FM and 
television. 


Zenith Defers October 
Distributor Convention 


Zenith Radio Corp. postponed until 
an unnamed date the distributors’ con- 
vention originally scheduled for Octo- 
ber 15-16, at which the company’s 
wholesale distributors were to be 
shown the new line of Zenith radios 
and phonograph combinations, it was 
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announced by H. C. Bomfig, vice-presi- 
dent in charge of household radio sales. 

Bonfig said that parts manufacturers, 
upon whom the entire radio industry 
depends for many of its vital parts, 
have refused to accept the pricing 
formula offered them by OPA, and 
have not got their production under 
way. Consequently, he said, although 
Zenith is ready to go, production can- 
not begin until parts become available. 


Dealers Will Get 
G-E Radios This Month 


General Electric radios will be back 
on the market in time for Christmas 
buying, Paul L. Chamberlain, man- 
ager of sales of the Receiver Division, 
has announced. 

The first table model production line 
started October 1 with others following 
at approximately one week intervals. 
Sets will begin appearing in dealers’ 
stores in November. By Christmas it 
is expected a total of 12 models will be 
available, including an AC-DC battery 
portable, a radio phonograph console 
incorporating the new G.E. electronic 
reproducing system, and 10 table mod- 
els in cabinets of wood and plastic. 

“By the time the Christmas rush is 
at its height,” Mr. Chamberlain said, 
“we will have been in production al- 
most three months, and should be in 
a position to supply our dealers with 
enough merchandise to meet the most 
urgent of the anticipated radio demand. 

“All of these plans are, of course, 
contingent upon the availability of ma- 
terials and components,” he explained. 


Full Line Next Year 


“General Electric will begin produc- 
tion of its full radio line early next 
year,” Chamberlain said. 

General Electric will devote much 
of its immediate manufacturing re- 
sources to low-priced sets, all of new 
design and containing some features 
which were unknown or limited only 
to the higher priced sets before the 
war. 

“We plan to start with the more 
standardized and lower-priced mer- 
chandise so as to make available to 
the public the greatest number of 
needed radios as soon as possible,” he 
added. 

“The console radio-phonograph com- 
bination will be in the medium-price 
range. This receiver will have seven 
tubes and two tuning bands. The phon- 
ograph will be equipped with an auto- 
matic record changer and the recently 
perfected General Electric electronic 
reproducer.” 
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THE THINGS YOU MAKE sould be Displayed 


IN THE SHOW-ROOM HOMES of the Nation 


OMES like Dr. Burke’s are the kind of homes all across 
America which will be first to install your new and 
better appliances. Here other members of the com- 

munity will see the products you want them to want —see 
them used and enjoyed, hear their good points discussed. 

Of course not all the nation’s “‘show-room homes” are owned 
by Time subscribers. But by and large, the more-than-a- 
million families who read TIME own the kind of homes others 
admire—and they entertain in them frequently, take pride 
in their possessions, 


e 
ADVERTISING OFFICES REW TORK 
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With more than twice the average U. S. family’s income, TIME 
families can afford to buy quality products continuously. Research 
shows that in a representative four-year period, for example, 
TIME families buy about 300,000 washing machines; about 150,- 
000 electric ranges; over 390,000 vacuum cleaners... and they 
buy more expensive models than does the average U. S. household. 


With radios, refrigerators, just about every type of costlier 
merchandise, it’s the same story—TIME readers buy better, 
renew their equipment more frequently, influence the living 
and buying standards of millions of other families throughout 
the nation. 


cso posron PHILADELPHIA CLEVELAND @ SAN FRANCISCO 
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Newest member of the famous Westclox family—and 
first electric off the Westclox production line—is this 
attractive self-starting alarm! 


able service. 


Westclox products are coming off the line in ever 
increasing quantities — however, for a considerable 
period the demand will exceed the quantity we can 
make, so it will be necessary to allot the available 
supply among our wholesalers. They, in turn, will 


undoubtedly follow a similar procedure and will not 


“LOGAN” ELECTRIC ALARM 


by WESTCLOX 


be in a position to fill your full requirements. 
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WESTCLOX, LA SALLE-PERU, ILLINOIS 


WESTCLOX 


MADE BY THE MAKERS OF 


BIG BEN 


Beautifully designed. 
Moderately priced. Westclox built for long depend- 


of GENERAL TIME Corp 


MIDWEST'S STEEL KITCHEN—Here is Midwest Mfg. Co.'s idea of what a model 


kitchen will look like when equipped with “Kitchen-Kraft" cabinets. The firm is 


entering the complete kitchen cabinet field. 


Midwest Going Into 
Steel Kitchen Field 


Abandon Refrigerator 
Cabinet Manufacture 


The Midwest Mig. Co. of Gales- 
burg, Ill., is going into the complete 
kitchen cabinet field, with production 
of all types of sinks and utility and sink 
cabinets under the name “Kitchen- 
Kraft.” 

The step marks the culmination of 
ten years’ experience in the cabinet 
field, which began in 1935 when Mid- 
west entered upon the manufacture of 
domestic and commercial refrigerator 
cabinets, according to J. C. Battlee, ad- 
vertising manager. In 1940 the pur- 
chase of a utility cabinet company set 
the firm up in this business. The war 
years brought a decision on the part of 
the company to embark on a substan- 
tial program for manufacturing utility 
and kitchen cabinets as well as sinks 
under the Midwest name, and the 
building of refrigerator cabinets was 
discontinued to facilitate concentration 
on a narrower line. 

Midwest handles the manufacture of 
cabinets entirely under one roof— 
pressing of steel, enameling and paint- 
ing, as well as minor operations. Also, 
the firm has taken advantage of de- 
signs, tools, dies, etc., developed by 
the companies which it purchased. 


"Kitchen-Kratt"” Features 


Here are some of the features which 
will be incorporated in “Kitchen- 
Kraft” cabinets: 


Rust-proof, warp-proof, vermin-proof 
heavy gauge steel. 

Electrically welded construction, with 
rust proofing before painting by the 
“bonderizing™ method. 

High baked, lustrous, long-life enamel 
finish. 

Adjustable shelves, inslated doors, re- 
placeable hinges, rubber bumpers. 

"Finger Tip" control sliding drawers. 

Chrome plated, replaceable hardware. 

No stooping required to open bottom 
drawers. 

Ample toe room on base of cabinets. 


Midwest's sink cabinet units will be 
a “packaged” proposition, ready to be 
installed by any handy man or plumber. 


Hurley To Build 
Los Angeles Plant 


Plans to build a Los Angeles plant 
to manufacture Thor washing ma- 


chines, ironing machines and diswash- 
ers were announced recently by E. N. 
Hurley, Chicago, chairman of the 
board of the Electric Household Utili- 
ties Corp. 

Hurley said a site had not yet been 
selected but that a $250,000 factory 
would be completed in time for pro- 
duction to begin by Jan. 1. Between 
400 and 500 workers will be employed. 


Frigidaire To Market 
Kitchen Cabinet Line 


E. R. Godfrey, general manager of 
the Frigidaire Division, General Mo- 
tors Corp. Dayton, Ohio, has an- 
nounced the adoption of Frigidaire’s 
Kitchen Modernization Program which 
will bring a complete line of kitchen 
cabinet equipment to the public. 

Following closely on the heels of 
the announcement that Frigidaire 
would manufacture and sell home freez- 
ers in various styles, the sale of kitchen 
cabinet equipment marks the second 
post-war expansion of the Frigidaire 
line of appliances and should prove 
equally as important an addition to 
Frigidaire’s line of household and 
commercial appliances. 


To Include All Sizes 


The cabinet equipment will include 
base, wall and utility cabinets and 
sink units, all of various sizes. Com- 
petitively priced and styled to com- 
plement other Frigidaire products, the 
cabinets will be constructed of high 
grade steel and finished in white baked 
enamel. 

“Packaged Centers”—standard pack- 
ages of various sizes for the refriger- 
ator, range and sink centers—will con- 
stitute the majority of Frigidaire 
kitchen cabinet volume, but individual 
units and complete kitchens will also be 
marketed. 


Sample Supply by Jon. 1 


These cabinets will be available to 
all Frigidaire dealers, who, through a 
training program set up by the parent 
organization, will be instructed in 
kitchen planning and design. Though 
the Frigidaire Kitchen Modernization 
Program will not be in full swing 
until after the first of January, it is 
anticipated that all Frigidaire distrib- 
utors will have a sample supply of the 
new kitchen cabinets before the turn 
of the year. 
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Look Ahead—Get Ahead—Keep Ahead with Kalamazoo 


Kalamazoo—for the first time— 
offers franchise dealers in certain 
markets an opportunity to share 
in Kalamazoo prosperity. Kala- 
mazoo makes headline news—with 
a new full line tied up in one com- 
plete merchandising package. For 
45 years, Kalamazoo has sold only 
by mail and through its factory- 


owned stores. Now, through mass 
distribution and mass production 
in highly modernized factories, the 
new Kalamazoo line offers out- 
standing values with great volume 
and profit possibilities. Grow with 
Kalamazoo—a sound company ina 
sound industry! For complete in- 
formation, write to Sales Manager. 


KALAMAZOO STOVE & FURNACE COMPANY 
455 Rochester Avenue, Kalamazoo 6, Michigan .* 


ELECTRICAL MERCHANDISING—NOVEMBER, 


1945 


@ A Great Name to Sell @ Outstanding Selling Features 
@ National and Local Advertising 
@ Sales Promotion Support 

@ Established Repair Business 


@ A Complete Line 
@ Exclusive Territory 
@ Business Counsel 
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ILLIONS turn to the advertising pages of The Saturday 

Evening Post for a preview first of the new appliances 
for better living. Leading dealers know that these Post readers 
form the nucleus of those who are the first to buy the new and 
better models. 


Post readers are alert to all that is new and progressive. 
Their living standards and incomes are high above the aver- 
age. They have the money to buy the things they want. 


Year after year, in every community, in every neighbor- 
hood, in every income group—Post readers are the first to buy 
the new and better things. They set the pace, creating and in- 
fluencing the demand that establishes brand preference. 


That is why leading electrical appliance dealers from coast 
to coast find that it pays to feature products that are featured 
in the Post. 


Dy SATURDAY EVENING 


Survey after survey proves that people po more attention to advertising in 
The Saturday Evening Post than in any other magazine. 
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BRIGGS & STRATTO 


Good news for designers, engineers, 
manufacturers, dealers and users 
alike. It means you can have — 
not “just i engines” — but 


ir-Cooled Power.” 


Precision manufacture and constant 
advancements in design and engi- 
neering account |for the brilliant 
record of well 28 2-% Million of 
these trouble-free 4-cycle gasoline 
engines during 26 years of contin- 
uous production. by specify- 
ing Briggs § Stratton “Air-Cooled 
Power” can you get all of the ad- 
vantages which have earned for 
Briggs & Stratton unquestioned 
leadership as manufacturers of “the 
world’s finest gasoline engines.” 


Briggs & Stratton’ 


BRIGGS & — CORPORATION 


Milwaukee 1, Wisconsin, A. 
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MARTHA BOHLSEN 
Second Prize Winner 


H. H. BRENAN 
First Prize Winner 


EDITH T. RAUCH 
Third Prize Winner 


Winners of McCall Home Service 
Awards Announced by E. E. I. 


The Edison Electric Institute has 
announced the winner of the 1944 
Laura McCall awards, sponsored by 
McCall's Magazine, and given in public 
recognition of the outstanding con- 
tributions of electric light and power 
companies, through their home service 
departments, to the health and happi- 
ness of the American home. 


Man Wins First Prize 


First prize was awarded to H. H. 
Brenan, manager: of Residential Sales 


ROUTH T. NEILL 
Fourth Prize Winner 


Department, Pennsylvania Power & 
Light Co., Allentown; second prize to 
Martha Marie Bohlsen, home service 
director, Nebraska Power Co., Omaha ; 
third prize to Edith T. Rauch, home 
service director, Puget Sound Power & 
Light Co., Seattle; fourth prize to 
Routh T. Neill, home service director, 
Kingsport Utilities, Inc., Kingsport, 
Tennessee; and fifth prize to Kathryn 
M. Holy, home service director, Flor- 
ida Power Corp., St. Petersburg. 
The Board of Judges for the awards 
consisted of: C. E. Greenwood, com- 
mercial director, Edison Electric Insti- 
tute; Dr. Helen Judy Bond, professor 
of home economics, Teachers College, 
Columbia University; L. E. Moffatt, 
Editor of EvecrricaL MERCHANDIS- 
ING; Miss Clara Zillessen, advertising 
manager, Philadelphia Electric Co.; 
and Harry Restofski, sales manager, 
West Penn Power Co., Pittsburgh. 


The Prize Awards 


The prizes, an engraved plaque, four 
illuminated parchments and a total of 
$400 in War Bonds and Stamps, are 


H. H. Brenan of Pennsylvania 
Power & Light Gets First Prize 


awarded on the basis of reports of 
2,000 words or less, submitted by the 
entrants and covering: 1) The home 
service department’s activities to fur- 
ther electrical living through the use 
and care of electrical household equip- 
ment; 2) activities participating in 
the 1944 wartime program of food 


KATHRYN M. HOLY 
Fifth Prize Winner 


conservation and preservation; 3) a 
summary of achievements. 


Frigidaire Holds First 
New York Dealer Meeting 


The New York Branch of Frigidaire 
presented the first of its post-war 
dealers sales meetings recently at- 
tended by New York and New Jersey 
district Frigidaire dealers and utility 
companies with major appliance de- 
partments. 

The meetings have been staged un- 
der the direction of Jerome T. Collins, 
Manager of the New York Branch of 
Frigidaire and Thomas A. Arminio. . 

The various product presentations 
and sales plans for the dealers were 
presented by Dan Price, New York 
household appliance sales manager, 
Donald Kilby, New Jersey household 
appliance sales manager and James 
Kyle, public utility household appli- 
ance sales manager. Over 900 dealers 
were present during the sessions. 
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Go Places! 


record changer 
that’s swift, sure, 
silent. Plays ten 


ing listening. 
Feather - weight 
crystal pickup. 
Permanent needle. 


control. Distin- 
gui - 


Model RY-224: 5-tube 3-way — 
het red and tan luggage type 
able. Works from self -containe 


of teries, or 110 volt AC or DC circuit. 
the Big speaker gives “‘Clear as 
a Bell’ tone of a fine home radio, 

ome anywhere, any time. 
fur- 
use 

in 
ood 


Model RCU-208 : 6-tube AC 
DC superhet table model, in 


astounding big set reception ‘ i 


gives 
that sounds like a console! 
No matter where today’s radio customers live, they're 

from Missouri when it comes to buying new radios. They 
say “Show me.” They demand proof of performance, proof 
of tone quality. - 
Senora delivers that proof, with a complete line of 
outstanding new radios like the three shown here, radios that 
actually demonstrate tone superiority. That's important, 


THE RADIO QUESTION OF THE MONTH 


Asked by Sonora Dealer Richard Hirsch, Hudson- 
Ross, Inc., Chicago. 
Answered by Mr. Joe Gerl, president of Sonora. 


by because it’s sone that makes the sale! 
. Q.: In the new market, what will be the proportion Powerful Sonora advertising is telling the world about 
Tape between straight radios and combine- Sonora’s “Clear as a Bell” tone, boldly inviting your cus- 
tomers to compare any Sonora for tone with any other radio 
4 A.: Before the war sales of combinations were about in its price class. It’s a challenge, and Sonora radios back up 
i ten per cent of the total. I estimate that future that challenge with proof . . . with the famous Sonora tone 
at- phono-radio sales will amount to 70% of the that’s “Clear as a Bell.” That’s why Sonora means business— 
lity total, while the balance will be portables, small good business—for you! SONORA RADIO & TELEVISION 
ine models as extra sets, and various novelty units CORP., 325 North Hoyne, Chicago 12, Illinois. 
un- 
lins, 
h of 
ions 
Tork 
eer Clear asa Bell 
ae HOME ENTERTAINMENT AT ITS BEST 
»pli- 
lers RADIOS...FM COMBINATIONS... TELEVISION SETS...RECORDS...PHONOGRAPHS...RECORDERS 
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Long Life 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAR 
Offices in Principal Cities 
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SONORA IN KENTUCKY—Completing a successful luncheon for Louisville, Ky., 
dealers recently, three of the principals are shown at the’ conclusion of the meet- 
ing. Left to right: H. E. Ogden, sales manager of the Sutcliffe Co., Sonora dis- 
tributors for Kentucky and southern Indiana; Joseph Gerl, president of Sonora 
Radio & Television Corp. and George Buechel, president of Sutcliffe Co. 


Water System Makers Planning 
Big Dealer Help Program 


Production of electric water systems 
is increasing daily, manufacturers are 
planning an extensive program of 
dealer helps, a huge program of power 
line expansion is about to start, and 
farmers have a spendable farm income 
of more than 23 billion dollars. 

These are some of the factors cited 
by the Electric Water Systems Council 
as an indication that the long-range 
picture for water systems sales was 
never brighter. The output of electric 
farm pumps and water systems will 
accelerate rapidly from now on and 
will reach an all-time peak next year, 
according to the Council. 

To aid dealers in making the most 
of their sales opportunities, manu- 
facturers have been working diligently 
on a manual for dealers that will cover 
sales, service, and installation. This 
manual, when completed, will be the 
most comprehensive book ever issued 
on the entire subject of water systems 
and their application. Copies will be 
available to all dealers. 


Eight Suggested Steps 

The year 1946 and the years beyond 
will reward dealers who utilize the 
remaining months of 1945 to get ready 
for the unprecedented sales opportuni- 
ties which await them, according to 
the Council. Following are steps sug- 
gested by the Council which will be 
helpful to dealers in preparing for 
large postwar sales. 


|. Set up a pump and water system 
department headed by a man thoroughly 
qualified to make estimates, to lay out 
farm water systems, and to supervise 
installation. 

2. Prepare now for a good display of 
water systems. Manufacturers will gladly 
assist dealers in designing attractive store 
fronts, show windows, and showroom and 
office. 

3. Fit out a service truck or car so that 
water systems can be displayed and 
demonstrated right on the farmer's own 
property. 

4. Set up a repair and maintenance 
department in connection with the shop 
and have an orderly arrangement of bins 
for the stocking of repair parts. 

5. Tie in with the advertising and pro- 
motional activities of the manufacturer 
and distributor. 

6. Work closely with the power com- 
panies in getting lists of prospects. 


Cite Growing Market, List 
Recommendations for Shar- 
ing in Business; Sales; Service 
Manual Ready Soon 


7. Keep in touch with the county agent 
and home demonstration agent, who often 
have valuable tips on farmers who are 
prospects for new systems or additions to 
existing installations. 

8. Display water systems at fairs and 
community shows. 


During the war years, when the de- 
mand for food was at an all-time high, 
electric water systems demonstrated 
their value as an aid to the farmer in 
enabling him to produce more food at 
a saving in labor. This demonstration 
of the fact that a water system pays 
out in ice cold cash—that it is not a 
luxury but a valuable labor-saving de- 
vice—will serve as a powerful sales 
stimulant in the years ahead. 


Chicago Winter 
Marts Jan. 7-19 


With merchants from all parts of 
the country hungry for information on 
available merchandise, new products 
and details on postwar distribution 
plans, the Winter Markets at the 
American Furniture Mart and the 
Merchandise Mart promise to be the 
most important ever held in the indus- 
try. This is the joint statement of 
Lawrence H. Whiting, president of 
the American Furniture Mart and 
John C. Goodall, general manager of 
the Merchandise Mart. Dates for the 
markets have been officially set for 
January 7-19, the statement said. 

Both Merchandise Mart and Ameri- 
can Furniture Mart are rushing plans 
to make buyers’ visits as comfortable 
and efficient as possible They urge 
buyers to “double-up” in hotel rooms, 
since the Greater Chicago Hotel Asso- 
ciation has announced that twin bed- 
rooms will be available, while single 
rooms will be scarce. The Association 
points out that hotels exchange infor- 
mation on reservations, and anyone 
making duplicate reservations at two 
or more hotels will find all of them 
cancelled automatically. 
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to look for in the Olympic Radio Line 


that's of interest to only a few (if any!) of your 
customers. Olympic offers a full line of 
features—but only those you KNOW will sell. 


No! dornick \ 
Not one gadget gimmick or hs > 


No s “Brainstorm” styling is out... 
Olympic offers a compact, merchandisable 
line of table radio-phonograph 
combinations, table sets, consoles and 
portables ... 24 in all... every one styled 
by time-proved home appliance designers. 
Never a laggard to tieup your inventory 
or subtract from your profits! 


N 0 8 Nary a “Timid Timothy” in the whole Olympic 
line. On every count—bar none—Olympic will be 
ruggedly competitive. Styled by world-famous 
designers, each Olympic has the kind of eye appeal 
that makes it a prized possession. It has the 
matchless ear appeal of ‘tru-base.’ AND the pocketbook 
appeal to clinch the deal—Olympics are priced right. 
So hold onto your hat—especially when Olympic’s 
striking big advertising program gets under way. 


Yes! ... TRU-BASE’... And only Olympic offers 
amazing ‘tru-base’—revolutionary wartime invention 
which gives even to modestly-priced table sets the 
magnificently lifelike tone hitherto found only in 
large, costly consoles. 
An actual electronic invention on the radio circuit, 
tru-base’ recovers the important bass tones until now 


The only Radio 


with Tru-Base 


Olympic 


lost by all but the most expensive ‘radio receivers. 

But get the whole, eye-widening Olympic story, 
fully told in the Olympic Radio brochure, "A Man 
Has To Think Twice.” Just send coupon below. Today. 
See for yourself why some of America’s most hard- 
boiled radio retailers call Olympic one of the hottest 
propositions of the Post-War Era. 


MAIL THIS COUPON: TODAY! | 


Olympic Radio & Television Division 
Hamilton Radio Corp., Dept. M-115 
510 Sixth Avenue 

New York 11, N.Y. 


Please send full details on Olympic Radio and the brochure, 
“A Man Has To Think Twice.” 


Title 


i 
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at your nearest distributor 


MECK MEETING—John Meck, president of John Meck Industries, Inc., Plymouth, 


Ind., (left) and Henry Hutchins, president of John Meck Sales Corp., Chicago, 
demonstrate original (white) and latest models of new Meck 5-tube superheterodyne, 
“The Trailblazer", at a New York press reception recently. The receiver is one of 
the first post-war radio sets to be produced, OPA-priced, and shipped to U. S. dealers. 


AKRON, Sacks Electrical Supply Co. © ALBANY, James-Stevens Co. © ALLENTOWN, 
Luckenbach & Johnson, Inc. @ ALTOONA, Radio & Motor Service, Inc. © ASHLAND, 
Vogel, Birch & Co. © BALTIMORE, Butler Brothers © BOSTON, Bigelow & Dowse Co. 
@ BOSTON, Joseph Mandell & Co. © BRISTOL, Interstate Hdwe. Co., Inc. © BUFFALO, 
Foster Supply Co. ® CAIRO, Woodward Hdwe. Co. © CALGARY, J. H. Ashdown Hdwe. 
Co., Ltd. © CHARLESTON, Butt's Electrical Supply Co. © CHATTANOOGA, Tri-State 
Supply Co. @® CHICAGO, Harry Alter Co. © CINCINNATI, Schuster Elec. Co. © 
COLUMBUS, Bennett Radio, Inc. © DALLAS, Paul Blackwell Co. © DANVILLE, Conron, 
Inc. © DAVENPORT, Graybar Elec. Co., Inc. © DAYTON, V. J. McGranahan Dist. Co. 
® DES MOINES, Consumers Supply Co. © DETROIT, Buhi Sons Co. © DULUTH, Great 
Lakes Auto Parts & Machine @© EDMONTON, J. H. Ashdown Hdwe. Co., Ltd. @ EL PASO, 
W. G. Walz Co. © FORT SMITH, Wise Radio Supply Co. © GRAND RAPIDS, Buh! Sons 
Co. © HARRISBURG, Harrisburg Auto Parts Co. © HOUSTON, Royal Distributing Co. © 
INDIANAPOLIS, Central Rubber & Supply Co. © JACKSONVILLE, French Nestor Company 
® KANSAS CITY, Maco Appliance Dist. © KNOXVILLE, Bright Distributing Co. © 
LACROSSE, V. Tausche Hdwe. Co. © LANCASTER, Eshelman Supply Co. © LITTLE 
ROCK, Connerly Radio Distributors © LOS ANGELES, Turnquist Bros. Co. © MEMPHIS, 
Graybar Elec. Co. © MILWAUKEE, Greusel Dist. Corp. © MINNEAPOLIS, Hall Hard- 
ware Co. © NASHVILLE, Graybar Elec. Co., Inc. © NEWARK, Appliance Whole- 
sealers © NEW HAVEN, Bronson & Townsend Co. © NEW ORLEANS, Interstate Elec. 
Co. @® NORFOLK, Norfolk Distributing Co. © OMAHA, General Appliance Co. © 
PEORIA, Graybar Elec. Co., Inc. © PHOENIX, W. G. Walz Co. © PITTSBURGH, 
Electric Products, Inc. @ PORTLAND, M. Seller Co. © POTTSVILLE, L. R. Schneider 
Dist. Co. © QUINCY, Merkel Bros Hdwe. Co., Inc. © RALEIGH, First Colony Dist., 
Inc. @ REGINA, J. H. Ashdown Hdwe. Co., Lid. © RICHMOND, Miller Bros. Hdwe. 
Co. © ROCHESTER, O'Donnell-Dunigan Co., Inc. © ST. LOUIS, Schwander Appliance 
Co. © SALT LAKE CITY, Western Supply Co. © SAN ANTONIO, Standard Distribut- 
ing Co. @ SAN DIEGO, U. S. Grant Supply Co. © SAN FRANCISCO, M. Seller Co. 
® SASKATOON, J. H. Ashdown Hdwe, Co., Lid. © SCHENECTADY, LeValiey-McLeod- 
Kinkaid Co., Inc. @ SIOUX CITY, Sioux Electrical Appl. Co. 
SOUTH BEND, Colfax Company © STERLING, Hardware Prod- 
ucts Co. © TOLEDO, Buhi Sons Co. © TRENTON, United 
Tire Stores Company © TULSA, Terminal Distributing Co. © 
WICHITA, McGrew Distributing Co. © WILMINGTON, Buck's 
Dist. Co. © WINNIPEG, J. H. Ashdown Hdwe. Cc., Ltd. © 
WORCESTER, Giard Electrical Supply Co. « 


Voss. BROS. MFG. CO. 
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Electromaster Distribution Widened 
To Include All Types of Outlets 


Details of the new distribution and 
sales program for Electromaster elec- 
tric ranges and water heaters were an- 
nounced by Gerald Hulett, vice-presi- 
dent, at a recent meeting of district 
managers. This plan embraces a wide 
variety of wholesale and retail out- 
lets, including appliance, hardware, 
furniture and department stores, as 
well as a select group of public utili- 
ties. This contrasts sharply with Elec- 
tromaster’s pre-war merchandising 
program, which was directed exclu- 
sively through light and power com- 
panies. 


District Managers Attending 


The meeting, opened by President 
R. B. Marshall, was attended by the 
individuals whose responsibility it will 
be to carry the program into effect. 
These include: Leonard Leavis, whose 
territory covers most of New Eng- 
land; H. K. Dewees, representative 
for the majority of southern cities be- 
tween Atlanta and Miami; Earl Sig- 
ler, the Texas-Louisiana sales district; 
P. L. Miles, who handles the middle- 
west area; F. E. Drouillard, represent- 
ing Detroit and Michigan; Albert M. 
Solen, of the Denver-to-Phoenix terri- 
tory; Thomas Fielder, whose district 
includes south Texas and part of Okla- 
homa; Alex Kuehlthau, representing 
the Northwest; Ben Sanderson, whose 
territory embraces the state of Cali- 
fornia; Edward Kramer, of the Iowa- 
Nebraska territory; and David Kirk, 
whose district covers Missouri. 


Other Subjects Discussed 


Other subjects included the design 
of the post-war Electromaster appli- 
ances, discussion of which was led by 
George W. Walker, industrial de- 
signer. The marketing program of com- 
mercial equipment was shown by Rus- 
sell Bloomberg, sales manager of the 
Commercial Cooking Equipment Di- 
vision. Advertising and sales promotion 
plans were outlined by Parker Holden, 
president of Holden, Clifford, Flint 
advertising agency, and Roy Blanch- 
ard, director of advertising. R. Russell 
Brown, director of merchandising, pre- 
sented the new products. Details on 
production were provided by vice- 


Exclusive Utility Selling 
Abandoned for Post-War 


president H. H. Hubbard and E. J. 
Heinrich, service manager. E. R. 
Genthe, secretary-treasurer, discussed 
sales financing plans. A cooking dem- 
onstration by home economist Ruth 
Graham concluded the program. 


Muter Buys Roca Co. 
Dynamic Speaker Makers 


The Muter Co., 1255 South Michigan 
Avenue, manufacturers of radio parts, 
has acquired all the capital stock of 
The Rola Co., Inc., Cleveland, and 
its subsidiary, the Rola Co., manu- 
facturers of dynamic and permanent 
magnet speakers for radios, accord- 
ing to an announcement by Leslie 
F. Muter, president of the former 
company. The Rola Co. has been in 
business for more than 20 years and 
is considered to be one of the best 
quality producers of speakers in the 
radio field, Mr. Muter said. 

Larry King, formerly associated 
with Operadio, will be president and 
general manager of the Rola Co. which 
will now be operated as a division of 
The Muter Co. Ben Engholm, former 
president and principal stockholder of 
Rola, will remain with the company 
in a consulting capacity. 


Farnsworth Holding 
Meetings Nationally 


Several caravans have been equipped 
by the Farnsworth Television & Radio 
Corp. to make possible complete na- 
tional coverage of distributors and 
dealers, it has been announced by that 
organization. 

E. H. McCarthy, sales manager, 
E. H. Vogel, vice-president in charge 
of sales, John F. Garceau, advertising 
and sales promotion manager, and Win 
Campbell, service manager, give talks 
and introduce the 1945-46 line. 
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Whether it’s an oil burner, or a motor, 
customers want to know what they’re getting 
when they lay “cash on the line’. If the 
motor is Westinghouse—a name they trust 
—the sale is quicker. Millions of appliances, 
powered by Westinghouse motors, have 
given superior performance .. . selling 
and reselling the name Westinghouse for 
over half a century. The buyer knows a 
Westinghouse motor will give him a real 
run for his money. 


This Westinghouse motor-acceptance 
brings business your way. Cash in on it 
by using the Westinghouse ‘“Over-the- 
Counter” Motor Exchange Service for 
fractional horsepower motors. It takes the 
grief out of motor servicing . . . and keeps 
customers happy. 3.03224 


ARE YOU USING THE WESTINGHOUSE 


“OVER-THE-COUNTER” MOTOR EXCHANGE SERVICE? 


to keep euubamers happy 
@® to build good will 
® to make more profit 


. . ask about it today. Bulletin B-3336 tells all. Westinghouse 
Electric Corporation, P.O. Box 868, Pittsburgh 30, Pennsylvania. 


Y 


small motors 


Westinghouse 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 
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NEW! RHEEM FARM 
ELECTRIC WATER HEATER 


ry \His is THE Rheem Series 700 

. Farm Electric Water Heater, 
designed for use where there's 
electricity but not necessarily 
piped water. 

For your farm trade here’s a 
natural. It belongs in the milk shed 
because the farmer continually 
needs hot water for cleansing 
dairy and other utensils, for mix- 
ing calves’ meal, etc. It belongs in 
the farm kitchen because the farm 
wife has an endless need for hot 
water. Farm families will be de- 
lighted with this method of heat- 
ing water—clean, safe, odorless, 
and free of drudgery! 


HOW IT WORKS—heater plugs into 
regular 110 volt A.C. circuit. After 
initial filling, water is poured into the 
5-gallon reservoir at top, marked A 
in diagram at right. This added water 
not only keeps the supply up, but, in 
flowing into 12-gallon storage tank 
(B), also develops the pressure 
which permits the thermostatically- 
controlled hot water to flow from the 
. faucet (C). Because of this method of 
withdrawal the “700” never runs dry! 


OTHER USES—farm use is the big 
sales potential but it is also ideal for 
camps, resorts and first-aid stations. 


* PLANTS COAST TO COAST 


MORE DETAILS — write today to any 
of the Rheem offices below for your 
catalogue sheet giving full details on 
the handy “700.” 


RHEEM 


MANUFACTURING COMPANY 


General Sales Offices 
New York «+ San Francisco « Los Angeles ¢ Chicago 


YOUNGSTOWN STREAMLINING—Beautiful streamlined kitchens and three Con- 
over models—also beautiful and streamlined —were the star attractions when 
Weiss and Besserman Co. opened their new Youngstown Kitchens display rooms 
in the Architect's Building, 101 Park Ave., New York. Seen through the all-glass 
entrance door to the display room are Sam Weiss and Abe Besserman with Bettye 
Boswerth, Chris Peters, and Toni Joyce. 


Chase Bank Plan for Utility 
Appliance Financing Announced 


A new plan for the financing of 
household electric and gas appliances 
has been developed by The Chase Na- 
tional Bank of the City of New York. 
Reflecting the increased interest in in- 
direct consumer financing by banks, 
the step is significant in that this large 
commercial bank is prepared to partici- 
pate through operating utility com- 
panies in this type of business. 


Dealer Finance Feature 


Known as The Chase Confirmed In- 
stallment Paper Credit, the plan is 
available to utilities throughout the 
nation. It is equally adaptable to com- 
panies which will sell merchandise di- 
rectly and to companies which will co- 
operate with dealers by helping them to 
finance their sales of appliances. 


How Plan Works 


The new Chase Plan provides for the 
establishment of a credit under which 
the utility company may receive ad- 


vances at its election up to a dollar 


amount specified in the credit. There 
is no commitment fee for the credit and 
there is no obligation on the part of the 
utility company to borrow. The credit 
specifies a rate of interest firm for a 
year to be paid on the actual funds bor- 
rowed. Borrowings under the credit 
are repayable without penalty at the 
utility company’s option. The utility 
company under this credit is required 
to hold its installment paper unencum- 
bered in its portfolio and to make a 
monthly report to the bank, on a form 
provided, of the total amount of paper 
owned by it, with a statement that not 
less than a specified amount comprises 
qualifying paper, together with a con- 
firming statement of the amount owed 
to the bank under the credit. Qualify- 
ing installment paper is defined under 
the credit to mean any evidence of in- 
debtedness (conditional sales contract, 
lease, etc.) payable in not exceeding 
48 approximately equal monthly install- 
ments, of which not more than two 
such monthly installments are in 
arrears. 

The same monthly report provides 


Flexible Credit Provided 
At Low Rates With No 
Installment Paper Pledge 


a space for the utility company to 
apply for an advance, which within the 
limits of the credit may be for the 
face amount of its eligible paper held 
(including the finance surcharge). It 
makes no difference to the bank 
whether such paper arises from the 
sale of merchandise by the utility com- 
pany or whether the merchandise has 
been sold by dealers as long as the 
utility company owns the paper. 


No Pledge of Installment Pape: 


There is no pledge of installment 
paper by the utility and the company 
is obligated to repay (except under 
termination of the credit) only when 
it is necessary to reduce the unpaid 
balance of the advance to the face 
amount of qualifying installment paper 
owned by the company. Thus the credit 
remains in effect from month to month 
and may continue from year to year 
until terminated. 


No Promissory Notes 


No promissory notes are required for 
advances. Until the credit is termi- 
nated, the company may elect to use 
all or any part of the funds available 
to it, but upon termination by either 
party the company has the right to 
elect the privilege of repaying its re- 
maining balance due the bank in con- 
secutive monthly installments over a 
period not exceeding three years from 
such date of termination. 


Summary 


To summarize, the Chase Plan pro- 
vides: Assurance of a firm rate for 
low-cost money, continuous availability 
of funds, no notes, no pledge of paper 
and one simple monthly report made 
up from information easily obtained 
from company records. 
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BUY BONDS * SELL BLACKSTONES 


Conversion of Blackstone’s modern, one-a-minute production 
line began immediately after “V-J” day. New washers are 
now rolling off the line at a steady pace and volume will be 
further accelerated as the material situation eases. Black- 
stone’s mammoth production facilities are being readied for 
an all-time high! ; 


These new Blackstones are beauties. Their quality is even 
better than that of comparable prewar models—and Black- 
stone’s quality has been undisputed for three quarters of a "> 
century! Look for big things from Blackstone. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 


BLACKSTONE 


AMERICA'S OLDEST WASHER MANUSACTURER 
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NOT A SINGLE "WARMED OVER” PRE-WAR MODEL. 
EVERY WITH REAL SALES ADVANTAGES 


‘These pace setting Westinghouse radios.are examples of the 
resourceful and the orgmality that characteris 
the entire Westinghouse line. Every set is packed with new 
pt sales features that you can demonstrate and sell. 


Get in touch with your Westinghouse radio distributor today 
and make a date to see and hear these fine instruments. Home 
Radio Division, Westinghouse Electric Corporation, Sunbury, 


Pennsylvania. 


THE DUO 


A revolutionary new radio-phonograph with 
an automatic record changer and a slide-out 
carryabout radio that can be used anywhere in 
the house! The low slung, compact, air-stream 
cabinet is in beautifully marked mahogany 
veneer . . . the automatic changer is operated 
with a single button—it is simple and will 
stay in adjustment . . . built-in loop antenna 

. continuously variable tone control . . . 
6 tubes, including rectifier . . . Standard Band. 


THE CONCERT GRAND 


An automatic radio-phonograph in an exquisite bow front 
crotch mahogany veneer cabinet. The exclusive PLENTI- 


POWER CIRCUIT 
strument 10 watts 
of undistorted out- 
put—more than 
most 12-tube sets 
had pre-war... extra 
large record storage 
space .. . six electric 
push buttons . .-. 
tuning eye... single- 
button control au- 
tomatic record 
changer . . . continu- 
ously variable tone 
control’. . . built-in 
loop antenna . 7 
tubes including rec- 
tifier. Standard and 
Shortwave Bands. 


PLENTI-POWER 
CIRCUIT 


gives this moderately priced 7-tube in- 


suc 
bee 
set 
| 
| 
1 | - 
RADIO’S FIRST NAME 


THE LITTLE JEWEL 


Only 914"x6"x6". Never before has such pérform- 
ance been packed into a set of this size. It’s a 


TUNE IN: John Charles Thomas, Sunday, 2:30 P.M., EST—NBC 
Ted Malone—Monday through Friday, 11:45 A. M., EST—ABC, 
Westinghouse—maker of 30,000,000 home appliances 


console radio in capsule form—with power out- 

: put, you'll have to hear to believe . . . air- 

‘ siream cabinet in ivory or pastel green plastic 

satin finish metal . . . completely / 


en styled on all sides. . . retract- 
| Siiesaeappearing handle . . . built-in 
.. . 6 tubes including 

| Standard Band. 


Never before has 7 
such performance NS 
been packed into a 
set of this size. 


The exclusive Westinghouse 
PLENTI-POWER CIRCUIT pro- “SS& 
vides the extra reserve of power you need 
for true-to-life performance. For example, it 
gives the popularly priced 7-tube Westinghouse sets 
more undistorted output than most 12-tube sets had 
pre-war. And the Westinghouse 14-tube instruments have 

WER nearly twice as much undistorted power as comparable pre-war 
sets... 17 watts of flawless output that reproduces the program 
with the full brilliance of completely natural tone. 


FM CENTURY 


re The finest reception of FM, AM, and 
| Shortwave—at the lowest possible 
cost! You can’t buy finer radio engi- 
neering at any price. The exclusive 
Westinghouse PLENTI-POWER 
CIRCUIT provides 17 watts of un- 
distorted output . . . the full power 
you need for full-color reception .. . 
rich mahogany veneer cabinet . . . 
tuning eye . . . six electric push but- 
tons .. . 14 tubes, including rectifier. 
FM, Standard, Shortwave and fac- 
simile bands. 


Me 


Sosmall...sosmart 
easy to carry, 
it can be used in 
every room. 


THE SYMPHONIC 14 


A magnificent musical instrument . . . a 
masterpiece of cabinet craftsmanship! 
The exclusive PLENTI-POWER CIR- 
CUIT gives this instrument 17 watts of 
undistorted power . . . true-to-life FM 
that only the finest engineering can pro- 
vide ... the most dependable automatic 
record changer ever built . . . entire 
width of cabinet is available for record 
storage space .. . hand-rubbed crotch 
mahogany veneer finish, 14 tubes includ- 
ing rectifier. iM, Standard and Short- 


wave Bands. 


6 to 10 times the record -_ 
storage space as in the 


same size pre-war cabinet. Le | H 
Z 


N 


RADIO 


TELEVISION 


1 © 1945, Westinzhouse Flectric Corporation 
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ConvERT ANY VAPORIZING 
OIL-BURNING APPLIANCE INTO A. 


Completely pbutomatic Tustallation 


Le | LIFTS OIL FROM REMOTE 
| STORAGE TO AS HIGH AS 
3rd FLOOR INSTALLATIONS. 


ENDS Messy “Bucketing” of Oil 
= from Tank — Insures Constant 
| Supply of Oil, Day and Night, for 
Space Heaters, Floor Furnaces, 
Ranges, Water Heaters .. . 


Here’s an efficient, economical 
automatic pump for all vaporizing 
§ burner equipment — lifts oil as high 
as three stories -from the basement 
tank. ‘‘A-P’" OILIFTERS perform this 
# function silently, efficiently, at low 
initial and maintenance cost. 


© For any structure, private or pub- 
lic, in which vaporizing oil-burning 
appliances are used, an “A-P” OIJL- 
IFTER brings greatly improved and 
modernized fuel oil service. It means 
savings of many tedious hours of 
manual pumping — it means the 
convenience and economy of depend- 
able automatic fuel control. 


With the “A-P”’ OILIFTER, when 
a light grade oil is used, the remote 
storage tank may be as far as 25 feet 
vertically and 100 feet horizontally 
from the OILIFTER unit. All excess 
fuel in the OILIFTER reservoir cham- 
ber syphons back automatically irito 
the inlet supply line — hence no 
wasting of fuel oil. 


Let the “A-P’’ OILIFTER boost your sales of all types of vaporizing 


burner equipment — build customer good-will and satisfaction for you. 
Send today for illustrated bulletin with full data. 


AUTOMATIC PRODUGS COMPANY 


2400 N. 32nd STREET 


MILWAUKEE 10, WISCONSIN 


‘A Fuel and Labor Saver for. . . 


| Private Homes * Hotels * Apartments 

Tourist Camps * Schools * Garages 
‘| Stores Churches Public Halls 
Anywhere 


Vaporizing Burner Appliances are used. 
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DETROIT'S MAYOR ATTENDS MEETING—(Left to right) A. H. Morey, vice presi- 
dent of Buhl Sons Co., Detroit Bendix distributor; W. A. Becker, midwest sales man- 
ager, Bendix Home Appliances; Mayor Jeffries of Detroit; F. W. Stegeman, Bendix 
sales manager, Buhl Sons Co., and W. F. Linville, sales manager, Bendix Home Appli- 
ances, Inc. The Bendix shown is the standard model, which is being produced first, 


92 Bendix Dealer Meetings 
Held In Single Week 


In one week's time, Bendix Home 
Appliances, Inc., completed a national 
series of dealer meetings. They were 
held during the week preceding 
“B-Day” (Bendix-Day) in 79 cities 
and complete details on the merchan- 
dising and advertising plans for this 
fall were presented. A feature of 
each meeting was the demonstration 
of the product, staged principally for 
the new dealers. 

Sales training was covered, with the 
materials which will be used, as was 
service, home science, advertising, sales 
promotion and the right and wrong 
kinds of publicity. While the auto- 
matic “washer” was the main product, 
nevertheless, time was devoted to the 
new ironer and the new dryer. 


Advertising Presentation 


The advertising presentation was 
broken down into three parts. The 
market development work was cov- 
ered, and what Bendix Home Appli- 
ances is doing in advertising, to main- 
tain leadership. Then time was devoted 
to what dealers should do in the way 
of local advertising and sales promo- 


3 a 


Sample Machines Rouse 
Attention in Many Cities 


tion to cash in on the public acceptance 
and advertising efforts of the factory. 


3,000 Signs Bought 


It was brought out that over 3,000 
large, outdoor electric signs of the 13- 
foot, 11-foot and 6-foot sizes have al- 
ready been bought by the dealers, and 
that this was the largest coverage ever 
before realized on a single electrical 
appliance. This was a part of the three- 
way product identification program, 
which covers the outside of the store, 
the window and floor displays. Nearly 
7,000 dealers have already bought the 
large floor display, known as the 
“Jewel,” and over 300 large depart- 
ment stores have purchased the “De- 
partmental” display. All of this has 
been completed up to this time, for 
competitive reasons. 

Over 9,000 people representing the 
8,400 Bendix automatic “washer” 


ORDERS 1,700 BENDIX WASHERS—Orders totaling 1,700 Bendix washers were 
received during the past two months by Stewart and Co., Baltimore department store. 
in answer to @ mailing to the charge account list. This represents a retail value of 
over $300,000. Shown above examining the orders are Lewis P. Seiler (left) vice 
president of Stewart & Co., Walter Daily, advertising manager, Bendix, and W. F. 
Linville, sales manager of Bendix Home Appliances, Inc., and an unidentified m2". 
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NDISING 


Out of 75 manufacturers who started to make 


electric refrigerators, only 35 were in business 
before the war, and eight brands did 80 per cent 
of the business. 


742 radio manufacturing companies folded up 
and went out of business between 1925 and 1940, 
leaving their dealers high and dry. 


Electric cleaners, washing machines and 
other electric appliances have the same kind of 
graveyard. 


History will repeat itself. 
A few manufacturers of home freezers will come 
through, when the shooting is over, with the lion’s 


share of the business. The rest will fade away and 
their distributors and dealers will lose with them. 


Deepir 


MACHINES 


STARTED EXPIRED 


Deepfreeze is the leader. We have the best name 
in the business. Forward-looking engineering, 
aggressive advertising and the right proposition 
for dealers are dedicated to keeping Deepfreeze 
on top. 


Deepfreeze has a head start over competition. 
There are more Deepfreeze units in happy opera- 
tion than any other home freezer. It is the one 
home freezer with the most experience behind it. 


If you have not already seen the Deepfreeze 
proposition, write us today. Now is the time to 
get the facts on the No. 1 franchise in the home 
freezer field. 


DEEPFREEZE DIVISION 
Motor Products Corporation, North Chicago, Ill. 
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In medieval times discriminating knights jour- 
neyed to Toledo, Spain, to obtain hand-wrought 
blades of steel. 


Only the famed guildsmen of Toledo could pro- 
duce the flawless metal from which they fash- 
ioned graceful foils and swords of sleek beauty. 


For hundreds of years these proud guildsmen 
stamped their guild marks or signatures on their 


creations. 


A few firms today still preserve that spirit of 
craftsmanship. You find it in the plants of 
Detrola Radio. That is why the “guild mark” 
of Detrola Radio on a radio receiver, record 
changer or other electronic instrument is a guar- 
antee of production quality. The world’s finest 
merchants, and their customers recognize the 


value of this mark. 


dealers were present at the 92 mect- 
ings which were held. Mayors and, in 
some cases, the governors of the states, 
attended, and were photographed. 
The Detroit meeting was attended 
by over 300. Orders for 5,126 of the 
new automatic ironers were taken. 


Dealers Ordering 


While non-cancellable orders for 
Bendix automatic “washers” were not 
requested, nevertheless, dealers brought 
them in for delivery before January 1. 
In Cleveland, for instance, orders for 
6,455 were accepted from dealers, ex- 
clusive of department stores and pub- 
lic utilities. A parade of jeeps, each 
one carrying a Bendix automatic 
“washer” and a banner, was held to 
celebrate the occasion. The Chicago 
branch accepted non-cancellable orders 
for 10,239 machines for delivery before 
January 1, and for 1,842 ironers for 
delivery as soon as possible. These or- 
ders, also, were exclusive of those 
from public utilities and department 
stores. 

Factory officials who attended some 
of the meetings were W. F. Linville, 
sales manager; W. J. Daily, advertis- 
ing director; N. D. Craighead, man- 
ager of merchandising service, and 
H. K. Lyons, manager of distribution. 


"Jerry" Weston Joins S. C. 
Radio & Appliance Group 


Gerald W. “Jerry” Weston has been 
appointed managing director of the 
Southern California Radio and Elec- 
tric Appliance Association with head- 
quarters in Los Angeles. 


GERALD W. WESTON 


For the past two years Mr. Weston 
was with the War Production Board 
in Washington, D. C. in charge of the 
section handling the electrical appli- 
ance, radio, and mechanical repair 
shops of the country. Prior to this 
he spent a year with the National 
Electrical Contractors Association in 
Washington as assistant to the gen- 
eral manager; and. nineteen years as 
manager of the Electric Association of 
Kansas City, Mo. He is a past-presi- 
dent of the International Association 
of Electrical Leagues, and a graduate 
of Purdue University. 

Mr. Weston will be introduced to 


DIVISION OF INTERNATIONAL DETROLA CORPORATION DETROIT 9, MICHIGAN | at a dinter mesting 


NOVEMBER, 


evening of November Ist in Los An- 
geles, at which time he assumes his 
new responsibilities. 


Lear General Offices Moved 


The executive, sales, engineering, 
procurement, and accounting depart- 
ments of Lear, Incorporated, have 
been transferred to Grand Rapids, 
Michigan, according to a recent an- 
nouncement of Wm. P. Lear, president. 
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@ Would you like to get double duty out of your 
first year’s factory production? Do you want 
the quick distribution you will need during 
reconversion? 

Then consider the $4,496,734,000 Chicago 
market—a rich, compact area located at the 
heart of America, easily accessible to factory 
shipments and salesmen alike. 

Here is a market with a huge pent-up demand 
for radios, washing machines, refrigerators, 
“big unit” products generally. Moreover, it is 
fortified by diversified income and billions 

in savings. 


® No matter whether your production is large 
or small, the Chicago market will reward your 
attention as the place to get the consumer 
buying you want. 

This strategic area offers quick sales and solid 
dealer and consumer preference when the 
first easy selling conditions pass and the 
competition gets tough. 

Long famous for its big volume purchases, the 
Chicago market has repeatedly broken factory 
and branch sales records. 


Available for your study and use is a specific 
Tribune sales program based on the findings of 
an auto and household appliance investigation 
among and deal To get these 
pertinent facts, add : C. S. Benh Manager, 
National Advertising, Chicago Tribune, Tribune 
Tower, Chicago 11, Illinois. 


in the great Chicago Market! 


@ Get started quickly in this great market at 
one low cost and through a single advertising 
medium—the Chicago Tribune. One out of 
every three families in 756 cities and towns of 
1000 or more population in this area reads 

the Tribune on weekdays. On Sundays, it is 
practically every other family. 

Only the Tribune offers you a choice of monoroto, 
coloroto, comicolor, newsprint color and 
black-and-white printing—whichever you prefer 
—at one of the lowest milline rates in the country. 
For marketing facts and merchandising ideas, 


call a Tribune representative. 
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OUTSTANDING PHONOGRAPH RADIOS! 


Wherever shown, these new Farnsworth Quality combinations have won enthusiastic 
acclaim by dealers. They represent the certainty of continuous prestige and profit 


eres WHY theyre raving 


FARNSWORTHS FAMOUS 


for the holder of the Farnsworth Selected Dealer Franchise! 


EK-262—"“The Com- 
rade"— Superbly de- 
signed with matching 
record compartment 
base providing utmost 
convenience and stor- 
cepacity — a 
stond ovt automatic 
phonograph-radio. 


EK-264 —"The Com- 
panion”—Chairside 
combination with built- 
in record storage 
space. Walnut or 
Golden Harvest. 


%& On these two pages are just a few examples of the top value in the industry's most expertly balanced line 


Farnsworth Television & Radio Corporation, Fort Wayne 1, Indiana ® Farnsworth Radio and 
Television Receivers and Transmitters * Aircraft Radio Equipment ©* Farnsworth Televi- 


EK-263—“The Vogue” 
— Simple, gracefui 
modern lines mark this 
cabinet, in selected 
walnut and maple or 
Gotden Harvest 
Bionde. A “natural” 
for thot great new 
market. 


NOVEMBER, 


| 
| 


j 
EK-082 — “The Re- 
gent” — Massive de- 
sign, for wide market 
appeal, characterizes 
the traditional styling 
of this new model. 


A 
4 


1945—ELECTRICAL MERCHANDISING 


Fa 
al: 
3 ly 
| spired design in rich mahogany. New type Acousticraft 
cabinet houses a sensational chassis and the new Farns- 
| ___-worth deluxe three point suspension record changer. 
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US | QUALITY LIVES AGAIN! 


OUTSTANDING TABLE MODEL RADIOS! 


Farnsworth—famous for top Quality in consoles and combinations—is now 
also outstanding with new table model and “outdoor” lines. These brilliant- ppy 
ly engineered, superbly styled models are going to keep Farnsworth 
Selected Dealers ahead of the field. 


ET-051 — gold and ebony plastic 
in maple and gold. ET-052 — in ivory and silver with 
retractable handle. 


ET-055 — Graceful design in match- ET-063 — Period design inmahog-§ > 
ed swirl mahogany. ony. Stondard and shortwave. 


ol 


del. 
4 
ed line EP-020 — “The Traveler” — electric EP-030—Deluxe portable automatic EP-350ST—"The Triple-Play”—com- EP-350DL — “The Sophisticate” — 
phonograph in smart contrasting phonograph in simulated leather pact portable in smart luggage ultra-smart pin-striped plasticised 
simulated leather. carrying case. leather. fabric cover. 


and 
‘elevi- 


sion Tubes © Halstead Mobile Communications and Traffic Control Systems for Rail and 
Highway © the Farnsworth Phonograph-Radio ® the Capehart * the Capehart-Panamuse. 
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Thousands 
“This is the home 
freezer we want’ 


16 cu. ft. Model, doors closed 


8 cv. ft. Drawer Type 


3 cu. ft.—Door closed 


The FREEZ-ALL 6 cu. ft. Chest Type 
without drawers. Lower in price. 


PELCO Giant 30 Case BEVERAGE COOLER 


—_ Sold through distributors of store fixtures, hotel 


mand restaurant supplies and commercial refrigera- 
tion 
MODEL 530-E. Any business requiring a great many properly chilled 
bottles per day will find this model Pelco exactly the cooler needed 
because it has an immense daily capacity. Cold plates divide the 
refrigeration compartment into six sections. Warm bottles can be put 
in any section while dispensing continues from the remainder. 
Write for literature. 
PORTABLE ELEVATOR MFG. CO., Dept. 11, Bloomington, Ill. 
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FROM ONE PRESIDENT TO ANOTHER 
— Newly -elected Pennsylvania Electric 
Association president, Francis McQuillen 
(right), West Penn Power Co., Pitts. 
burgh, receives the President's Badge 
from retiring president George E. Whit- 
well of Philadelphia Electric Co. at the 
Association's annual meeting in Phila- 
delphia recently. Mr. McQuillen has 
been Association vice-president for the 
past two terms. 


P.E.A. Conference Charts 
Post-War Problems 


Post-war plans for the electric util- 
ity industry were discussed by mem- 
bers of the Pennsylvania Electric As- 
sociation at their 38th annual mecting 
and industry conference held in Phila- 
delphia recently. The theme of the 
meeting was “The Fulfillment of Vic- 
tory—Working and Living Electric- 
ally.” 

Congressman Walter H. Judd, of 
Minnesota, principal speaker at the 
conference, addressed the membership 
on the subject, “What Is Going On 
in Asia.” 


Other Program Speakers 


Delegates to the P.E.A. meeting 
were welcomed by Horace P. Liver- 
sidge, president of the Philadelphia 
Electric Co., after which they were 
addressed by Purcell L. Smith, presi- 
dent of the National Association of 
Electric Companies, on the subject, 
“The Voice of the Electric Utility 
Industry.” Smith took the electric 
utilities to task for having been negli- 
gent in properly advising members of 
Congress on subjects which have a 
distinct bearing on the industry, and 
urged them to be a great deal more 
outspoken in the future. 

Other speakers who addressed the 
gathering include: Dr. Leo Wolman, 
professor of economics at Columbia 
University ; Dr. Howard Berolzheimer, 
economist of the National Tax Equal- 
ity Association; Dr. Claude Robinson, 
president of Opinion Research Corp. ; 
Frank W. Lovejoy, sales executive of 
Socony-Vacuum Oil Co. and Pressley 
H. McCance, president of Duquesne 
Light & Power Co. 


Officers Elected 


Francis McQuillen, of the West 
Penn Power Co., was elected to suc 
ceed George E. Whitwell as president 
of the Pennsylvania Electric Associa 
tion for the coming year. M. H. Par 
kinson and Charles E. Oakes, both 0! 
Pennsylvania Power & Light Co. an 
George W. Ousler, Duquesne Light 
Co., were elected vice-presidents. 
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Welcomes 


district merchandiser 
BILL ALLEN 


AND HIS. REPRESENTATIVES 


ORGIA 


ALABAMA - GEOR 
VISIARA--- MISSISSIPPI ~ TENNESSE 


RECORD BREAKING SPARTON SALESMEN—W*m. C. Allen, district manager in 
Birmingham, Ala., for the Sparks Withington Co., manufacturers of Sparton radios 
visited the factory at Jackson, Mich., recently with six of his eight representatives. 
They brought with them 87 more dealer franchises to add to the 350 already 
signed up in the last 60 days. Left to right: Mr. Allen; Perry Karasek, Alabama: 
Henry Witzman, Tenn.; Joe Gallagher, Tenn.; Carl McMurray, Mississippi; Powers 
Dunnaway, Louisiana; J. B. Cleveland, Georgia, and James Chew, Georgia. 


DISTRIBUTOR NEWS 


The new Johnson drain connectors 
are widely accepted in many fields 
because they can be made to con- 
form to any type of shut-off valve 
or to connect with any type pump 
in any shape or length. 


They're versatile in that their appli- 
cations are so wide, so practical and economical. For instance, one 
of their applications is in the washing machine field and here they 
show their many advantages over the antiquated metal drain. 


Johnson rubber drain connectors eliminate cost of zine die 
castings —a@ big savings in dollars and cents. 


The larger opening in Johnson connectors means much faster 
draining — saving time for the housewife. 


Johnson Drain connectors being made of rubber, cushion vibra- 
tion, silence noises — prolong the life of the machine. 


They're easier and faster to install requiring no tools — big 
savings in time. 

Perhaps with a few changes this connector can be adapted to 
your requirements, saving money, time and effort and increasing 


the efficiency and performance of your product. Write us today 
for more detailed information. 
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CALIFORNIA 


Kinney Bros., Los Angeles distribu- 
tors of appliances and radios, is start- 
ing construction of a new headquarters 
building to be located on S. Flower St., 
according to Roland T. Kinney, vice- 
president. The new building will house 
offices, display rooms and warehouse. 

A new wholesale electric supply 
business has been opened at 2330 Kern 
St., Fresno, by Don Hopkins, formerly 
manager of the Fresno branch of the 
Incandescent Supply Co. The firm 
will be known as Electrical Suppliers 
and plans to handle appliances and 
lighting supplies. 

Edward R. Lester of the Lester Dis- 
tributing Co., 1800 16th St. Sacra- 


W. PERRY WELLS 


CORRECTION 

In the “Distributor News” sec- 
tion of the September issue of 
ELECTRICAL MERCHANDISING, there 
appeared an announcement to the 
effect that Goldner Bros., distribu- 
tors of Motorola radios in the 
Philadelphia area, had changed 
their name to the Westinghouse 
Electric Supply Co. This was a 
printer’s error. The announcement 
should have read, “Goldner Bros. 
announces a change of name to 
Goldner Distributing Co. and a 
change in location from 1223 No. 
Broad St. to 46-50 No. 5th St., 


Philadelphia.” 


NOVEMBER, 
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mento, has announced the appointment 
of W. Perry Wells as director of ad- 
vertising. 

The J. N. Ceazan Co. of Los Ange- 
les and San Francisco, major appli- 
ance distributors in southern Cali- 
fornia, have opened sales offices in the 
Western Merchandise Mart at 1355 
Market St., San Francisco, with Jay 
Hirsch in charge of the office and Dave 
McMullen as sales manager of the new 


H. D. SCIBIRD 


Appliance Division. H. D. Scibjrd has 
joined the organization as merchandis- 
ing manager of its Sewing Machine 
and Vacuum Cleaner division, accord- 
ing to B. T. Roe, vice-president and 
general manager. 
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60°, Better 


All of the advanced knowledge 


—_ gained during the war will be 

at | incorporated in Stewart-Warner radio 

- receivers at the start of civilian 
production. The result will be top 


performance 
estimated at 60% 
better than in 


prewar sets. 


TEHWICAGO 14, ILLINOIS 


1, acc 
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BIG BUYERS 


One of the most convincing proofs of The 


Merchandise Mart’s national importance as a 


buying source, is the fact that an impressive 


number of buying organizations, representing 


America’s leading stores, maintain permanent 


offices here. 


In fact, seventy percent of all buying offices in 


Chicago, as listed by the Association of 


Commerce, are located in The Mart! These 


alert organizations, with a total buying power 


in the billions, know where and how to find 


merchandise daily. That’s why they are in 


The Merchandise Mart! 


Attend the First Major Post-War Market 
The Merchagdise Mart’s 


INTERNATIONAL H 
MARKET 


E FURNISHINGS 


January 7th—I9th inclusive 


Among the Organizations With Buying Offices Here: 


Allied Purchasing Corp. 
Allied Stores Corp. 


Arkwright, Inc. 

Kaufmann's Dept. Stores, Inc. 
City Stores Mercentile R. H. Macy & Co 

Compeny May Department Stores Co. 


Firestone Tire & Rubber Co. 


Meier & Frank Co. 


s Service Co. 
Retailer's Marketing Guild 
Schuster, Ed. & Co., Inc. 
Western Auto Supply Ce. 


THE MERCHANDISE MART 


Centered for Efficient Distribution 


CHICAGO 


BENDIX-KRICH RADISCO DEALER MEETING — Present at a recent Bendix Home 
Appliances and Krich-Radisco meeting in Newark were; left to right: Lynn Eaton, 
Eastern regional sales mgr. of Bendix; Paul R. Krich, vice-president, Krich-Radisco; 
W. F. Linville, general sales mgr. of Bendix; Max H. Krich, president, Krich-Radisco; 


Andrew H. Leach, general sales mgr., 


Krich-Radisco; Harry Krich, chairman of the 


board, Krich-Radisco; and Curt Logan, sales mgr., Bendix Division, Krich-Radisco. 


DISTRIBUTOR NEWS 


FLORIDA 


The Florida Electric Supply Co. of 
Tampa will occupy a hew $33, 
warehouse and office building at the 
corner of Morgan and Platt Sts. as 
soon as the structure is completed. 


GEORGIA 


R. H. Van Dusen, president of the 
Morris F. Taylor Co., Inc., Atlanta, 
announces the election of Jesse P. 
Johnson, formerly with the Atlanta 
branch of Frigidaire, Tennessee Elec- 
tric Power Co., and Hotpoint, as vice- 
president in charge of radio and appli- 
ance sales. 


ILLINOIS 


James A. Frye, formerly Detroit 
district representative of the Strom- 
berg-Carlson Co., was recently ap- 
pointed manager of radio and appli- 
ance sales in the company’s Chicago 
branch office. 

Efengee Electrical Supply Co., Chi- 
cago, announces the promotion of 
“Lou” Wittenberg to director of pur- 
chases, and the appointment of Thomas 
E. Casey to the sales staff. 

J. J. Nance, vice-president of Zenith 
Radio Corp., Chicago, has announced 
the following appointments to Zenith 
Radio Distributing Corp., wholly 
owned subsidiary, which is exclusive 
Chicago distributor of Zenith radios 


and hearing aids: James H. Hickey, 
who came to Zenith in 1935 as a dis- 
trict sales manager and was manager 
of Zenith’s Washington, D. C., office, 
becomes general manager; the new 
sales manager will be Charles F. Pars- 
ons, Jr., who was associated with the 
Chicago distributing corporation from 
1936 until the war and was then 
called to the factory, where he super- 
vised war contracts. Division man- 
ager will be Thomas B. Stone, who 
has been salesman for the distributing 
corporation since 1936. 


INDIANA 


George T. Bender has been made 
manager of the enlarged electrical 
appliance department of Central Rub- 
ber & Supply Co., Indianapolis, whole- 
sale distributors, according to J. H. 
Ruddell, vice-president. 

M, E. Kumle, formerly with General 
Electric in personnel work, has been 
named sales manager of the A. B. 
Gray Co., 2002 S. Calhoun St., Fort 
Wayne, Norge and Bendix Radio dis- 
tributors. 


KANSAS 


Carroll Willis has resigned as man- 
ager of the Wichita district office of 
the War Production Board and plans 
to resume active duties as president of 
Home Appliance Co., wholesale dis- 
tributors. 


Zenith Radio Distributing Corp. Appointees 


JAMES H. HICKEY 


NOVEMBER, 


Cc. F. PARSONS 


THOS. B. STONE 
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Our Factory Service Plans will open 


the way to future appliance sales 


In these days when new appliances are scarce or un- 
obtainable, it’s a big job for dealers to promptly service 
appliance motors. You can take care of this job if you’re 
prepared to repair or replace inoperative motors quickly, 
economically, and expertly. And the good service that you 
render today will bring you customers for appliances when 
new appliances are again available. 


G-E Factory Service Plans enable you to make repairs 
and replacements on practically any G-E fractional- 
horsepower motor, regardless of the type or make of 
appliance on which the motor is used. And there’s no 
need for you to train repairmen. G.E. makes the repairs 
quickly and at reasonable cost—and you know your profit 
beforehand. You provide convenient, satisfactory service 
to your customers without doing 
the actual repair work. 


Your distributor has, or can 
get, complete details about these 
simple and profitable Plans. Ask 
him about them, today. Or just 
fill in and mail the handy coupon. 


FRACTIONAL-HP 


MOTORS 


Buy all the BONDS you can— 
and keep all you buy 


GENERAL @ ELECTRIC 
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2. SPECIAL REPAIR SERVICE PLAN 


Here are the 3 Plans 
that will help you service 


G-E fractional-hp motors 


1. THE EXCHANGE PLAN 


Covers the most commonly used types 
of G-E fractional-horsepower motors. Makes 
possible immediate replacement, from G-E 
field stocks or from your own buffer stock. 
Replacement motors carry the G-E new- 
motor warranty, except for finish. 


Provides for factory repair of semi- 
standard G-E fractional-hp motors not 
covered by the EXCHANGE PLAN, at 
established prices. Enables you to make 
quick, accurate, on-the-spot estimates. Re- 
paired motors carry the G-E new-motor 
warranty, except for finish. 


3. REGULAR REPAIR PLAN 


Covers fractional-hp motors not in- 
cluded in either of the other two plans, 
except extremely old or obsolete models. 
Inspection is made at the factory, and a cost 
estimate is submitted before work is 
started. These motors also carry the G-E 
new-motor warranty, except for finish. 
This plan rounds out this G-E service and 
enables you to handle repairs on practi- . 
cally any G-E fractional-horsepower motor. 
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DISTRIBUTOR” 
NEWS 


Our readers are different! 


KENTUCKY 
When They Talk of a New Home. . . They Mean It! oe) eee ae eee, 


recently announced the following ap- 
° ° pointments: C. W. Neal, Jr., as man- 

. ager of the Record Department; David 
(But Are They Planning To Use The Products YOU Sell ) T. Potter as wholesalé manager of the 
Appliance Dept.; Wallace Wilson as 
sales representative; and E. J. Moak- 
ler as manager of the Parts and Tube 
Dept. 


MASSACHUSETTS 


Alvin C. Zises has announced the 
establishment of Equipment Distribu- 
tors, Inc., temporarily at 101 Tremont 
St., Boston, to handle the Monitor line. 
Mr. Zises, formerly with Bendix Home 
Appliances and Ludwig, Hommel & 
Co. of Pittsburgh, is president of the 
new firm and Arthur J. Hirsch, re- 
cently with General Electric, is gen- 
eral sales manager. 


MINNESOTA 


The Northwest Distributing Co. of 
Minneapolis began operation recently 
at 1012-16 LaSalle Ave., with the fol- 
lowing officers: H. B. Fisher, president 
and general manager; W. R. Stephens, 
chairman of the board; Floyd A. Whit- 
aker, vice president; W. L. Grover, 
secretary-treasurer; and L. G. Miner, 
sales manager. 

Clark Supply Co., electrical appli- 
ance distributor with principal office in 
Milwaukee, announces the opening of a 
branch office in St. Paul, with R. S. 
Bennett as manager. 


C. H. La France has been appointed 
local manager of the General Electric 
Co.’s new appliance sales office which 
is being established at Omaha, Nebr., 
H. A. Warren, Central District man- 
ager of G-E appliance sales, has 
announced. 


NORTH DAKOTA 


Announcement was made in Minot 
recently that the Dakota Electric Sup- 
ply Co. has purchased the Kopald 
Electric Co.’s wholesale business in 
Minot, by J. Dudley Farnham, presi- 
dent of Dakota Electric and Charles 
Kopald, manager and proprietor of the 
Minot property. 


NEW JERSEY 


H. Schultz & Sons, 25-year-old firm 
of Newark, are moving into a new 
building at 620-634 Market 
Newark, next March. The concern 
handles, among other lines, Olympic 
radios, Haag and Dexter washers, and 
Westinghouse lamps. 

T. A. O'Loughlin & Co. announce 


P h i t 88-90 
You'll find you’ll make greater profits if you feature the products now 
advertised in The American Home Magazine because our Newark. 


Ben Golden announces that his firm, 
2,300,000 families are the choicest market for Food Products. Golden Electric Co. distributors of 


Universal appliances and Fada radios, 


THE AMERICAN HOME will make its permanent home at 19-3 
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Coming January 


ALL THE ABOVE CLOCKS WILL 
BE AVAILABLE 


WARREN TELECHRON COMPANY 
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IT’S A RADIO «© IT'S A CLOCK 
IT'S A MUSICAL ALARM 


A dependable Telechron electric 
alarm clock . . . built into a hand- 
some 4-tube bedroom radio that 
gives excellent reception from near- 
by stations. As an alarm, the clock 
turns on the radio at a pre-set time 
to a pre-selected station... awakens 
the owner with music. 


Switch- Alarm 
$595 


Approximately 


AWAKENS TO MUSIC 
TURNS ON THE RADIO 


A new type of alarm clock that can 
be used with any radio. It turns on 
the radio at a pre-set time .. . to 
awaken the owner to music, or for 
a favorite program. What’s more 
it’s a handy electric clock with a 
standard alarm signal as well. 


Lite-Call 


Approximately 
A SILENT ALARM CLOCK 


Here’s the electric alarm clock that 
awakens the sleeper with a flashing 
light. It’s a dependable alarm that 
the hard-of-hearing will welcome. 
Others will want it, too, because it 
won't rouse the house. 


enc PAT OFF 


LECTRIC CLOCK 


¢ ASHLAND, MASSACHUSETTS 


TELEVISION DEMONSTRATED AT HEARN'S—Low-cost television was demonstrated 


to the general public for the first time anywhere, when the Viewtone Co., manufac- 
turers of "$100 television,” and Hearn's Dept. Store, New York City, collaborated 


in a public showing of the Viewtone models in Hearn's auditorium. 


sales representative for Viewtone, presided. 


arles Robbins, 


DISTRIBUTOR NEWS 


NEW YORK 


Approximately 1200 retailers at- 
tended the D. W. May Corp. franchis- 
ing meeting held recently in New York 
City. D. W. May, chairman, intro- 
duced the following, who presented 
their new lines: E. H. McCarthy, 
sales manager of Farnsworth; John H. 
Garceau vice-president of Coolerator; 
and Albert E. Kramer, vice-presi- 
dent of Health-Mor, Inc. 

Robert A. Graves has been appointed 
manager of dealer sales for the New 
York Appliance Distributing branch 
of the General Electric Co.; it has been 
announced by Earle Poorman, manager 
of the branch, in New York City. Mr. 
Poorman also announced the appoint- 
ment of Henry A. Miserocchi as man- 
ager of apartment house sales for the 
branch. 

The Bergman Norge Co. of Buffalo, 
a division of the W. Bergman Co., 
Inc., has purchased the buildifg at 
94-98 Elm Street for remodeling, ac- 
cording to an announcement by Sol J. 
Levy, vice-president of Bergman 
Norge. 

The newly-formed Monitor Appli- 
ance Co., 1426-36 Main St., Buffalo, 
has assumed local distributorship for 
Monitor appliances, Daniel W. Mason, 
president, announced recently. Mr. 
Mason formerly represented a number 
of appliance concerns in Buffalo. 


OHIO 


The Kane Company of Cleveland, 
distributor of home appliances and 
radios, has announced the appointment 
of Jack Gregory, formerly district 
manager of the Globe American Co., 
as a member of its sales force. 

The three-story building at 1001 
Adams St., Toledo, recently remodeled, 
has been occupied by the Gerlinger 
Equipment Co., distributors for Apex, 
Majestic and Gibson, among other 
lines, according to Ruddy Gerlinger, 
owner. Barney Gore has been ap- 
pointed service manager of the firm. 

Lifetime Sound Equipment Co., now 
at 1101-3 Adams St., Toledo, has 
taken a long-term lease on a storeroom 
at 911-113 Jefferson Ave. The firm 
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was recently named Garod radio Dis- 
tributor. 

N. C. Goldman, president of the 
Commercial Electric Co., 1301 Adams 
St., Toledo, has announced that his 


‘firm, recently named distributor for 


General Electric Co., has leased the 
Flower Building, 802-6 Lafayette St. 
and will center the company’s servic- 
ing and warehousing facilities there. 


David E. Gross, who formerly owned 
and operated the International Radio 
Co., Seattle, has organized the North- 
western Co., 180 N. E. Granada Court, 
Portland, to distribute radios, etc. 


PENNSYLVANIA 


Arthur A. Gerbig, previously with 
Trilling & Montague, has been ap- 
pointed sales manager of the H & S 
Distributing Co., of Philadelphia, ac- 
cording tc an announcement by Alex 
Haberman, president of the company. 
Mr. Gerbig will devote his efforts to 
the sale of Lear radio products. 

J. J. McCormick has left the OPA 
to join Raymond Rosen & Co. of 
Philadelphia as merchandising man- 
ager of the Kelvinator products de- 
partment. Mr. McCormick repre- 
sented Frigidaire before serving as 
Kelvinator products territory manager 
for Raymond Rosen & Co. for seven 
years prior to the war. 


RHODE ISLAND 


The Rhode Island Distributing Co., 
19 Dexter St., Pawtucket, newly or- 
ganized distributing concern, has been 
franchised to handle Olympic radios. 

Louis Horvitz, president and general 
manager of the Republic Distributing 
Co., Providence, announces that the 
concern has moved into new head- 
quarters at’159 Orange St. 


TENNESSEE 


V. Vowell, formerly with the Dicto- 
graph Co., has leased a store at 1095 
Union Ave. and opened the Allied Ap- 
pliance Distributors of Memphis, Inc., 
to handle appliances. § 
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NDISING 


THE CURE AND PREVENTION OF 


xmasitis 
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THE SYMPTOMS 


Seasonal disease, Xmasitis. Around November 
and December even the sanest and most alert 
chain store men are sometimes prone to con- 
tract Xmasitis. Normal vision vanishes. All the 
victim can see in this inflamed condition are 
Christmas specials. Regular business, such as 
lamp bulbs, may be neglected more and more. 
The crisis is always passed by the night of 
December 24th—but by that time many, 
many dollars of regular, high-profit 


PREVENTIVE MEASURES 


Keep up your Westinghouse lamp display! 
Keep it amply filled with lamps—keep it clean 
—keep it price-marked! Use the high-sales- 
power Westinghouse display material, on the 
counter, throughout the store and in the win- 
dow! Remember, even at Christmas, light 
bulbs are a big potential source of volume. 
Folks need new light bulbs to brighten up their 
homes for the holidays. Westinghouse Electric 
Corporation. Lamp Division, Bloomfield, N. J. 


lost. \ lestin house 


© Westinghouse Electric Corporation 


PLANTS IN 25 CITIES 


OFFICES EVERYWHERE 


LAMP BULBS SELL ON SIGHT! 
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*YES, 54 million mechanical refrigerators wanted 
immediately by the 17 million American Wage 
Earner families . . . 1 out of 3, like the Averys of 
Detroit .. . ready with cash to walk into your place 
and say “Okay, we'll buy it!’ This is a sales figure backed 
by U. S. Dept. of Commerce estimates and Macfadden’s 
Division of Marketing and Research. 


The make these families choose will decide the big volume 
leadership you’re counting on. 


The combined eating power, living power, and buying 
power of the millions of wage earner families like the 
Averys make their vote final. Not only do these plain 
people of America determine the brand leaders, they make 
up the only force big enough to buy the output of their 
own employment ... the only power strong enough to 
bring the kind of peace that goes with prosperity. 

Want in? Let True Story pull up a chair for you. 


True Story knows their voice, they know ours. It’s their 
own. To them, True Story is a member of the family, 
talking straight, true and directly about their every prob- 
lem. It knows their hopes, feeds their faith, and for 25 
years has used its common touch to entertain, stimulate, 
and inspire its millions of readers to higher things and 
better living. Check your own research files and you'll 
find in True Story homes, few of the magazines like those 
in your home. True Story homes are true story readers. 
They accept True Story as their very own—extend that 
acceptance across column rules of the advertisements. 


W hether editorial, story, or advertising . . . True Story’s 
readers see, read, and HEED! 


... Dut make sure 
this 


Selection of the better-off, better-living 
wage earner families, 
Only True Story can give you an inside 
track to these better-than-average wage 
earner families! 


For more than a quarter century, editorial plav- 
ning, direction and research have aimed True 
Story at the wage earner families on the way up. 
Does True Story get them? 


In pre-war 1940, research* showed True Story 
readers to be 29% better off than average wage 
earners. No wonder they owned 36% more auto- 
mobiles; 15% more electrical appliances; bought 
6% more toilet goods, and 9% more clothing. 


Now, with wage earner spending power far beyond 
that of 1939, make sure your advertising is col 
centrated among the better-off families who get 
the lion’s share of every dollar paid in wages. 


* 1l-city, 2000-interview report: “Work—By-product of Defense’. 
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your wage earner advertising gets 
double sales advantage! 


? Concentration where wage earner payrolls 
» are best and buying is brisk. 


True Story automatically ups advertising 
power to match rising retail — ..- lowers 
it wherever buying is off. 


Reconversion is creating extra sales opportunities 
daily. 


True Story “majors” in newsstand distribution. In 25 
years True Story has learned how to take advantage 
of every opportunity to shift copies at the drop of a 
hat to wherever retail buying is on the rise and more 
copies of premium priced True Story can be sold. 


This automatically means that True Story’s advertis- 
ing is also shifted to wherever wage earner retail buy- 
ing power is best. 


A staff of 27 traveling men, over 2000 field men, work- 
ing through more than 700 wholesalers shifts thou- 
sands of copies of True Story daily to areas of quick- 
ened demand; city to city, even within city limits. 


th 


How True Story’s circulation parallels retail sales in cities all over the country. 


00 
75 
50 
25 


Shows retail sales; 1944 equals 100. 
—_—mane Shows True Story’s newsstand sales for the same period. 


Here’s how True Story’s circulation 
paralleled August retail sales, up and 
down in the high-spot cities reported 
by Sales Management Magazine. 
“BEST-BET SALES CITIES” — True 
Story’s weekly fact sheet on recon- 
version sales in 184 cities charts retail 
business conditions week by week, com- 
paring today’s levels with those of last 
year and pre-war 1939, and forecasts 
retail sales for the next four weeks. 
Airmailed every week from New York. 
Write for free weekly subscription on 
your business letterhead. True Story, 
205 East 42nd Street, New York 17, 
N. Y. Headquarters for Wage Earner 
Information. 


True 
Story 


FOR 25 YEARS 
THE WAGE EARNERS’ FAVORITE MAGAZINE 
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DISTRIBUTOR NEWS 


TEXAS 


} E. M. Cotter, formerly a merchan- 
dising manager with the Crosley ( rp. 
has just been appointed general sales 
manager of the Norman Young Ap- 
pliance Co. of Dallas, distributor of 
Crosley products. 


UTAH 


Radio Studios, Inc., of Salt Lake 
City, distributor of appliances, radios 
and electronic equipment, has an- 
nounced a change in name to Standard 
Supply Co. Its new location will be 
at 531 S. State St. Management re- 
mains the same. 


| VIRGINIA 


The Norfolk Distributing (Co, 
temporarily located at 151-61 Church 
St., Norfolk, will soon open permanent 
| offices. The new firm, headed by Harry 
L. Snyder as general manager, is com- 
posed almost entirely of veterans of 
World War II, some of whom have 
not as yet joined the organization. 

Louis Bowman, Inc., wholesale dis- 

tributor of home appliances, has pur- 

chased a five-story building on Cary 

St. between Ninth and Tenth Sts. 
| Richmond. 


WASHINGTON 


Frank C. Porter was elected vice- 
president of The F. B. Connelly Co., 
Seattle, recently, according to Kenneth 
A. Connelly, president. Mr. Porter 


Klements 


FRANK C. PORTER 


has served with Connelly since 1935 as 
office manager, credit manager and 
sales manager. 

Lynn and Chemnitz, wholesale dis- 
tributors of housewares and appli- 
ances with headquarters at the eWest- 
ern Merchandise Mart, San Francisco, 
are opening a new Seattle branch office 
at 6222 First Ave., N. W., partners 
Wallace R. Lynn and Eric Chemnitz 
announced recently. Earle E. Eck- 
strom has been appointed Seattle man- 
ager. 


WISCONSIN 


Edward Janecek, formerly a develop- 
ment engineer for the Vilter Manu- 


| Zve avrvis | 

OM PAN sales manager of the appliance and 


radio division of Lappin Electric (o., 


1022 N. Fifth St. in that city. 
ARRISON, N. | 


According to announcement by 
President Ervin P. Jelinek, the Je!co 
Milwaukee Co., distributor of the 
Olympic Radio and Television line, has 
occupied new and larger quarters at 
444 N. Plankington Ave. 
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A. O. SMITH Corporation, Dept. E-11-45 
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COMING 
ATTRACTIONS 


WATCH FOR 
THEM - THEY ARE 
ON THE WAY - - 


Flat Irons - Toasters - Waffle Irons - Sandwich 

Toasters and Grid-A-Bouts - Table Stoves 

Heaters - Poppers - Coffee Brewers and Stoves 

Soldering Irons - Curling Irons - Hair Driers 

Mixers - Heating Pads - Infra-red Lamps - Fans. 
Give generously to your local Community Fund 


DOMINION ELECTRICAL MFG., INC. 
MANSFIELD, OHIO 


TRACE MARK 
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DISTRIBUTORS APPOINTED 


Elgin Stove & Oven Div., 
Acme Visible Records, Inc. 


The Elgin Stove & Oven Division of 
Acme Visible Records, Inc., announces 
the following as exclusive distributor 
of Elgin steel kitchens and cabinets in 
Southern California: 


Kinney Brothers, Los Angeles, Cal. 


Emerson Radio & 
Phonograph Corp. 

Emerson Radio & Phonagraph Corp. 
executives have announced the follow- 
ing exclusive distributor appointment 
for the state of Connecticut: 

Emerson Radio of Connecticut, Hartford, 


Conn. 


Franklin-McAllister Corp. 


H. J. McAllister, vice-president of 
Franklin-McAllister Corp., has an- 
nounced the following distributor of 
McAllister bagless vacuum cleaners 
in the Cincinnati territory: 


Bimel Distributing Co., Cincinnati, Ohio. 


Garod Radio Corp. 


Garod Radio Corp. has made known 
the appointment of the following as 
distributor of Garod radios in the 
north central Virginia territory: 


Southern Electric Co., Staunton, Va. 


General Television & 
Radio Corp. 


John E. Rogers, sales manager of 
General Television & Radio Corp., has 


EXAMINE DIRT FILTER—E. G. Flaigg 
(left), manager of the appliance division 
of Bimel Distributing Co., examines the 
improved dirt filter incorporated into the 
McAllister bagless vacuum cleaner. H. J. 
McAllister, vice-president of the Frank- 
lin-McAllister Corp., manufacturers of 
the appliance, points out that the filter 
need never be removed for cleaning. 
The Bimel Co. has been appointed dis- 
tributor of the McAllister cleaner in the 
Cincinnati territory. 
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released the following list of distrubu- 
tor appointments for General radios : 


Andrews & Medema, Inc., South Bend, 
Ind. 

Associated Distributing Co., Atlante, Ga. 

The Barron Co., Inc., Omaha, Nebr. 

Earl W. Bentley Operating Co., Okla- 
homa City, Okla. 

D. Coad Co., St. Louis, Mo. 

Dietz Distributing Co., Joliet, Ill. 

W. M. Dunbar Co., Birmingham, Ala. 

Electronic Distributing Co., Chicago, Ill. 

The Fergerson Co., Paducah, Ky. 

5 5 5, Inc., Little Rock, Ark. 

Horola Corp., Milwaukee, Wis. 

Inboden Radio Distributing Co., Pitis- 
burgh, Pa. 

Irving Distributing Co., Detroit, Mich. 

Lang & Newell Co., Des Moines, la, 

Leuck Electric Co., Lincoln, Nebr. 

Major Distributing Co., Cincinnati, Ohio. 

Moore Distributing Co., Indianapolis, 
Ind. 

Radio Parts Co., Saginaw, Mich. 

Radio Supply Co., Wichita, Kan. 

Ramsey-Bennett Co., Cleveland, Ohio. 

Ray-De-O Ray Distributors, Sioux City, 
la. 

Arthur Rixon & Son, Greenville, S. C. 

S & S Radio Supply, Tulsa, Okla. 

Shedlov-Jarvis, Inc., Minneapolis, Minn. 

The Soo-Marquette Hardware Co., Mar- 
qette, Mich. 

Tire Supply Co., Kansas City, Mo. 

Todd & Co., Columbus, Ohio. 

Shelby Tucker Co., Memphis, Tenn. 


Howard Radio Co. 


The following is a list of distribu- 
tors recently appointéd by the Howard 
Radio Co.: 


All-State Distributors, Inc., Newark, N. J. 

Arizona Hardware Co., Phoenix, Ariz. 

Harris-Patrick Elec. Sup. Co., Nashville, 
Tenn. 

E. G. Hendrix Co., San Antonio, Tex. 

Louis M. Herman Co., Boston, Mass. 

Wm. P. Swartz, W. Los Angeles, Cal. 

Kent Wholesale Distributors, Grand 
Rapids, Mich. 

True's Distributing Co., Spokane, Wash. 

Wm. Van Domelen Co., Menominee, 
Mich. 

Waugh & Robertson Refrigeration Co., 
Oklahoma City, Okla. 

Appliance Wholesalers, 
Mich. 

Bowers Wholesale Corp., Norfolk, Va. 

Witte Hardware Co., St. Louis, Mo. 

Major Appliance Co., Dayton, Ohio. 

Grossman Music Co., Cleveland, Ohio. 

The Reed Co., Beaumont, Tex. 

C. A. Herlong, Greenville, S. C. 

J. N. Ceazan Co., San Francisco, Cal. 

Edward K. Tryon Co., Philadelphia, Pa. 

Monroe Furniture Co., Monroe, La. 

Broome Electric Co., Amarillo, Tex. 

S. & S. Auto Parts, Duluth, Minn. 

The DeWitt Co., Lubbock, Tex. 

Quanrud, Brink & Reibold, Inc., Bismarck, 
N. D, 


Inc., Detroit, 


Lear, Inc. 


Nate Hast, merchandise manager in 
charge of the Home Radio division of 
Lear, Inc., announces the following 
distributor appointments : 

Chambers Radio Supply Co., Cincinnati, 

Ohio. 

Parker-Montana Co., Billings, Mont. 
Hunt-Marquardt, Inc., Boston, Mass. 
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COMPACTLY DESIGNED TURBINE baving two 
centrifugal fan stages properly baffled and driven by 
4 high-speed series motor. This unit is particularly 
adaptable to the cannister type vacuum cleaner, 


ECAUSE the prospect as well as the salesman 
knows the importance of motor depend- 
ability in a household appliance, the statement 
—“it has a Lamb Electric Motor”—carries real 
weight in making a sale. 


Engineered and built for each particular appli- 
cation, Lamb Electric Motors have won a reputa- 
tion for reliability and good performance during 
their thirty years’ use. 

It will pay to keep in mind this reputation of 
Lamb Electric Motors for thorough depend- 
ability, as you make your future plans. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


MOTORS 


APPLICATION 


FRACTIONAL HORSEPOWER 
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With selling in the air again, Kelvinator officials confer during an interlude in their 
zone managers and distributor meeting in Detroit this week. 
series to be held throughout the country. 


It was the first of the 
Left to right are: T. A. Farrell, assistant 


general sales manager; Charles T. Lawson, vice-president in charge of sales; D. A. 
Packard, assistant general sales manager, and Charles J. Coward, director of adver- 


tising and sales promotion. 


Kelvinator and Leonard Present 
New Products at Distributor Meetings 


Kelvinator and Leonard appliances 
for 1946 took their initial bows before 
» the company’s zone managers and dis- 
tributors meeting in five cities recently. 
The meetings, coincident with the first 
shipments of new refrigerators to the 
field, touch off a series to be held 
throughout the entire organization dur- 
ing the next few weeks. 


New Products Shown 


Employing sound motion picture 
and slide film techniques, the first 
meeting here was highlighted by an 
enthusiastic product presentation — 
the annual keynote activity absent since 
1941. Headlining a number of impor- 


tant changes in the new refrigerators, 
which are newly styled inside and out, 
was emphasis on frozen food storage. 
New ranges and details of the new 
Kelvinator and Leonard home freezers 
also played important parts in the meet- 


The first of the new 1946 Kelvinator and Leonard refrigerators took their first bows 
this week as zone managers and distributors met in Detroit, Chicago, Kansas City, 


New York and Washington. 


NOVEMBER, 


Refrigerators, Ranges 
and Home Freezers 


Being Shipped to Field 


ing, with the product presentations be- 
ing made by D. A. Packard, assistant 
general sales manager of Kelvinator 
and Walter L. Jeffery, Leonard sales 
manager. 

Charles J. Coward, director of adver- 
tising and sales promotion, outlined 
the company’s comprehensive advertis- 
ing and promotional program for the 
months immediately ahead, pointing up 
a rapid fire consumer magazine adver- 
tising schedule, the company’s new full- 
network radio show on Columbia, and 
an array of promotional aids. 


Sales Training Program 
Occupying a major spotlight at the 
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DISING 


We've taken a long stride forward in mak- 
ing it still easier for you to make money 
with SAMSON Automatic lrons! We've put 
each one in a handsome, colorful package 
that is an eye-catcher from every angle... 
that tells the big features of the iron... that, 
on your counter, in your window, or even 
on your shelves, forms a self-selling display. 


ERY ANGLE 


IN A PACKAGE AS GOOD AS THE PRODUCT! 


Remember, too, that the new SAMSON 
Automatic Irons have the same time-tested, 
sales-making features ... plus even finer 
materials and construction than ever before. 

Thus you will benefit from factors destined 
to increase still further the consumer accept- 
ance Samson has established by providing 
appliances of distinction at popular prices. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 
Samson United of Canada, Limited, Toronto 


ELECTRICAL MERCHANDISING—NOVEMBER, 


1945 


ON YOUR SHELVES... 


PAGE 


139 


) 
adver- 
1gs 
nges “Sy 
rs FROM | 
Field 
. 
IN YOUR WINDOW... 
~ A * 
J 
at 
4 
@ 
& 


GIVES THEM THE FEATURES 
THEY WANT! 


KOOKALL ELECTRIC RANGE 
Automatic control—set it—forget 
i . . turns itself on and off; 
Two oven heating elements; 
waist high broiler; only range 
with exclusive Ups-A- y, the 
innovation homemakers de- 


GIBSON 
PREEZ'R SHELF REFRIGERATOR 


Has exclusive “firsts”: Freez’r Locker 
Moist Chiller . . . Built-in Strata- 
Zones; different temperatures, differ- 
ent humidities; full-width, unob- 
structed shelves. 


GIBSON HOME FREEZER 
New type—VERTICAL design .. . 
Compartments are handy, glass 


doors, shelves—no “diving” for 
frocen food packages. Takes only 
about half the floor and wall 
space of old model “deep” boxes! 
Direct contact freezes faster. 


Gibson has 68 years of manufacturing experience. Today Gibson is the fastest 
growing refrigerator manufacturer. Each item in the Gibson short, fast- 
selling line is provided with outstanding features that both distributor and 
dealer know the customer wants. 


Sold thru independent distributors and dealers. 


GIBSON REFRIGERATOR COMPANY 


GREENVILLE, MICHIGAN 


PAGE 140 


| 


| 


One of the first Kelvinator ranges to be produced for post-war is a center of 


attraction as Kelvinator and Leonard zone managers and distributors met in Detroit 
this week for the first of a series of meetings. 


meetings was an outline of Kelvinator’s 
new “Vocation-in-Sales” training pro- 
gram, which Charles T. Lawson, vice- 
president in charge of sales, described 
as the most vigorous and important 
activity of its type ever undertaken by 
the company. Designed with the two- 
fold purpose of aiding the retailer to 
rebuild his sales manpower and to open 
up new professional opportunities to 
returning servicemen, the program was 
developed by Kelvinator with the as- 
sistance of leading authorities in sales 
training and manpower selection. 
Much of the research and preparation 
of material was the work of the Psy- 
chological Corp. of New York, which 
was responsible for important Army 
and Navy selection programs. 

Mr. Lawson told the zone managers 
and distributors that “no other factor 
in the period ahead approaches the 
problem of sales manpower in impor- 
tance.” 


Dealer Meetings Follow 


After key meetings in Detroit, Chi- 
cago, Kansas City, New York and 
Washington, zone managers and dis- 
tributors will hold meetings with re- 
tailers in every section of the country. 


Tenth Annual League Con- 
ference To Be Held in 
Chicago, Nov. 1-3 


The Tenth Annual Conference of 
the International ‘Association of 
Electrical Leagues will be held at 
the Morrison Hotel, Chicago, 
November 1, 2, and 3, according to 
O. C. Small, secretary. 

In deference to the wishes of a 
majority of the conferees, the meet- 
ing will be restricted primarily to 
league*managers and will deal with 
the day-to-day operation of an elec- 
trical league, including discussion of 
various types of activities in which 
leagues might engage. In the past, 
prominent speakers from _ other 
branches of the electrical industry 
have given prepared addresses. 

Victor W. Hartley (California) 
who fills the office of president, va- 
cated by E. P. Zachman (Cincin- 
nati), has appointed A. J. Morrison 
(Philadelphia) chairman of the Pro- 
gram Committee. 


NOVEMBER, 


Maytag Buys Stock 
in Globe American 


The Maytag Co. of Newton, Iowa, 
manufacturers of domestic washing 
machines and ironers, recently pur- 
chased a substantial minority interest 
in Globe American Corp. of Kokomo, 
Indiana and Macomb, Illinois, manu- 
facturers of gas and electric ranges, 
oil heaters, brooders and poultry rais- 
ing equipment. 

The announcement was made by 
Fred Maytag II, president of May- 
tag, at the same time that he denied a 
rumor to the effect that a merger of 
the two companies was in progress. 

“We have purchased the holdings of 
certain minority shareholders in Globe 
American Corporation, but no merger 
is involved nor is any contemplated,” 
he said. 


Reorganization of Board 

Concurrently, Alden P. Chester, 
president and general manager of 
Globe American, announced the resig- 
nation from the company’s Board of 
Directors of W. Dow Harvey, D. C. 
Plummer, Herman D. Smith, Abner 
J. Stilwell, D. B. Tolley and Dudley 
Cates. 

The following were elected in their 
place: Fred Maytag II, George M. 
Umbreit, executive vice-president and 
treasurer; Roy A. Bradt, vice-presi- 
dent in charge of sales; J. G. Gamble, 
general counsel, all of The Maytag 
Co.; also Alvin G. Sherman, vice- 
president of Globe American; and 
Paul H. Durham, vice-president of 
Shell American Co. of Kokomo, Indi- 
ana. Mark A. Brown, vice-president 
of Harris Trust and Savings Bank, 
Chicago; Earl B. Barnes, general 
counsel, Indianapolis; and Alden P. 
Chester, president, Kokomo, Indiana 
remain on the Board. Mr. Brown 
was elected chairman. 


Officers 


Officers of the company are as fol- 
lows: Alden P. Chester, president; 
Alvin G. Sherman, vice-president; W. 
Dow Harvey, vice-president; D. B. 
Tolley vice-president; Earl F. Orem, 
secretary and treasurer, Arthur F. 
Gifford, assistant treasurer; Russell 
Ray, assistant secretary; Niota Wood, 
assistant secretary. 

The Executive Committee will con- 
sist of Mark A. Brown, Alden P. 
Chester and George M. Umbreit. 


1945—ELECTRICAL MERCHANDISING 


El 


Ay// WT 
| 3) | 
| 
| 
== 
> 
_ 
q 
tk 
| 


= 


this sensationally 


Coffee Maker—Auto- 
matic; No-filter Cloth. 
Saves Time... Saves 
Coffee. 


Roaster — Auto- 
matic; 22-Quart; 
Tel-tale Light. 


ct 
Iowa, OMPA 
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vashing ‘12 Waffle lron—Over- 
y pur- Built-in Po : flow Trough; Heat 
interest aa Indicator, 
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1 Globe @ Miracle holds a radically new “iron in the fire” . . . pointing 
merger 


plated,” double toward a radiant sales morrow for you. 
The FORE-N-AFT Twin Pointed Iron ...a speedy stream- 
lined iron headed for speedy selling popularity . . . eliminates 


Portable Mixer — 
5 ew 


Chester, Patented Beater. 


ger of reversing to get into small places... promotes tailored iron- 
of ing... equipped. with Wrinkle Finder Headlight ... fabric 


heat selector ...entire air-cooling...rests on side... it’s 


Dudley easier, speedier, lighter to handle. 
in their Like the whole line of Miracle appliances, this sensationally 


rge M. 
mt and new iron is designed and manufactured for popular selling 


2-Burner Grill — 
Streamlined; 4-heat. 


Flour 3 Times in 


Gamble, and long consumer service. 


n, vice- DELIVERIES TO BE ON ALLOCATION BASIS... 
Several Miracle Appliances are almost ready for 
delivery and others will follow in rapid succession. 


resident Toaster—Flip Type; 
S a A few MIRACLE FRANCHISES still available. Plastic Handles. 
gener 

P. Write for facts. 
Indiana 
Brown 


Steam 
matic; 
Vacuum Cleaner Wet or Dry. 

— Powerful Suc- 
tion; Revolving 
Brush. 
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Ball Grip Type 
M assager 


Weight— 
Os 


by 12 ounces 


De Luxe Monage: 


Sales Givislen ef MIRACLE PRODUCTS, 
CSTABLISHED 1925 
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Distributor-Dealers, with an eye to successful promo- 
tion of Stoker Lines will be interested in the many 
aggressive features of this NEW PEERLESS MERCHAN- 
DISING PLAN, which is entirely too broad in scope to 
detail in this message. 


You will be highly pleased with your Fire-Guard 
PROFITS resulting from the NEW PEERLESS MER- 
CHANDISING PLAN, supported by sales aids aplenty, 
thorough technical information, fully protected and re- 
spected territories, plus fast selling attractively priced 
stoker. 


While time-tested mechanical superiority is a prime 
requisite to the successful distribution of any device, 
quality must be combined with a MERCHANDISING 
PLAN attuned to post-war Distributor-Dealer require- 
ments in order to prove profitable. 


It has long been a proven fact... Peerless Fire-Guard 


Stokers have mechanical superiority — The King of 
them all. 


For full and com- 
plete information 
write Clarence A. 
Rundall, Manager, re- 
garding a Fire-Guard 
Stoker Distributorship. 
Very desirable terri- 
tories are still open. 


PEERLESS FIRE-GUARD STOKERS 


LOUISVILLE, KENTUCKY 
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MAYTAG OFFICIALS SEE PRODUCTION—Distributors of Maytag products, 


gathered in Newton, la., recently for a sales conference, went on a tour of tne 
factory and watched new Maytag washers come off the assembly line. Left to right: 
Verne Martin, general sales manager; Roy Bradt, vice-president in charge of sales 
and advertising; Herbert W. Hall, president, Maytag Northwest Co., Portland, Ore.; 
Walter Rogers, president, Maytag Southwestern Co. Dallas, Texas; Henry Perkins, 
sales Maytag Rocky Mountain Co., Colorado Springs, Colo.; Norman Olson, vice- 
president and J. R. Mickelson, president, Maytag West Coast Co., Los Angeles; 
Price Munson, president, Southern Maytag Co., Little Rock, Arkansas; F. G. John- 
son, president, Maytag East Coast Co., Jacksonville, Fla.; L. M. Bildstein, president, 
Maytag Rocky Mountain Co., Colorado Springs, Colo. 


Addition of an automatic type 
washer, and automatic clothes dryer, 
both gas and electric, a gas range and 
an electric frozen food locker to the 
Maytag line of household appliances 
was revealed recently by President 
Fred Maytag II. 

The announcement followed a series 
of conferences of Maytag branch man- 
agers and distributors held at the home 
office at which the new products were 
previewed. They will be added to the 
line of conventional type washers and 
ironers produced by the 50-year old 
company, which manufactured and 
sold more than 4,000,000 washers be- 
fore converting to war production in 
1942. 


Buys Range Firm 


The Maytag Co. recently purchased 
a minority interest in the Globe-Ameri- 
can Corp. of Kokomo, Indiana, which 
will produce Dutch Oven gas ranges 
exclusively for Maytag. Fred Maytag 
II, and Maytag vice-presidents George 
Umbreit and Roy A. Bradt have been 
elected to the Globe- American board of 
directors, 

No date has been announced as to 
when the new products will be made 
available to the public, although Presi- 
dent Maytag expressed an opinion that 
the gas range and the frozen food 
locker would be on the market about 
the first of the year. No date has been 
revealed as to when the automatic 
washers and driers will be ready for 
distribution. 


Dealer Shipments 


Samples of postwar models of May- 
tag conventional type washers have 
just been released to each of the more 
than 7,000 dealers representing the 
company throughout the United States. 
An immediate start was made after 
V-J day on reconversion and assembled 
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Automatic Washer, Dryer Among 
New Products To Be Added By Maytag 


Electric and Gas Ranges, 
Home Freezer Also Scheduled 


machines were stock-piled until enough 
had accumulated for simultaneous ship- 
ment to all dealers. 


G. E. To Acquire 
Premier Cleaners 


In a statement issued recently, Julius 
Tuteur, chairman of the board of 
Electric Vacuum Cleaner Co., re- 
ported that, subject to the approval of 
the stockholders of that company, the 
General Electric Co. proposed to ac- 
quire the entire business and assets 
of Electric Vacuum Cleaner Co. on 
October 31. 

In the event that the stockholders 
approve the merger, the Electric Vac- 
uum Cleaner Co. will be dissolved, and 
its plant will become a manufacturing 
division of the General Electric Co. 


Ralph Wilson Retained 


The Premier Division of Electric 
Vacuum Cleaner Co., in the event that 
the proposed merger is completed, will 
become a sales division of the Appli- 
ance and Merchandise Department of 
the General Electric Co. and will con- 
tinue to: market the Premier line of 
vacuum cleaners. Ralph B. Wilson, 
executive vice-president of Electric 
Vacuum Cleaner Co., would continue 
as active head of the Premier Division. 
Mr. Wilson stated that no changes in 
product, distribution policies, or per- 
sonnel were contemplated, and that 
existing franchise agreements of the 
Electric Vacuum Cleaner Co. would 
be taken over by the General Electric 
Co. 


| 
> 
| <—> 
‘vanes! 
| = 
= 
MANUFACTURING CORPORATION 
SmInce 
— 
LE 


WHEN YOUR CUSTOMERS SAY What New 


Housewives will soon be shopping you and your trikbroom and the Regina Electric Floor Polisher. 
competition. They will expect to see what is really These companion appliances have instant appeal 
new in postwar appliances—especially those that because they have the features the housewife is look- 
will make household work easier. Anticipate this ing for... and they're exceedingly attractive in price. 
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Fine Products for the Home since 1892 
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Electric Wall Clock. 
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“In use much longer than most.” Dealers 
say this too, “It’s a line that sells easy, gives 
little trouble after it’s sold. Customers do 
come back and ask for SUPER- LECTRIC 
when they’re ready to buy another electri- 
cal appliance.” Whether it’s an automatic 
iron, a toaster or any one of the dozen ap- 
pliances in the SUPER-LECTRIC line, 
when you sell it, you sell a customer a good 
value, a hard wearing servant, one that will 
remain “in service for a long time.’ 


Production lines are getting “rigged-up” 
after several years full capacity on war 
work so it won’t be long before shipments 
of SUPER-LECTRIC appliances will be on 
their way. In the meanwhile, why not set 
up the Sweet Sue display? Write for yours, 
they are free. 

Address your request to Superior 
Electric Products Corporation, Cape 
Girardeau, Missouri..“‘at the Cape.” 


PER? 


APPLIANCES 


SUPERZLECTRIC. 


ELECTRIC PRODUCTS CORP., CAPE GIRARDEAU, MO. 
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NEW FACES AT CONLON—Reseat appointments to key places in the Conlon Corp., 
s and ironers, announced by |. N. Merritt, vice. 
president and general manager, are, left to right, Roy E. Andree, director of sales, 
formerly with Mr. Merritt at Meadows and Thor; George D. Conlee, chief engineer, 
formerly of Meadows-Thor and more recently with the Henry J. Kaiser Co., Sperry 
Gyroscope and Bendix Aviation; and A. T. Blakemore, another Meadows-Thor alumnus, 
named special executive assistant at Conlon. 


NEW POSITIONS OF THE MONTH 


Evans Products Co. 


At a special meeting of the board of 
directors of Evans Products Co., Ed- 
ward S. Evans, Jr., was elected presi- 
dent to succeed his father, the late 
E. S. Evans, and Prewitt Semmes, 
secretary and general counsel of the 
company, was elected a member of 


the board. 


E. S. EVANS, JR. 


The new president had been chief 
executive of the company under his 
father for the past ten years, serving 
as executive vice-president, also as a 
member of the board. He is thoroughly 
grounded in all operations and man- 
agement of the company. 

With the company’s entry into na- 
tional defense production about six 
years ago, and later into total war 
production, Mr. Evans, Jr., headed up 
all those operations. 


Blackstone Corp. 


In announcing plans for the expan- 
sion of the Blackstone Corp., O. A. 
Lenna, president, recently confirmed 
the appointment of J. M. Wicht, for- 
merly of the General Electric Co., 
Bridgeport, as vice-president and man- 
ager. 

Mr. Lenna explained that the plans 
of this 74-year old company include 
not only new buildings and new equip- 
ment for the manufacture of home laun- 
dry appliances, but the expansion of 
their sales and merchandising depart- 
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ments to provide for a greater volume 
of postwar sales. The company is 
switching over from a policy of direct- 
to-dealer sales to territorially protected 
distributorships. 

For the past 134 years Mr. Wicht 
has been divisional manager of Gen- 
eral Electric’s Laundry Equipment Di- 
vision at Bridgeport, Conn. Prior to 
his association with G-E, he was vice- 


J. M. WIGHT 


president of the Winchester Repeating 
Arms Co. Earlier business experience 
includes management of a wholesale 
and retail electrical distributing busi- 
ness in New York City and before 
that, operation of a commercial laun- 
dry business, as owner. From 1942 
to 1945, Mr. Wicht was president of 
the American Washer and _Ironer 
Manufacturers’ Assn. 

Production of new washing machines 
at Blackstone’s modern Jamestown 
plant is scheduled to begin this month. 


Zenith Radio Corp. 


Harry J. Wines has been elected 
vice president of Zenith Radionics 
Corp. of New York, it was announced 
by J. J. Nance, vice president of Zenith 
Radio Corp., Chicago, of which the 
New York company is a wholly owned 
subsidiary. Wines has been general 
manager of the New York firm, which 
distributes Zenith products through the 
New York and New Jersey area, since 
its organization late in 1943. 
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Old Coal-Furnaces, or Boilers, give 
New Home-Heating Splendor as 


Stoker Fire-Bed 
“BREATHES” 


2\| Now anyone with any coal- 
furnace not in disrepair can 
waken on bitter-cold morn- 
ings to a house delightfully 
warm. And never again have drafty 
chill from room to room. Nor need 
to worry longer about temperatures 
first up to 90°, then soon after too- 
cool-for-comfort. This new type of 
coal stoker named Combustioneer, 
is a health and comfort sentinel. 


It fires automatically, by thermo- 
stat, in a way that now obsoletes old- 
fashioned coal-stoker operation. In- 
stead of merely “grinding in” coal, 
then leaving it to burn by hit or miss, 
Combustioneer feeds from hopper 
(or bin) to fuel-bed by gentle im- 
pulses. These impulses, as they stop 
and go, loosen and “free” the fire- 
bed—much as you do while burning 
leaves to get air throughout the pile. 


Combustioneer works the same 
way. Air that is forced in measured 
and metered amounts by Combus- 
tioneer’s exclusive Automatic Re- 
spirator reaches every burning par- 
ticle! So this pulsating “breathing” 
fuel-bed, a miniature “forge” in your 
furnace, extracts every possible degree 
of heat from every ounce of coal. 


You Can Actualiy SEE Its 
Pulsating Action 


It keeps the fire always under better 
control than a professional fireman 
could, even with the best of firing by 
hand. So coal is saved! Home tem~- 
peratures are uniform! And furnace- 
worry, constant shoveling, and the 
lugging of ashes are done! 


Thousands say they regret very 
much not having had their Combus- 
tioneer sooner. Thousands more 
place orders now for new Combus- 
tioneers. See your local Combustion- 
eer dealer. Send for our BIG “New, 
Glorious Home Heating and Econ- 
omy” COLOR BOOK FREE. It’s 
full of true-life pictures, modern 
examples, advice from Combustion- 
eer owners. You'll like it. Write us, 
no obligation, today! 


Home Heating Engineer 
THE STEEL PRODUCTS ENGIN. CO, 
1227 W. Columbia St. Springfield, Ohio 


this GM? 
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AUTOMATIC COAL STOKER 
“FOR HOMES, APARTMENTS AND FACTORIES 
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tional Magazin SELL 

e ~SEL 
Combustione itokers 
Dealers. Thi ust one af the 


tery helps enjoyed 
bustionesr Dealers. 


all stokers on the market only Cornbus- 
has these exclusive, patented 

Fire-Bed, “Pulsating™ 
and Automatic Respirator. 
which make stoker sales easier because 
pects see and understand their ibepstiliion 


advertising PRE- 
: clusive features for the Dealer 
and creatés public’ preference for 
bestioneer stokess, Furthermore, Combescion- 
eet’s brilliane array of tested selling helps and 
make stoker selling still 
easier by locating prospects, generatiny sales. 


For a.stoker deal that is absolutely fair and 
Square, that guarantees to protect Dealer 
profits, write Of wiré immediately. Dealer- 
ships are still open im some areas. Act now 
before it is too late! 


Cash lm THIS YEAR with 
Combustioner: 


PRODUCTS ENGINEERING co 
Coiumbie St. Springfield, Ohic 


Commercial Nee 

Home Models, includine bin-fed. for 

ranging in sige for Capacities from to : 
pounds of coal per hour. | 


« Dealers are Casni 
a 4 
Com 
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NEW POSITIONS OF THE MONTH 


Admiral Corp. 


L. H. D. Baker, vice-president, Ap- 
pliances Division, Admiral Corp, 
Chicago, has announced the appoint- 
ment of Harold D. Conklin as man- 
ager of the Appliances Division. Conk- 
lin joined Admiral in November, 1944, 


| International Detrola Corp. 


George A. Bodem has been elected 
a vice-president of International De- 
trola Corp. and has been placed in 
executive charge of sales of Detrola 
Radio Division, President C. Russell 
| Feldmann announced recently. 


ELECTRICAL REPLACEMEN 


4 


“ymin 


Heater Cone 
Element 3 sizes: 
660, 880 and 1000 
watts. 


TBS-! for 660 watt 
Single Heat 
Table Stoves. 


TBS-2 used for 
either 2 or 3 
heat switches 
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ELEMENTS 


Jiffy offers you the foremost 
line of electric resisting ele- 
ments in the country today. 


Jiffy makes it possible for you 
to obtain all electrical replace- 
ment elements from one 
source. These elements are 
manufactured of the finest ma- 
terials available to assure 
long-lasting dependable serv- 
ice. 


Because Jiffy elements are 
constructed to fit practically 
any type or size installation, 
they always have a ready 
market. For a fast selling, 
popular and profitable line, 
use Jiffy—‘the long-life ele- 
ment.” 


B-2 for various types 
of domestic table 
broilers. 


GEORGE A. BODEM 


Bodem has come to International 
Detrola from the Tung-Sol Lamp 
Works, Inc., Newark, N. J., resign- 
ing the position of general sales man- 
ager to accept his new post. In widen- 
ing Tung-Sol’s operations, particularly 
in the radio tube field, Bodem traveled 
extensively in this country and Europe 
and became well acquainted with the 
radio industry and its distribution 
problems. 

Appointment of Joseph Ruder as 
general purchasing agent of Detrola 
Radio Division was also announced. 
Ruder was a member of the purchasing 
staff of Crosley Corp. 


Bendix Home Appliances, Inc. 


- M. R. Rodger has been appointed 
utility sales manager of Bendix Home 
Appliances, Inc., South Bend, Ind, 
according to W. F. Linville, sales man- 
ager. 

Mr. Rodger has a background of 25 
years in the public utility field, the past 
8 years of which have been spent as 
customer service and sales manager for 
the Middle West Service Co., with 
headquarters in Chicago, Ill. Prior to 
that he was commercial manager for 


M. R. RODGER 


the Central Illinois Public Service Co., 
Springfield, Ill. 


H. D. CONKLIN 


as manager of the Electric Range Di- 
vision. 

This appointment will bring Conklin 
into active work on the Dual-Temp 
and conventional refrigerators, as well 
as the Electric Range Division. 


American Gas Machine Co. 


Appointment of L. E. Pearce as gen- 
eral sales manager of the American 
Gas Machine Co., Albert Lea, Minne- 
sota, was announced recently by J. W. 
Baillie, president. Mr. Pearce suc- 
ceeds J. M. Foxx, who recently re- 
signed. 

Mr. Pearce, prior to his appointment 
as sales manager, was for the past ten 
years the American Gas Machine Com- 
pany field sales representative in the 
Pacific Northwest and Inter-mountain 
territories, and resided in Seattle. 


White Products Corp. 


The appointment of William E. Ross 
as general sales manager has just 
been announced by G. E. White, presi- 
dent of White Products Corp. of Mid- 
dleville, Mich., manufacturers of White 
electric water heaters. 

In his new position Mr. Ross will 


WILLIAM E. ROSS 


also be responsible for nationwide d's- 
tribution and advertising. 
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The Modern Method 
Now Accepted by 
Leading Washing 
Machine Manufacturers. 
* Parts for All Makes 

gre Handled by 
Centralized Parts 


Jobbers Listed Below. 


nerican 


Experience has Proved 
That We are on 

The Right Road ...... 
A Saving of Time, 

Effort and Expense 

for the Service Dealer, 
and Relieving the 
Product Distributor 

of the Responsibility 

of Stocking Repair Parts. 


APPLIANCE 

PARTS 
JOBBER 
Ages TO 


intment 
ast ten 


e Com- See the Appliance 


in the Buy from a 

Parts Jobber SERVICE One-Stop Source 
Nearest to You. D “ Z ob 

E. 


| APPLIANCE JOBBERS ASSOCIATION, INC. 


a 1015 Dime Building, Detroit 26, Mich. A National Organization. Phone: Cadillac 5333 
MOUNT AIN DISTRICT EAST CENTRAL. DISTRICT 
Master Ejiectrie <2 State St, Batt Leake C ity 1%, Utah Akran Washer Parts 116 East Buch 
gnge St., Akrom 4, Ghic 
Rey Jenes Washing M Parts & Service Ca, 376 Sway. 5. Denver 9, Cals. Allied Parts 556 W. Manumeant Ave., 
SOUTHERN DISTRICT Ameriean Electric Washer Co., 1766 East Cleveland 5, 
Wallace Johnston Ce, 700 Union 2, F Appliance Parts Company, 123 East New York St., Indinnapolis 4, Ind. 
Fearsol Appliance Company, 2010 Commeres Dallas 1, Teuns Detroit Appliance Parts Co.. 4770 Grand River Ave., Detroit Mich 
Pritchard Ele 23 Se. Walker St., City 4, Okla. Finch’s Washer Ports Co., 432 Division Ave., Se. Greod Rapides 3, Mich. 
Retrigeration Sy 1831 W. Broad £t., Richmond 20, Va. Home Electric Co., 26-28 East Front Youngstown 
United Washington Ave, Houston 10, Texas Kiinker Brothers, 903 Race Cincinnati 2, 
Peareol Appliance Co., 2122 Euclid Ave., Cleveland 15. Ohio 
NEW ENGLAND DISTRICT Servall Company, 3572 Gratiot Avenue, Detroit 7, Mich. 
The Domestic Appliance bys > 146 Grand St.. Waterbury 5, Conm 
C. J. Roberts Eng. Co., 48 Dwight Sty Springfield 3, Mosx. WEST CENTRAL DISTRICT 
The Geod Housekeeping Shop, 126 Dartmeuth St.. Boston 16, Mase. 
Dennis Refrigeration Supply, 359 Wesley Way, is, lewa 
EASTERN DISTRICT The Jesse Company. 2440 47 
Electric Wareh Eid Philadelphia 40. Mar-Cone Co, Franklin Ave t 1, Mo. 
trical Center, 214 Tenth St » Washing 4, Midwest Appliance Parts Ce., 2722 Weat Division Chicago 22, i. 
Keystone Washer Parts Co, 643 Arch SE, hia Pa. Minnesota Parts Co. 189% West Seventh St. St. Poul 2, Minna. 
Phelan Sons, 52 Weat Broedway, New. 7, N O'Dell Parts & Service Co., 327 North Main Wichita 2, Kenses 
ie Electric Sorvice Ca. of Penn. 76% Aree St, 6, RK. and & Parte Ce., 2120 North Twelfth St, Milwausee Wisconsin 
Refrigeration Sayply Ca, 267-278 Boas Harris): Refrigeration Equipment 1430 Walnut Kansas City © 
Washer'’s Sales Senvice Coy, 10-12 Federal Bt, Nort dias. Pittehargh. 12, andherg SIG W est venty 
Paste Services 165-150 Srate ‘. Wash Machine Peris and Sciex Co, 4119 Ave. St. Lovie Me 
wide <is- 
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} WASHING 
- MACHINE | 
"1 MANU- 
FACTURER 
aN TO 
y 
presi- 
of Mid- | 
f White 


Polished to a SILVER FINISH! 


. .. they remove the top and 
have a handsome well and tree 
platter for table serving. 
HOLLIWOOD Electric Table 
Broilers are coming off the line 
faster than ever and soon we'll 
be able to supply the ever in- | 
creasing demand. It won’t be | 
long now and you'll be able to 
get all you need of this fast-sell- 
ing appliance. Prepare now to 
eash-in on the steady sale of 
HOLLIWOOD Electric Table 
Broilers that everyone wants. 
They’re worth waiting for. 


No wonder so many women 
want and buy the beautiful 
HOLLIWOOD Electric Table 
Broiler. It’s so distinctive .. . 
so good looking on the table. 
And it brings out the real good- 
ness — the delicious flavor of 
broiled steaks, chops, and other 
food. 

Women are proud of the ham- 
mered cast aluminum table 
broiler because it’s polished to 
a silver finish. When the meat 
is done . . . just right every time 


IT SERVES YOU RIGHT 


FINDERS MANUFACTURING CO. 


NEW POSITIONS 


OF THE MONTH 


3669 S. MICHIGAN AVE., CHICAGO 15, ILL. 
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General Electric Co. 


The General Electric Co. recently 
annnounced the following appoint- 
ments in the appliance and radio divi- 
sions : 

J. M. Lang has been appointed mana- 
ger of the Ken-Rad division of G-E’s 
Electronics Dept., with headquarters 
at Owensboro, Ky. Mr. Lang has been 


assistant manager of the division. 


J. M. LANG 


A. J. Brock has been appointed 
manager of G-E’s Home Bureau. He 
was formerly sales manager of James 
& Co., G-E distributor in St. Louis. 


GRACE PENNOCK 


Miss Grace L. Pennock, formerly di- 
rector of practical research for Bendix 
Home Appliances, Inc., has joined the 
staff of the G-E Consumers Institute. 

M. J. Young, district representative 


for G-E’s household refrigerator divi- - 


sion, has been transferred to Bridge- 
port, where he will be in charge of G-E 
home freezer sales. 


Refrigeration Division 


W. B. Hill has been appointed mana- 
ger of manufacturing for the household 
refrigeration division of G-E. 

H. E. May becomes supervisor of the 
commercial service section of the 
household refrigerator division. 


Home Laundry Division 


G. C. Mapelsden has been named 
quality control engineer for the new 
quality control section which has been 
set up by G-E’s home laundry equip- 
ment division. 

T. T. Woodson has been appointed 
designing engineer for the home laun- 
dry equipment division. 

E. A. Wagner becomes engineer of 
the home laundry equipment division. 


NOVEMBER, 
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Other Appointments 

R. P. Allison, Jr., has been named 
manager of G-E’s Poughkeepsie 
Works. J. F. Young has been ap- 
pointed engineer of the advance engi- 
neering section of G-E’s Appliance & 
Merchandise Dept. 

J. H. Powers has been appointed 
engineer of G-E Disposalls. 

W. C. O’Connell has been appointed 
engineer of kitchen cabinets. 

L. F. Kummel has been made sales 
manager, underfloor distribution sys- 
tems, of the conduit products division, 

Ralph C. Dean has been appointed 
sales manager of the conduit prodycts 
division. 

W. S. Hay has been made sales 
manager of the York Wire & Cable 
Division of G-E’s Appliance & Mer- 
chandise Department. 

G. H. Wotring has been appointed 
engineer of automatic dishwashers. 

J. V. Lindstrom has become quality 
control engineer for the automatic 
blanket and sun-lamp division. 


Graybar Electric Co. 


According to an announcement by 
A. H. Nicoll, president, Harold P. 
Litchfield will on November 1 assume 
the duties of assistant general sales 
manager. He will supervise all sales 
contacts with the General Electric 
Co., including its Lamp Division, and 
have charge of Graybar sales in light- 
ing, lamps, power apparatus, marine 
and signaling, reporting to G. F. 
Hessler, vice-president. The announce- 
ment was made at a luncheon given in 
honor of Mr. Litchfield’s 30th anni- 
versary of service. 


E. F. Murray Promoted 


Effective November 1, E. F. Murphy 
wil! take over Mr. Litchfield’s duties 
on national accounts. He will make 
his headquarters in the executive offices 
and continue the activities he formerly 
carried on as Eastern commercial sales 
manager in addition to his new na- 
tional accounts assignment. 


L. J. Olivier Appointed 


L. J. Olivier has been appointed 
merchandising manager for the Gray- 
bar Electric Co. in New Orleans. 

For the past 18 years he has been 
associated with the Louisiana Power 
and Light Co. in New Orleans. 


H. M. Transferred 


H. M. Nazor has taken over the ac- 
tive management of Graybar’s Akron, 
Qhio, Branch according to a statement 
by A. H. Nicoll, Graybar president. 
He began his career with the company 
in 1936 at Louisville. He moved to 
Cincinnati in 1940 where he remained 
until now. 

K. B. Mayer, until recently manager 
at Akron, has been transferred to Chi- 
cago, where he will supervise Rural 
Lines Department activities. 


Vern Brown Appointed 


Vern A. Brown recently returned to 
the Graybar Electric Co. as St. Louis 
sales promotion manager in the Mer- 
chandising Department. In this new!y- 
created position he will coordinate 
manufacturers’ sales plans with Gray- 
bar distribution in the St. Louis area. 
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THIS NEW 
MIGHTY MIDGET 


has changed the lives. 
of this whole family of 


“MINI-MAX” BATTERIES 


The four batteries shown above are approximately 24 of actual size 


a BEFORE PEARL HARBOR, battery construction prin- 


‘ciples developed by National Carbon Company were making 


possible new strides in portable radio and electronic equip- 
ment. Then came the war. The company was called upon to 
develop even more radical improvements in battery construc- 
tion to meet the needs of light and extremely portable mili- 
tary communications of all types, and so the tiny 221/2 volt 
“Eveready” “Mini-Max” “B” battery was born—a battery 
well under half the size of anything of-comparable voltage — 
easy to carry as a match box! 

This is what this new, improved battery construction 
means. It means a brand new line of portable radio equip- 
ment — equipment that will give the idea of the “personal 
radio” an entirely new meaning. It makes possible radio sets 
for individual use—sets so small that they can be slipped into 
the pocket of a vest, or carried in a woman’s handbag. Porta- 
ble radio business will not merely pick up where it left off 
December 7, 1941. It will be years ahead of itself. 

Engineers and designers are already aware of the possi- 
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bilities of this new battery. They are already at work on 
new radio and electronic devices which exploit its portabil- 
ity. And at this time may we invite all these creative men 
to avail themselves of our experience, our laboratories and 
to consult with our engineers. National Carbon Company, 
Inc. extends to you complete cooperation. 


The words “Eveready” and “Mini-Max”’ are registered trade-marks 
of Nati 1 Carbon C y, Inc. 


Now that radio batteries are back again, National Carbon 
Company is offering an extremely useful new Portable 
Radio Battery Replacement Guide. Write for your copy 
today to our nearest Division Office listed below. 


NATIONAL CARBON COMPANY, INC. 
Unit of Union Corbin Carbon Corporation 


General Offices: NEw YorK, N. Y. 


Division Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, 
Pittsburgh, San Francisco. 


No. - 
NJ é READY No. 467 . 
B x FOR L E he 4 CF 
Gray- 
ns. 
= 
Power 
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What’s Coming 


from 


UTILITY? 


You can definitely count on the 
new products we will introduce in the 
home appliance field to set high rec- 
ords for turnover and dealer profits. 
Our present line of heating, cooling, 
and air-moving appliances, and the 
new ones now being added, will be- 
come available in plenty of time to 
help you cash in on the greatest pent- 
up consumer demand in history. 


UTILITY APPLIANCE CORP. 


Formerly Utility Fan Corporation 
4851 S. Alameda « Los Angeles 11, Cal. 


Manufacturers of the famous Utility Evap- 
orative Air Coolers (the original Dezert 
Kooler), Fans, Blowers, Floor Furnaces, 
Forced Air Furnaces and Fan-Equipped 
Space Heaters (console type). 
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NEW POSITIONS 


OF THE MONTH 


Duo-Therm Division 
Motor Wheel Corp. 


J. Gower Chapman, who has been 
associated with the Duo-Therm Di- 
vision of Motor Wheel Corp. for the 
past 16 years, has been named sales 
manager for the company, according 
to M. F. Cotes, vice-president. Before 
the war, Mr. Chapman served as Duo- 


J. GOWER CHAPMAN 


Therm district manager for a group of 
mid-western states. 

Duo-Therm also announced the fol- 
lowing district manager appointments : 
B. F. Burkholz, formerly with Morley- 
Murphy Co., Milwaukee, for the West- 
North-Central district; J. K. Nelson, 
former Duo-Therm engineer, for the 
Ohio Valley territory; F. L. Blank, 
formerly with the Carolina Sales 
Corp., Greenville, N. C., for the East- 
South-Central territory; George H. 
Phillips, former Duo-Therm sales 
engineer, for New England and a 
large part of New York state. 

Lieutenant J. C. Carlton, for more 
than two years with the U. S. Navy, 
has assumed his former duties as West 
Coast district manager. 


Art Metal Co. 


Announcement of the appointment 
of Henry G. Clum as sales manager 
for The Art Metal Co., Cleveland 
lighting and germicidal fixture manu- 
facturer, has just been made by George 
E. Glatthar, president. 


HENRY G. CLUM 


Associated with the Jersey Central 
Power and Light Co. for 16 years, Mr. 
Clum began as a lighting specialist at 
Morristown, N. J., and was promoted 
to manager of the lighting department 
in charge of design and promotion of 
all phases of lighting application. 


NOVEMBER, 


Iceberg Refrigerated 
Locker Systems, Inc. 


Ross R. Smith, president of Icebere 
Refrigerated Locker Systems, Inc., a1- 
nounces the appointment of Sam C. 
Mitchell as general sales manager, 
effective immediately, with headquar 
ters in the Empire State Building, 
New York. 


SAM C. MITCHELL 


Mr. ‘Mitchell was sales and promo- 
tion manager of the Hamilton Radio 
Corp. and previously director of sales 
promotion and advertising of Kelvina- 
tor and then Western sales manager 
of the Crosley Corp. 


Schick, Inc. 


Paul H. Hill has been appointed 
general sales manager of Schick In- 
corporated, it was announced recently 
by K. C. Gifford, president. Mr. Hill 
assumes the responsibilities handled 
in the pre-war period by Mr. Gifford, 
during which time the company re- 
gained first place in the electric shaver 
industry. 

Mr. Hill’s start in the electrical 
field was with a merchandising dis- 
tributor in 1927 and five years later he 
became sales manager of the company. 
A similar assignment with a sales 
engineering company followed and in 
1939 he opened his own business. He 
later sold out his interest to become 
sales supervisor of Builder Sales for 
Westinghouse. 


PAUL H. HILL 


In 1943 Hill joined the Schwarze 
Electric Co. at Adrian, Mich., as gen- 
eral sales manager, and when this 
company was absorbed by the Faraday 
Electric Corp. he became a director 
and vice president in charge of sales 
for the latter company. 
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STOKOL dealers find that practically 
any prospect for a Stoker is a pros- 
pect for a STOKOL Stoker. The wide 
range of models and capacities using 


all types of coal meets just about every 
heating requirement. The combination of 
STOKOL Stoker performance and prospec- 
tive customers offers great profit possibili- 
ties to STOKOL dealers. Why not join 
them? Send the coupon today. 

STOKOL STOKER Company, 

Inc., Indianapolis 7, Indiana. 


STOKOL STOKER CO., INC. 
1145 E. 22ND STREET., INDIANAPOLIS 7, IND. 


Gentlemen: Send details of Stokol profit possibilities for 


me as a dealer, 
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THERE IS A BIG MARKET 
FOR THIS FLOOR FURNACE 


Right in Your Own Community 


The H. C. Little 
Oil-Burning Floor 
Furnace Has More 
Exclusive Features, 
Greater Consumer 
Appeal and a 
Better Record of 
Satisfactory Service 
than any other Oil- 
Fired Floor Furnace 
on the Market 


HERE'S PROOF OF THAT STATEMENT 


1 Compact Factory Assembly — A complete heating 
package, can be merchandised like any other major appliance. 


2 Easy installation — No basement, no ducts, no sheet 
metal work required. 


3 Better Appearance — Nothing visible at the floor 


level except a neat register. 


4 Better Heat Distribution — Draws cool air from 
floors, distributes warm air evenly through living zone, 
eliminates stratified temperature levels. | 


5 Trovble-Free Burner Operation — Nothing to get 


out of order; no motors, no blowers, no moving parts. 


6 Leow Fuel Cost — Burns low-cost #3 furnace oil at 
high efficiency. 


7 Exclusive Electric ignition — Patented electric ignitor 
of amazing simplicity provides completely automatic oper- 
ation, thermostatically controlled. 


PIONEERING LEADERSHIP 
H. C. Little not only pioneered the first successful oil-fired 
floor furnace, but has constantly improved it. This was the 
first unit of its type to be listed by the Underwriters’ 
Laboratories, the first with Thermo Limit Control, the first 
with ELECTRIC IGNITION (still an exclusive feature). 


No wonder we say, “There is a big market for this 
floor furnace, right in your own community”. 


WRITE FOR ACOPY of “How 

To Get Real Profits in Postwar 

Heating” and learn more about 
this outstanding unit. 


Dept. 11M, San Rafael, Collif. 
Factory Representotives in Priecipe! Cities 


The Greatest Name ia Low-Cost 
Automatic Oil Heat for Small Homes 
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URNER CO. INC. 


HOWARD L. CLARY 


JOHN P. MORGAN 


HARRY J. HOLBROOK 


NEW POSITIONS 


OF THE MONTH 


Norge Division 
Borg-Warner Corp. 


Three important appointments to the 
company’s headquarters sales staff have 
been announced by M. G. O'’Harra, 
vice-president and general sales man- 
ager of the Norge division of Borg- 
Warner Corp. Howard L. Clary was 
named sales promotion manager; 
Harry J. Holbrook, manager of elec- 
tric range sales, and John P. Morgan, 
southwest central regional sales man- 
ager. 

With their new appointments, Clary 
and Holbrook return to private busi- 
ness after three years with the War 
Production Board in Washiggton. 
Morgan relinquished his wartime du- 
ties last November. 

In 1927, Clary went to work for 
Ludwig Hommel Co., Pittsburgh, and 
sold Norge appliances for that firm 
until his affiliation with the WPB in 
1942. When he went to Washington 
he was assigned the task of organizing 
the stockpile of 700,000 refrigerators 
then on hand throughout the nation, 
and handled the distribution of these 
refrigerators. 

Holbrook, in 1934, became sales 
manager of the appliance department 
of the R. H. Macy Co. in New York 
after managing the resale department 
for Rex Cole, appliance distributor in 
the same store. In 1937, he accepted 
an appointment as district manager for 
a Norge affiliate, which position he 
maintained until joining the WPB in 
1942. 

Morgan was a salesman for a Kan- 
sas City distributing company, and in 
1926 was made sales manager. In 


1930 he joined Detroit Vapor Stove as 
regional sales representative covering 
Missouri, Kansas, Oklahoma, Ne- 
braska, Colorado and parts of Arkan- 
sas and West Texas—virtually the 
same territory he will have charge of 
in his new position. 


Casco Products Corp. 


Bert G. Cochrane, vice-president and 
sales manager of Casco Products 
Corp., Bridgeport, Conn., announced 
recently the appointment of Wallace 
R. Powell, as assistant sales manager 
of Casco. 

Mr. Powell was formerly manager 
of apparatus sales for the General 
Electric Supply Corp. in the Philadel- 
phia district. 


Bendix Home Appliances, Inc. 


Kenneth Davis, Robert Lowery and 
Gene Hill have been added to Bendix 
Home Appliances, Inc. advertising 
staff, under advertising director, Wal- 
ter J. Daily. 

Mr. Davis severed a 15-year alli- 
ance with General Electric, which 
started in 1930 at Cleveland, Ohio. Mr. 
Lowery joins Bendix after ten years 
association in the Graphic arts and ad- 
vertising fields, spending the last three 
and one half years with the Kawneer 
Co., Niles, Michigan. Mr. Hill, is 
not -new in the Bendix organization. 
He was transferred to the advertising 
department from his war-time duties 
in the engineering department. 


Bendix Home Appliances Advertising Appointees 


GENE HILL 
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ROBERT LOWERY 


KENNETH DAVIS 
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ALCO has been awarded for the 
fitth time the Army-Navy “E”’ 
Award for continued excetience 
in quantity and quality of 
essential war production. 


AMERICAN LAVA NO 


BODY NO. A196 


Ze. 


CORPOR 
AS, TEMWESSEE, 


MARK OF QUALITY 


HE new ALS:1Maa labels 
a new convenience 
in parts identification for our 
customers, But more than that, 
they are the mark of insulators 
made to the highest known 
standards of quality. 
Rely on ALS1Mac—the foun- 


dation of quality equipment in 
the electronic and electrical field. 

AtS1Mac Steatite Ceramic 
Insulators are custom-made to 
your specifications. High speed 
production is usually possible 
with pressed and extruded parts. 
Inquiries are invited. 


AMERICAN LAVA CORPORATION 
CHATTANOOGA 5, TENNESSEE 


43RD YEAR OF CERAMIC LEADERSHIP 
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@ 1945, THE CONDE NAST PUBLICATIONS INC. 


There was no doubt about the host’s good 
taste; his Napoleon brandy and Upmann cigars 
proved it. But the guests were somewhat 
startled by his new electric clock. Against a 
1917 setting of fumed oak and fringed lamp- 
shades, it was as surprising as wartime farmer- 
ettes. Still, everyone agreed, there was some- 
thing in a clock that ran by itself...and it was 
a good idea to keep up with the times. 
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House & Garden readers are the people who 
buy new things first, start trends in living. 
Heads of House & Garden families are people 
of influence. 59% are executives and profes- 
sional men; 33% are officers or directors of one 
or more companies.* The positions they hold 
mean influence. The incomes they earn mean 
sales. Let this entering-wedge market launch 
the sale of your product. 


*HOUSE & GARDEN SURVEY 


louse Garden 


sells America’s entering-wedge market 


NEW POSITIONS 
OF THE MONTH 


Sperti, Incorporated 


The appointment of John J. Fitz- 
patrick to the position of vice-president 
was made by Sperti, Incorporated, 
Cincinnati manufacturers of electrical 
appliances. Mr. Fitzpatrick continues 


JOHN J. FITZPATRICK 


in his capacity as director of that firm’s 
Appliance Division. 

Edwin F. Moran, manager of the 
Electronics Division for Sperti, has 


EDWIN F. MORAN 


been appointed departmental vice-presi- 
dent of that company. 

Makers of numerous wartime elec- 
tronic equipment for the Army and 
Navy, Sperti, Inc., has now recon- 
verted to the manufacture of their pre- 
war and post-war ultra violet devices. 


Stromberg-Carlson Co. 


E. S. Germain, manager of the Pa- 
cific Coast radio division for the 
Stromberg-Carlson Co., announced re- 
cently that William C. Miles of San 
Mateo, Calif., has been appointed a 
radio sales representative in the com- 
pany’s San Francisco branch office. Mr. 
Miles previously was employed by 
Westinghouse in Mansfield, Ohio, Se- 
attle, Wash., and San Francisco, Cal 


B. C. Electric Ry. Co. 


W. C. Mainwaring, vice-president, 
has announced the appointment of 
~Douglas R. Heritage to the position o! 
merchandise manager of the B. © 
Electric Railway Co.’s New West- 
minster, B. C. branch office. Mr. Heri- 
tage succeeds Harold Stewart, who 
recently rejoined the company’s Van- 
couver dealer development staff. 
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For sale: The Heating Pad Concession on Saturn 
Don’t crowd now. Atomic energy and interplane- No matter what tomorrow brings, people will 
tary travel aren’t quite here yet, but even if they always be people. And the company to bet on is the 
were, what would you find? Beings who doubtless company that makes everyday conveniences better. 
-presi- eat, sleep, breathe—and have muscular pains that 
need to be relieved by local heat. Take Casco, for instance. We make: 
elec- 
| 
lone A HEATING PAD THAT’S BETTER FOR THE CONSUMER 
@ 30 fixed heats. 
© “Nite-Lite” switch—lights up so that the temperature can be “tuned-in” 
in the dark. 
© Wetproof cover—allows pad to be used safely over wet packs. 
e Pa- NOTE: This is our top pad. Casco gives you a complete heatiny pad 
r the line with a definite consumer jmprovement for each price step-up. 
More Casco heating pads are being made and marketed right now 
ed re- than almost all others combined. 
f San 
BACKED BY TREMENDOUS NATIONAL ADVERTISING AND DEALER HELPS 
Look for the new Boris Artzybasheff series in top national magazines | 
starting with the November 26th issue of Time. No other heating pad 
S.. in the world has ever been so extensively advertised and promoted. 
Cal Casco Products, Inc., Bridgeport 2, Connecticut. 
wate ae 
sident, 
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ion of For new and unusual contributions to better living 
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Heri- 
who 
Van- 
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“LOOKS LIKE IT’S TIME WE TOOK ELMER OFF RANGE-DEMONSTRATING |” 


Look to Graybar’s Merchandising Men 


for new appliance-selling methods 


RAYBAR’S Merchandising Specialists offer you the benefits of 
many years’ experience in appliance-merchandising — plus 
intimate familiarity with the most modern, most effective selling 
methods. Graybar-distributed appliances and radios are easy to 


sell. Graybar selects only 


RADIO, RADIO-PHONO, 
AND TELEVISION SETS 


| 


MAJOR APPLIANCES 


those lines which (1) are 
products of responsible manu- 
facturers, (2) have features 


of universal buy-appeal, (3) 


are promoted by effective con- 
sumer advertising. We help 
our dealers make the most of 


these advantages! Graybar 


Electric Company — in over 
80 principal cities. Executive 
Offices: Graybar Building, 
New York 17, N. Y. 


SMALL APPLIANCES 


4581 
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DISTRIBUTION IS MERCHANDISE 
and Wen 


& 


Meet Carl Haller, our District Merchan- 
dising Manager at Cincinnati — one of 
the Graybar specialists throughout the 
nation who are helping dealers with 
sales techniques, display, and personnel 
training. 

During 22 of his 23 years with us, 
Carl has applied his talents to the mar- 
keting of appliances and radios. 

Does he look something like a high- 
school principal? Well, he was — back 
in 1916-18. {hen Carl operated his 
own distributorship for four years be- 
fore joining Graybar. 

He's a past-president of the Cincin- 
nati Electrical Association. 


Merchandising Department 


NEW POSITIONS 
OF THE MONTH 


Westinghouse Appliance Division 

The appointment of Vernon E, 
(Sam) Vining, nationally-known re- 
tail merchandise selling authority, as 
appliance merchandise consultant for 
the Westinghouse Electric Appliance 
Division, Mansfield, Ohio, is an- 
nounced by T. J. Newcomb, sales man- 


“ager. 


“SAM” VINING 


Mr. Vining is widely known in the 
electric appliance field as a consultant, 
author and speaker. During the war, 
he has worked as a consultant to the 
U. S. Treasury in the sale of war 
bonds and developed the famous 
Shangri-La flat top war stamp cam- 
paign. His war bond radio broadcasts, 
entitled “Helen and I,” were run on 
nearly one hundred stations. 

During his assignment with the 
Treasury, Mr. Vining continued his 
work with private industries as well as 
his work as a speaker and writer. He 
is now a $1 a year man for the 
Treasury. He was with Westinghouse 
from 1933 to 1940 in various appliance 
sales posts and it was in the latter 
year that Mr. Vining resigned to enter 
the merchandising field as a consultant. 


Home Radio Sales Staff 


Appointment of W. S. Lefebre, for- 
mer western sales manager of the 
Philco Corp., as assistant sales mana- 
ger of the Westinghouse Home Radio 
Division, Sunbury, Pa., was announced 
recently by Harold B. Donley, manager 
of the Division. 

Mr. Lefebre’s interest in radio dates 
from the early 20’s when he became 
one of the nation’s first manufacturers 
of loudspeaker equipment. 

In 1930 he joined the sales staff of 
the National Radio Union Corp., and 
for three years—from 1931 to 1934—he 
was traveling merchandising and sales 
promotion representative for the na- 
tional radio department of Sears, Roe- 
buck & Co. He joined Philco in 1934. 

Appointment of W. S. Winfield as 
chief engineer of the Home Radio 
Division, Westinghouse Electric Corp., 
was announced recently by Harold B. 
Donley, manager of the Division. 

Mr. Winfield has been closely iden- 
tified with the radio and television 
industry since 1929, and has made 
several important contributions to basic 
receiver circuit development and <e- 
sign. He comes to Westinghouse after 
eight years with Colonial Radio, Bui- 
falo, during which he perfected a low- 
noise converter system and other elec- 
tronic innovations. 
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() The alien corn... of the Biblical Ruth would 


seem no more strange to the old time farmer than 


\ 
) Ve today’s Iowa field of perfect rows of even height 
} wil and unblemished ears... the hybrid corn. 


Oe igs Pure strains inbred for six or seven years are crossbred 


three more years and the two crosses double-crossed 


to give hybrid seed with the best traits 


of four pure grandparent strains. ; 


Ten years of prodigious labor and patient 
hand pollenization produced the hybrid... 


of larger size, faster growth, sturdier stalks 


to withstand wind and weather, stronger pest 


resistance, yield of 15% to 20% more per acre 


... of superior flavor, richer in proteins and oils, better source of 


sugar, starch, adhesives, plastics. Uniform height makes machine 
picking possible, cuts harvesting time in half... Barely known a 
decade ago, today a billion dollar business! 


For ten years hybrid corn has been standard subject matter 


in SuccessFuL FARMING, as is every new idea, product, or 


technique for better farming or better farm living . . . Research, 


investigation, first hand reporting, demonstration and reiteration in 


SF pages—plus time—make the radical idea routine, turn laboratory 


projects into operating profit...make SF serviceable and significant 


to the best farm group in the world today. Reaching 43% of all farmers in 


the thirteen Heart States, plus Pennsylvania and 


New York, SuccessFuL FARMING’s more than a million 


subscribers have the largest investments, most 


valuable crops, biggest bank balances, highest living 


standards, and widest margin of security... represent 


the best prospect field, both present and potential, for the 


electrical appliance and machinery manufacturer— 
include a huge domestic and industrial market... too large and too important to ignore 
in the plans and schedules of electrical advertisers. Ask any SF office 

for the facts! ...SuccessruL Farminc, Des Moines, New York, 


Chicago, Atlanta, San Francisco, Los Angeles. 
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AT THINGS 


MIDWEST 


Kitchen-Kralt . . . a wonderful new line of 
steel kitchens is on the way. “Better-built” 
by Midwest, long known as manufacturers 
of fine refrigerator cabinets. Find out now 
what Kitchen-Kraft can mean to you in 
profitable volume. 


KITCHEN-KRAFT 
SINK UNITS 

Like all Kitchen-Kralt 
units, the sink cabinets 
are beautifully finished 
in glistening, high-bake 
refrigerator enamel. 
Single or double sinks, 
porcelain enameled in 
Midwest's own porce- 
lain plant. Complete, 
ready to install. 


KITCHEN-KRAFT 
BASE UNITS 


KITCHEN-KRAFT 
WALL CABINETS 

For use over Base Cabinets, 
stoves and refrigerators. Sizes 
to fit any kitchen. Adjustable 
shelves. Hardware heavily 
chrome plated. 


Many drawer and door combina- 
tions. Ample toe room at the base. 
Drawers slide at the touch of a 
finger. Wide selection of sizes. 


KITCHEN-KRAFT 
UTILITY CABINETS 
Fit perfectly with other Mid- 
west units. Available as 
broom closets or storage 
cabinets in a variety of sizes. 
Adjustable shelves. 


MIDWEST MFG. COMPANY 


GALESBURG, ILLINOIS 


. Chicago ...911 Furniture Mart New York 


«206 Lexington Ave. 


STEEL KITCHENS 
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NEWARK SEES FIRST IRONRITE IRONER—The first lronrite ironer to be received 
in the Newark area arrived at the New York airport recently, having been shipped 
by air express for private showing. William T. Hunt, manager of Igoe Brothers, Inc., 
lronrite distributor for the New Jersey territory, announced that he expected 
dealer deliveries in a short time. Left to right are: Harold Osman, salesman; Peter 
Igoe, Jr., Igoe Brothers executive; James Ogden, salesman; Sid Thompson, sales- 
man; Mr. Hunt; John Campli, credit manager; Elizabeth Pickett, lronrite home 


service adviser; 
director of lronrite. 


George Playford, Ironrite division manager; 


Kathleen Arndt, 


G.E. to Sponsor Big New York 
“Victory Lighting Jubilee” 


What promises to be one of the 
most comprehensive lighting exposi- 
tions in the history of the industry— 
sponsored by General Electric’s Lamp 
Department and called the “Victory 
Lighting Jubilee’—will be held in 
New York City at the 7th Regiment 
Armory, November 26 through the 
30th. 

The 5-day exposition will bring 
together under one roof a representa- 
tive cross-section of the lighting fix- 
ture and portable lamp _ industries. 
Virtually every manner of fixture de- 
signed for commercial, industrial and 
residential needs will be featured in 
the exposition 


Stryker Conceives Event 


The event was conceived by E. 
D. Stryker, sales manager of lighting 
equipment promotion for G. E. Lamp 
Dept., Nela Park, Cleveland. He will 
serve as director of the lighting 
jubilee exposition, assisted by Arthur 
F. Loewe of lamp department's adver- 
tising division. 

In announcing the event, Stryker 
said in part: 

“This Victory Lighting Jubilee has 
for its principal objective the collec- 
tive presentation of all the post-war 
thinking and designing of the fixture 
and lamp industries for mass accept- 
ance of buyers and users throughout 
the nation. G, E. and its allied equip- 
ment manufacturers believe the ex- 
position will well serve the public 
interest. It should stimulate imme- 
diate production of peacetime goods to 
satisfy the pent up demands created 
during the past five years.” 

Invitations to exhibit have been sent 
to several hundred interior lighting 
fixture manufacturers and makers of 
portables in all parts of the country. 

In scores of booths to be erected at 
the armory exposition building, fix- 
ture makers will be afforded an oppor- 
tunity to ‘display recent and_ up-to- 
the-minute lighting fixtures, portable 
lamps, germicidal and infra-red units. 

While the exhibit will not be open 
to the general public, it is expected 


7th Regiment Armory Scene 
of Giant Show Nov. 26-30 


that the jubilee will attract repre- 
sentatives from the utility, whole- 
saler, contractor, chain store, furniture 
store, building, and architectural fields. 


Fluorescents Featured 


Extensively featured at the exposi- 
tion will be equipments using the new 


- G-E “circline” and “slimline” fluores- 


cent lamps. It is also expected that the 
latest fixtures using germ-killing, 
heat-ray, and health-maintaining ultra- 
violet sources will be exhibited. 
Included in the space to be occupied 
by G. E. Lamp Department wil be 
recent developments out of the Nela 
Park laboratories. In addition to 
demonstrations of new phosphors, 


G. E. will feature Sealed Beam lamp 
types, photolamps, and the new re- 
peating flash tubes, in action. 


DRAW EXHIBIT PLANS—Nela Park's 
E. D. Stryker (seated), director of the 
"Victory Lighting Jubilee", and Arthur 
F. Loewe discuss a blue print of exhibit 
booth arrangements for the November 
exposition in New York. 
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Honest, bub, this lady needs a Dormeyer Electric Food 
Mixer . . . she’d relax and take it easy then, for sure. 


This reat time-saver would give the gal more leisure time 
to practice, too. Dormeyer, the oldest name in the food 


mixer field, is the American homemakers answer to ab- 


solute uniformity in mixing. 


Dormeyer Electric Food 
Mixers are available in 
limited quantities. 


4300 N. KILPATRICK AVE., CHICAGO 41, ILLINOIS 
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NOTE: 


The importance of inventory turns to an 
appliance and radio retailer cannot be 
stressed too strongly. The difference in 
inventory turnover between the average 
profitable and average unprofitable ap- 
pliance business was only 0.6 turns a year 
in a recent study. The speed of Air Ex- 
press service allows you to keep inven- 
tory low without sacrificing customer 
service. 


move 


Why carry a costly inventory of slow-turn items when Air 
Express can move them so fast to you from any supplier 
in the country that you can think of his warehouse as your 
own stockroom! 

Yes, thousands of firms have found that this fastest de- 
livery service “earns its weight in gold,” by using it to cut 
inventory overhead and still give customers rapid service. 

Look your business over and you will find dozens of 
ways to use Air Express with economy and profit. 


Specify Air Express—A Good Business Buy 


Shipments travel at a speed of three miles a minute between principal U. S. 
towns and cities, with cost including special pick-up and delivery. Same-day 
delivery between many airport towns and 


cities. Rapid air-rail service to 23,000 off- TYPICAL RATE CHART 

airline points in the U.S. Service direct by Fagg | Lanta 
air to and from scores of foreign countries. | mnes|7"™* - * | Cents per ib 
Write Today for interesting “Map of Post- 149 |$1.00 [$1.00 | $1.00 |$1.40 as 

war Town” picturing advantages of Air | 249 | 104] 1.25 | 263 | 420 | 105 
Express to community, business and in- seo | | 152] 438 | 700] 
dustry. Air Express Division, Railway Ex- [ose [1.26 | 219 | 675 [1400 | 95 
press Agency, 230 Park Ave., New York 17. [G3a9 110s | 403 12013 13220 | sos 

Or ask for it at any Airline or Express office. = ase 13048 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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TOASTMASTERS ON THE WAY—First samples of the post-war Toastmaster auto- 
matic toasters are now in the hands of distributors, according to William E. O'Brien, 
general sales manager. They were cellophane-wrapped, bound with bright red rib- 
bon and attractively packaged. Shown at the initial shipment are, left to right, 
Mr. O'Brien; D. Scott Campbell, executive vice-president and Murray Ireland, vice- 
president in charge of production. First shipments went out in October; others will 
go this month and more substantial allotments will be made later in the year. 


Toastmaster "Samples" 
in Distributors’ Hands 


Every Toastmaster distributor in 
the country has already received his 
first sample of the postwar model 
Toastmaster automatic toaster, it has 
been announced by William E. O’Brien, 
general sales manager, Toastmaster 
Products Division, McGraw Electric 
Co. 

The post-war toaster is equipped 
with a new and improved flexible timer. 
Thousands of “pilot” models of this 
toaster have been home tested during 
the war. Initial production will be 
concentrated on this item. 


Allocated Equitably 


Toasters are to be allocated equi- 
tably among all distributors and ship- 
ments are to start as soon as a sufh- 
cient stock is built up to permit mak- 
ing shipments to all distributors in each 
city at the same time. Shipments will 
likewise be scheduled to provide for 
arrival in all markets throughout the 
country at approximately the same 
time. 

It is anticipated that first shipments 
against distributors’ allotments will be 
made about the latter part of October 
and that initial allotments will be com- 
pleted during November. Another, and 
more substantial, allotment will be 
made available for the remainder of 
the year. 

Toastmaster distributors have been 
requested to provide a sample toaster 
for each retailer from their initial al- 
lotment to be retained by the retailer 
for display purposes and to permit 
taking consumer orders. 

Production of Toastmaster toasters 
is gradually being stepped up and it 
is expected that a sizable quantity will 
appear on the retail market prior to 
Christmas, although far from enough, 
of course, to take care of consumer 
demand. 


Cory Opens Three 
New Sales Offices 


In order to facilitate handling of 
the unprecedented demand for Cory 
glass Coffee brewers, three new sales 
and display offices have just been es- 
tablished, according to J. W. Alsdorf, 
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president of Cory Glass Coffee Brewer 
Co., Chicago, Il. 

The three new offices provide on- 
the-spot facilities for serving the stra- 
tegically important markets in the 
East, on the West Coast and in 
Canada. 

The Eastern offices are located in 
the Empire State Building, New York 
City, under the direction of Henry C. 
Pollack. On the West Coast, Cory’s 
activities will be centered at 3711 
Wilshire Blvd., Los Angeles, under 
the supervision of El Sager, and in 
Canada, J. Arthur Crouch has estab- 
lished headquarters at 32 Front St. W., 
Toronto, Ontario. 


Milwaukee Service Men 
Elect Cage 


New president of the Milwaukee 
Electrical Appliance Service Men’s 


Association is Vernon Cage, who oper- 
ates the Cage Appliance Shop. Other 
officers are Joseph Jonas, vice president 
United Radio & Appliance Service; 
H. A. Forestall, secretary-treasurer, 
Forestall Washer Service. 


ENROUTE TO TINIAN—The first post- 
war washer to be built by General Elec- 
tric is on its way by air to Navy Seabees 
on the island of Tinian in the South Pa- 
cific. The washer, a gift of the company, 
will replace a makeshift contraption built 
by the Seabees. At the loading at the 
Bridgeport airport are H. J. Benzie, G-E 
production manager and Miss Hazel 
Wiggins, plane stewardess. 
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YOUR DAY? 


WILCOX-GAY CORPORATION 
CHARLOTTE, MICHIGAN 


WHEN YOU SEE the new RECORDIO you'll know that master crafts- 
men painstakingly fashioned the cabinet of finest wood. 


WHEN YOU HEAR the full brilliant range of glorious tones and over- 
tones of the radio receiver you'll know it a superb instrument engi- 
neered by highly skilled technicians. But... 


WHEN YOU RECORD on the RECORDIO, then play back the RE- 
CORDIO DISC and hear the depth and purity of note, the true fidelity 
of tone, the delicate shadings of sound, THEN YOU'LL BE CERTAIN 
that RECORDIO is America’s finest instrument, that it leads the way 
to a vast, barely tapped potential of pleasant entertainment. Then you'll 
know this completely new RECORDIO leads its field, that by no means 
is it an interim model, that it is the instrument you want to sell. 


Since developing the first successful home recorder, Wilcox-Gay has 
maintained leadership in manufacturing fine recording instruments for 
home, commercial, and professional use. The Corporation’s research, 
development, production and wide application of RECORDIO during 
war years advances the new RECORDIO decades beyond its normal 
progress. 


R-Day is on the way! Write Wilcox-Gay for franchise information. 
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WILCOX-GAY CORPORATION 


CHARLOTTE, MICHIGAN 
Manufacturers of 


ordio Discs 
Recordiopoint 


CUTTING AND PLAYBACK NEEDLES 


DEALERS: Mail This Today! 


_WILCOX-GAY CORPORATION 
1 Gentlemen: Tell me more about the coming RECORDIO 4 
{ - Pportunity that is still open in my territory. | 
i 

1 
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American Home Surveys 
Readers on Home Buying 


Report No. 11 of The American 
Home Reader-Consumer Panel is de- 
voted entirely to the subject of home 
buying and building, and contains 
summary of replies to a questionnaire 
sent to 2,080 members of the Panel. 
Replies were received from 1,856—, 
response of 89 percent. 


Two-Thirds Own Homes 


It was found that two-thirds of the 
American Home families own the 
homes they live in, and more than half 
of them intend to spend a minimum of 
$500 to repair or remodel these homes 
when materials are available. 

More than 40 percent say they intend 
to buy or build after the war, and most 
of these prospective buyers are under 
45 years of age, and do not own their 
own homes now. Seventeen percent 
plan to buy a house already built and 
58 percent will have one built for them. 

Asked what year they plan to make 
the purchase in, those planning to buy 
houses already built answered as fol- 
lows: 13% in 1945; 15% in 1946; 
16% in 1947; 9% in 1948-49 and 
10% in 1950 or after. Those planning 
to have houses built for them said: 
1945-7% ; 1946-19% ; 1947-20% ; 1948- 
16%; 1949-4%; 1950 or after-15%. 


Financing 


In answer to the question, “How do 
you intend to pay for your new house?” 
42 percent said by mortgage or FHA 
loan; 23 percent by cash only; and 34 
percent did not know. Seventy-three 
percent have sufficient savings or war 
bonds to make the initial cash payment. 
Thirty percent of present owners who 
plan to buy or build new homes post- 
war, plan to finance the new house 
through the sale of their present house; 
28 percent plan to partly finance their 
new house through the sale of the 
present one, and 30 percent said no. 

Pretabrication 

While 80 percent of the Panel said 
they have read about or have been told 
about prefabricated houses, only 4 
percent said they will buy a prefabri- 
cated house; 66 percent definitely said 
they will not; and 30 percent don’t 
know. 

Asked, “Approximately how much 
do you intend to pay for the house you 
plan to build, not including cost of 
land?” replies were as follows: 


$4,000 or less 10%, 4%, 
4,00 1-$6,000 34 12 
.6,001-$7,500 23 8 
7,501-$8,500 13 4 
8,501-$10,000 12 

more than $10,000 8 3 


Estimated average cost $6,600 


Thirty-one percent of the home build- 
ers said they already own land on 
which they expect to build, and 69 
percent said they did not; 17 percent 
have plans for a new house drawn; 83 
percent do not. 

In answer to the question, “Which 
of the following have you consulted 
about the construction or financing of 
your new house?”, it was found that 
13 percent of the home builders have 
consulted an architect; 11 percent a 
contractor ; 7 percent a lumber dealer ; 
6 percent a builder; 6 percent a build- 
ing and loan association; 4 percent a 
bank; and 3 percent the FHA; 35 
percent of the entire prospective home 
builder group (12 percent of the Pane! 
members) have consulted at least one 
of the above. 
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A large variety of General Electric Textolite plastic 
lighting reflectors and shades are now available. This has 


been accomplished by quick conversion of one of our war 
plants to the production of plastics lighting units following 
the cancellation of military orders. 

There are opportunities for you in these low-priced 
plastic reflectors and shades. There is good sales appeal 
in their attractive designs and lustrous finish. 

Broken or discarded old-style lamps in thousands of 


STRENGTH 


G-E Textolite reflectors are tough . . . shock-resistant . . . and will 


not crack with sudden temperature changes. 


ADAPTABILITY 


homes today can be made usable and attractive with in- 
expensive General Electric Textolite lighting shades and 
reflectors. These General Electric plastic accessories, which 
come in standard, interchangeable sizes, are ideal for fix- 
tures in offices, schools, and restaurants . . . anywhere, in 
fact, that a pleasing, glareless light of good color and - 
diffusion is needed. 

Textolite plastic lighting accessories have these other 
advantages: 


Design makes it possible to greatly improve the appearance of 
many types of lighting equipment with these accessories. 


SAFETY 


Made of a non-shatterable urea plastic. When broken, this ma- 
terial seldom has sharp cutting edges. 


EASY MAINTENANCE 


G-E plastic reflectors are light in weight—especially important 
to facilitate cleaning of overhead installations. 


Mail this coupon to get our new bulletin, “Plastics for Light Condi- 
tioning,” which contains illustrations and prices of light-conditioning 
reflectors and shades that are now available. 


BULLETIN 


GENERAL ELECTRIC 
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General Electric Company 
Plastics Divisions—Section C-95 
I Plastics Avenue, Pittsfield, Mass. 


Please send me your bulletin—“Plastics for Light 
Cenditioning” 


Name 


Firm 
Address__ 
‘ 

City 
H 


State 
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Women turning from industrial and military 
duties and those who remained at home will be 
critical in their choice of household appliances. 
One of the first items to be considered will be the 
electric iron. American Beauty will again com- 
mand the preference of the most discriminating 
buyers... We are exerting every effort to increase 


production to meet long unfulfilled demands. 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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ADMIRE NEW HOTPOINT MODEL—Ward R. Schafer, vice-president, listens as 
F. M. Slasor, manager of refrigeration sales, Edison General Electric Appliance Co., 


explains qualities of Hotpoint’s new Doric KB-7 refrigerator—first post-war model. 


Hotpoint "Sample" Boxes 
In Dealers’ Stores by Dec. 


Refrigerator production that will 
allow consumers to view and select 
models in dealers’ stores by December, 
but no consumer deliveries in volume in 
time “for the family’s Christmas pres- 
ent.” 

The first electric refrigerator since 
April 1942 rolled off the Edison Gen- 
eral Electric (Hotpoint) Appliance 
Co. lines at the Erie, Pa., plant re- 
cently as company officials made that 
prediction. Two models, both having 
7-cubic-feet capacity, will comprise 
the company’s line. 

The first model off the line has 
“bright” trim, a “six-way” cold stor- 
age compartment, and humidity vegeta- 
ble compartment; the other model is 
designed to sell at “lowest price.” 

A home freezer will go into produc- 
tion in January, according to Floyd M. 
Slasor, manager, refrigeration sales. 
He said that the first freezer will be 
top-opening with 4-cubic feet storage 
capacity. It will be automatically con- 
trolled. 

Refrigerator production brings the 
company’s reconversion program to- 
ward completion with electric ranges, 
water heaters and home laundry equip- 
ment now in production at Chicago and 
Bridgeport, and dishwashers and dis- 
posals scheduled for October manufac- 
ture. 

Mr. Slasor would not predict “how 
soon refrigerators will become plenti- 
ful,” but he said that mid-1946 should 
see production surpassing prewar out- 
put. Hotpoint will not soon return to 
the former practice of a wide range 
of models and sizes, he said, adding, 

“Dealers and the public are inter- 
ésted in getting the units into homes, 
and rather than delay production to 
make a large number of models for 
‘show,’ we will produce these family 
size models that meet the widest 
need.” 


Farnsworth Expands 


E. A. Nicholas, president of Farns- 
worth Television & Radio Corp., has 
announced plans for supplementing the 
company’s manufacturing and engi- 
neering facilities in order to be in a 


position to manufacture more of the 
component parts which go into its com- 
pleted products. 

To this end the company has pur- 
chased the Lucretia Street plant of the 
Hosdreg Co., Inc. at Huntington, 
Indiana. Mr. Nicholas also announced 
a new building project at Fort Wayne, 
stating that an east wing would be 
added to the company’s administration 
and engineering building. 


Sparton Steps Up 
Advertising 


Ed Bonia, general sales manager of 
the Radio and Appliance Division of 
the Sparks-Withington Co., announces 
a greatly increased advertising pro- 
gram for the last four months of 1945. 

“Using such powerful publications as 
Life, Saturday Evening Post and Col- 
lier’s with four-color bleed pages on 
a high frequency will give our dealers 
the springboard they need for getting 
off to a fast start in the post-war race,” 
said Bonia. 

In addition to the increase in national 
magazine advertising, Sparks-Withing- 
ton has quadrupled its trade paper pro- 
gram. As a result, the company reports 
that it now has orders totalling many 
times the going rate when WPB 
stopped radio production. 


Fresh'nd-Aire at 
New Production Peak 


Production of Fresh’nd-Aire circu- 
lators has been stepped up to 50 
units per hour and the plant has been 
put on a 12-month schedule, according 
to J. D. Allen, general sales manager, 
Fresh’nd-Aire Co., Chicago. 

This represents a radical departure 
in the manufacture of air circulators, 
normally a seasonal appliance. Exten- 
sive promotion of the product as a new 
major appliance, for homes as well as 
industry, has caused dealers and dis- 
tributors to insist on taking delivery 
throughout the winter months. The 
boost in production schedules is aimed 
to meet the increased demand. 

A complete line to meet all require- 
ments is now in production, Allen 
stated, with models ranging from 14 in. 
to 35 in., for homes and industrial use. 
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Plenty of greenbacks in the blue jeans of | 


The Golden 


AND A LONG LIST OF WANTS! 


COURSE, the farmers in Golden Crescent 
—the prosperous states of Michigan, Ohio and 
Pennsylvania—don’t keep all their money in their pock- 
ets. They have a good proportion of their resources salted 
away in War Bonds and savings accounts. And they’ve 
put a lot into building up full ownership of their farms 
to a significant 70.4%. (The U. S. average is 50.6%) 


But they still have—and will continue to have—plenty of 
available cash. It is estimated that, out of every dollar 
received for produce, the American farmer spends 77 
cents for manufactured goods. 


OHIO FARMER 


CLEVELAND DETROIT 
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MICHIGAN FARMER 


Farmers in We Golden Crescent are urban in their 
buying habits. Now, with money to spend, they want a 
great variety of manufactured, branded, advertised goods 
which war restrictions have denied them. When you can 
tell them about goods once more available, the three 
million farm folk in Fe Golden Crescent will prove to 
be a huge, concentrated, profitable market. 


The best way to tell this ready-to-buy farm market about 
your goods is the most direct way .. . through the three 
publications these farmers most constantly read and 
most thoroughly trust ... MICHIGAN FARMER ... 
OHIO FARMER... and PENNSYLVANIA FARMER. 


RURALLY RICH—POLITICALLY POWERFUL 


PENNSTLVANIA FARME 
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IN WOMAN'S HOME COMPANION 


Well-filled purses for us smart retailers — 
that’s the point of this picture. We just 
build our displays this month around these 
products, plus a copy of the Companion 
or service pages from it. We've discovered 


that products advertised in the Companion 
with a copy of the magazine. 
A wonderful easy way ba @ 
WOMAN’S HOME COMPANION 
250 PARK AVENUE, NEW YORK 


move even faster when you display ‘em 
* 
. tra pro its to get those extra profits. 
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WESTINGHOUSE 
Home Freezer 


Westinghouse Electric Corp., 
Appliance Div., Mansfield, O. 


Device: Upright home freezers. 

Selling Features: Front-opening doors 
with sectional inner doors for easy 
food storage and removal; provides 
reach-in convenience; designed as 
companion piece to refrigerator in 
size and finish; 3 models, starting 
with 6 cu. ft. for urban and farm 
requirements; zero temperature is 
maintained in storage compartments ; 
on freezing surfaces temperatures 
range from 10 to 20 degs. below; 
defrosting needed only once in every 
6 to 9 months and will be easier 
than refrigerator defrosting—it will 
not be necessary to remove foods 
from storage sections, the manufac- 
turers claim; hermetically sealed 
system. 

Electrical Merchandising, November, 
1945. 


EUREKA Iron 


Eureka Vacuum Cleaner Co., 
6060 Hamilton Ave., Detroit, Mich. 


Device: Eureka cordless iron. 

Selling Features: Operates without 
cord—iron draws heat from brief 
electric contact from a thermostat- 
controlled electric safety base; mi- 
cro-heat regulator, built into base, 
governs exact temperatures for iron- 
ing various fabrics. 

Merchandising, November, 


BLACKSTONE Washers 
Blackstone Corp., Jamestown, N. Y. 


Models: 130 and 132. 
Selling Features: DeLuxe model 130 


has large, extra-capacity tub of 
triple-baked porcelain with splash- 
proof rim; Blackstone satin-finish 
aluminum “Hydractor” provides 
gentle, 3-way washing action; 


streamline Lovell wringer incor- 
porates Blackstone “Econo-gauge” 
pressure selector; + h.p. motor. 

Model 132 includes all Blackstone 
features ; family size, 8 lb. capacity; 
triple-baked enamel tub; Blackstone 
Hi-Vane aluminum circulator, and 
a Lovell wringer; 2? h.p. motor. 


Availability: In production. 


Electrical Merchandising, November, 
1945. 


v 


ELECTROMASTER Ranges 


Electromaster, Inc., 1803 E. Atwater St., 
Detroit, Mich. 


Models: Banquet and Space-Saver. 


Selling Features: Banquet, full width, 
in. range; stainless porcelain 
cooking table; 3 Speed-O-Master 
surface units, each with 5-heats; 
Vita-Miser deep-well cooker; Kit- 
chen-Master oven has high-speed 
broiler (2500 watts), recessed, auto- 
matic light in side wall; automatic 
thermostat with signal light which 
indicates when oven is preheated to 
desired temperature ; warming 
drawer; convenience outlet; remov- 
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able chrome vent grill; individual 
signal lights for surface units, oven 
and warmer; 2 storage drawers; 
table-top lamp; Oven-minder clock 
with interval timer as accessory. 
Space-Saver puts all the cooking 
capacity of Banquet model into a 
space 2-ft square ; same surface units, 
cooker, Kitchen-Master oven. 


Availability: “Display models to be 


shipped soon, stock shipments later.” 


Electrical Merchandising, November, 
1945 


G-E Home Freezer 
Genero! Electric Co., Bridgeport, Conn. 


Model: 4-cu. ft. model—first of a 
complete line of home and farm 
freezers. 

Selling Features: Top-opening cab- 
inet fitted with 3 wire baskets that 
facilitate handling of stored food; 
powered by same G-E hermetically 
sealed mechanism as is used in G-E 
refrigerators. 

Electrical Merchandising, November, 
1945. 


PROCTOR Toaster 


Proctor Electric Co., 
Seventh St. & Tabor Rd., Philadelphia, Pa. 


Model: No. 1472. 

Selling Features: 2-slice, automatic, 
thermostatically controlled; silent, 
pop-up; a.c. only. 

Availability: “In time for Christmas 
shopping.” 

Electrical Merchandising, November, 
1945. 


ADMIRAL Refrigerator 


Admiral Corp., 3800 Cortland St., Chi- 


cago, 


Device: Admiral Dual-Temp, 2-in-1 
refrigerator. 


Selling Features: Two separate com- 


partments completely insulated from 
each other—built-in freezing locker 
with temperatures as low as 5 degs. 
below; and a moist-cold food com- 
partment with a temperature of 38 
degs.; freezing locker stores up to 
80 Ibs. frozen food, quick-freezes 
meat, fish, vegetables, desserts; 
moist-cold food compartment has 
greater storage capacity with coils 
gone; maintains 85% humidity ; food 
stays moist in uncovered dishes; 
Sterilamp purifies. 


Availability: Production starts Janu- 
ary 1, 1945. 


Electrical Merchandising, November, 
1945 
v 


SAMSON Iron 
Samson United Corp., Rochester, N. Y. 


Models: No. 5000 N automatic iron. 
Selling Features: 1000-watt, embedded 
steel-rock heat unit; weighs 4 Ibs.; 
precision thermsotat automatically 
controls temperatures at ironing sur- 
face; duo-dial heat control measures 
heat to suit particular fabric; air- 
cooled plastic handle; magic eye 


lights up when current is on; tapered 
point, bevel edge. 

Availability: “Entire anticiptated pro- 
duction for balance of year allotted 
to Samson distributors who handled 
Samson before the war.” 

Price: OPA ceiling $8.55. 

Electrical Merchandising, November, 
1945. 
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GRAND HOME APPLIANCE CO. 


2323 EAST 67th STREET « CLEVELAND 4, OHIO 


ELECTR 


NEW PRODUCTS 


G-E Washers 


General Electric Co., Bridgeport, Conn. 

Models: AW-321 and 322 wringer 
type washers first models GE will 
get out. 


Selling Features: 8 \bs. dry clothes 
capacity; Aluminum activator 12/2 
in. high, has triple washing action 
—soaking, flexing and rubbing; tub 
23 in. diam. 14 in. deep. Single, 
“fingertip” control wringer; pres- 
sure is adjusted by means of a con- 
trol at top of wringer; resilient bal- 
loon rolls, 2 in. diam., cushion but- 
tons, hooks, etc.; satin finish drain- 
board; rolls can be removed for 
cleaning; friction-drive, impeller- 
type pump with spring mounting, 
flexible rubber hose with curved noz- 
zle: activator control lever located 
at hand height ; entire washer gleam- 
ing white finish. AW-321 and 322 
are identical except AW-321 has no 
pump. 

Electrical Merchandising, November, 
1945. 


G-E Portable Ironers 


General Electric Co., Bridgeport, Conn. 
Models: AR-18, automatic and AR-17 
manual, portable rotary ironers. 
Selling Features: Weighs approxi- 

mately 33 lbs; weight evenly bal- 
anced for easy carrying; can be used 
on any convenient table or stand, 
chrome-plated ironer shoe provides 
110 sq. in. ironing surface, long-life 
heating element, full-length contact 
with shoe provides even heat; roll 6 
in. diam., 22 in. long; open-end for 
convenient operation; 1275 watts, 
115-volts; G-E motor, fully enclosed 
white finish. 

AR-18 has convenient automatic 
control handle to start, stop and ap- 
ply pressure with hand or knee. 

AR-17 has “Fingertip” lever hand 
control. 

Electrical Merchandising, November, 
1945. 
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G-E Fliatplate lIroner 


General Electric Co., Bridgeport, Conn, 

Model: 
ironer. 

Selling Features: Enclosed in attrac- 
tive console cabinet; polished cast 
aluminum shoe has 300 sq. in. iron- 
ing surface, overhands ironing sur- 
face to prevent creasing ; 2-G-E Cal- 
rod type heating elements are 
clamped to shoe; 2 thermostats pro- 
vide individual temperature control 
for each end of shoe, maintaining a 
smooth range of temperature from 


AF-12 automatic flatplate 


225 to 475 degs. throughout entire 
area of shoe; 400 Ibs. pressure sup- 
plied by G-E Thrustor; 1575 watts, 
110 volts, ac. only. White with 
satin-finish aluminum shoe cover. 

Electrical Merchandising, November, 
1945. 


SAMPSEL Controls 


Sampsel Time Control, Inc., 
Spring Valley, fil. 


Device: Complete line of automatic 
heat controls for hand-fired furnaces 
and _ boilers. 

Selling Features: Available in 4 pack- 
age units: No. 8873 unit for average 
home consists of Sampsel 3-wire, 
low voltage thermostat, Sampsel 
damper control with built-in trans- 
former and a warm air limit control 
for further fuel economy; all ac- 
cessories for installation provided. 
No. 8870 includes standard thermo- 
stat, damper control and installation 
needs. 

No. 8874 includes Sampsel day-night 
thermostat for maintaining different 
temperature levels during day and 
night, a damper control and a warm 
air limit control plus necessary ac- 
cessories. 

No. 7781 includes day-night thermo- 
stat, damper control—similar to No. 
8870 except it has the day-night type 
thermostat instead of standard 
thermostat—it automatically raises 
temperature in morning and lowers 
it in evening at pre-determined 
times. 

Electrical Merchandising, November, 
1945. 
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nt Manufacturers 


To Household Equipme 


The Makers of Johnson's Wax 


(The patented WAX-IMPREGNATED enamel) 


now available 
for your products! 


4 


e 
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a 
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Your objective now . .. must be to launch and sell prod- may be applied and dried by any conventional method. 
ucts of maximum efficiency and maximum beauty. 
You may not be able to put into effect immediately 
great changes in product design and performance char- 
acteristics. But nothing need now prevent you from 
immediately giving your product the finest finish ever 


formulated for household equipment. MAIL THIS COUPON TODAY! 


Because women buy with an eye for beauty, WAX- 
O-NAMEL appeals instantly. To the eye its soft lustre 
is utterly unlike that of any other finish. To the hand, 
WAX-O-NAMEL has a satin smoothness. Along with 
its virtue of beauty, WAX-O-NAMEL gives extra 
protection: in the home it keeps its good looks longer 
and is easier to clean. 


Give your products the extra sales magic of a factory- 
applied WAX-O-NAMEL finish. A Johnson represent- 
ative can give you full information about this amazing 


product without taking up too much of your time. 


S. C. Johnson & Son, Inc., Dept. EEM-115 
Product Finishes Department, Racine, Wisconsin 

Gentlemen: Sure, I’m interested in WAX-O-NAMEL, and 
would like to talk to a Johnson man. I would also like to have a 
copy of the WAX-O-NAMEL brochure, ‘‘What Her Dreams Can 
Mean to You.” 


Name 


Address 
WAX-O-NAMEL presents no production problems. It 


ounson’s WAX-0-NAMEL 


Trademorks Reg. U. S. Pat. Off. 


Company Name 


Product 


- 


& made ty the makers of JOHNSON’S WAX (a mame everyone knows) 
S.C. JOHNSON & SON, INC., Racine, Wisconsin 
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And they all found 


TE 


Lal 
the answers in here » Sy 
When the consuming public in your com- 
munity wants to buy or is in need of et = ee 
— 


service. it knows that the Classified sec- 
tion of your Telephone Directory is the 
handy reference guide. 


The answers to such questions indicated 
in the picture can be found in the ‘yel- 


low pages’. 


The Classified brings you and 


your customers face to face. 
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NEW PRODUCTS 


TOASTMASTER Toaster 


Toastmaster Products Div., McGraw 
Electric Co., Elgin, Ill. 


Model: 1-B-12 automatic pop-up. 

Selling Features: New flexible timer 
assures uniform toast under widely 
varying voltage conditions whether 
used intermittently or coutinuously; 
toast-taste indicator permits toasting 
light, dark er in-between; finger- 
touch control; oven construction 
keeps toast warm after it pops-up; 
no preheating; mica plate, hand 
wound elements with high quality 
nickel chromium flat ribbon wire; 10 
amps; 110-120 volts a.c.-d.c. ; weighs 
6 Ibs. ; chromium finish, brown Bake- 
lite fittings. 

Availability: In production. 

Electrical Merchandising, November, 
1945 


G-E Refrigerators 
General Electric Co., Bridgeport, Conn. 


Models: JB7-D, LB6-H and LB-7. 

Selling Features: JB7-D, 7-cu. ft 
capacity with 13.4 sq. f€ shelf area 
makes 80 cubes, or 8 Ibs. ice; her- 
metically sealed mechanism; stait- 
less-steel Super-Freezer is mounted 
near side of cabinet to provide 
maximum shelf area; Tel-A-Frost 
indicator notifies when ‘it’s time to 
defrost; porcelain drawer with glass 
cover for vegetables; cold storage 
compartment under Super-Freezer 
for preserving fresh meats; Glyptal 
baked enamel exterior, porcelain in- 
terior. 
LB6-H, 6.1 cu. ft. model; makes 8 
Ibs. ice; mechanism similar to ]G/7- 
D, and has side-mounted Super- 
Freezer and Tel-A-Frost indicator; 
glass chiller tray under Supet- 
Freezer Dulux exterior; porcelain 
interior. 
LB/, similar to LB6-H except it has 
7 cu. ft. storage, and is finished in 
Glyptal baked enamel. 

Electrical Merchandising, Novembet, 
1945. 
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SHE guides his planning 


Intelligently planned consumer research 
enables the man at the designing board 
to find out from the woman in the home 
how the products she buys and uses can 
be made better. It is the partnership of 
man and woman at work in one of its 
most practical aspects. 

This partnership develops better 
homes, better appliances, better textiles, 
hetter foodstuffs—as the man who makes 
the product seeks the approval of the 
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woman who influences its purchase. 


A Better Magazine, Too 
Since 1934 McCall’s has employed this 


same resultful technique in its own re- 
search. A consumer study is conducted 
every month by personal contact with 
women in their homes. These studies 
enable McCall's editors to build a mag- 
azine which reflects. to a unique degrec. 
what women think and want. This un- 
derstanding of its audience explains why 
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ideas move so effectively from McCall’s 
pages into the minds of its readers. 


For women who do the buying for 
more than 3,500,000 homes McCall’s is 
not only a source of entertainment, in- 
spiration and guidance — it is actually a 
magazine they live by. 


THREE MAGAZINES IN ONE 
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CAMFIELD 
Wutomatic Tee 


... planned, designed and produced from extensive 
research as to what the housewife wants in her post- 
war automatic toaster. 


The Camfield Automatic Toaster answers her 
desires specifically in these advanced, exclusive 
features: 


Exclusive ... the ingenious “Equa-Therm” toasting 
cycle, providing perfect toasting control regardless 


of voltage variations. 


Exclusive 
positive trigger quick .. . 
pop-up at any point. 


“Finger-Trip” release, convenient, 
enabling instant, quiet 


Exclusive ... postwar design by foremost industrial 
designers. 


CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICHIGAN 
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HOTPOINT Refrigerators 


Edison G. E. Appliance Co., Inc., 
5600 W. Taylor St., Chicago, Ill. 


Models: 2 models, both 7 cu. ft. 
Standard Doric EB7, and “Econ- 
omy” Woric. 


Selling Features: Standard Doric EB7 
has “o-way” cold storage compart- 
ment; 13.4 sq. ft. shelf area; newly 
designed Hotpoint Thriftmaster unit 
with increased power; exterior Cal- 
gloss enamel; interior 1-piece por- 
celain; equipment includes pop-out 
ice cube trays, high humidity vege- 


table compartment drawer with 
glass cover; a sliding shelf of 
heavy rust-resistant wire. Overall 


dimensions 59 in. high, 31 in. wide, 
284 in. deep, including ventilation 


space and door handle. 

Economy Doric, similar to Standard, 

except it has no. sliding shelf nor 

humidity storage drawer. 
Electrical Merchandising, 

1945. 


November, 


EUREKA Cleaner 


Eureka Vacuum Cleaner Co., 
6060 Hamilton Ave., Detroit, Mich. 


Device: Complete home cleaning sys- 
tem consisting of upright cleaner, 
tank-type cleaner, and a combination 
of newly-developed interchangeable 
cleaning devices for both units. 

Selling Features: Lightweight upright 
cleaner for rugs, carpets and floor 
coverings has sealing action that lifts 
end of rug as cleaner reaches edges ; 
2-mile-a-minute 


vacuum power, 
the manufacturer claims; motor- 
driven “disturbulator” removes 


smudge, grease and gently loosens 
embedded dirt and surface litter; 
“attach-o-matic” device makes pos- 
sible interchange of new cleaning 
tools—easily fitted into motor com- 
partment of upright cleaner, making 
direct contact with motor, and au- 
tomatically switching suction from 
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brush belt to device itself, when flex- 
ible hose is connected, additional 
cleaning devices can be employed. 
Lightweight tank-type unit has tip- 
toe switch, small rear wheels make 
it easy to move unit around. 
Group of attachable cleaning devices 
are designed to meet various clean- 
ing problems, and include motor- 
driven floor waxer; new long-brush 
of floors, walls, rafters; upholstery 
brush for mattresses, automobile up- 
holstery and other furniture; a paint 
spraying attachment which can also 
be used to pray insecticides; de- 
mother for moth compound for rugs, 
clothes, blankets, closets; dusting 
brush for lamp shades, venetian 
blinds, bookcases; crevice tool; 8 
ft. cloth-covered rubber hose. 
Electrical Merchandisina, November, 
1945. 


G-E Blanket 


General Electric Co., Bridgeport, Conn. 


Device: Automatic electric blanket. 

Selling Features: Provides evenly 
distributed, constant warmth; once 
thermostatic control is set at begin- 
ning of cold weather the heat of 
blanket is automatically regulated to 
allow for all changes in room temp- 
erature; incorporates improvements 
resulting from work on electrically 
heated flying suit and casualty blan- 
ket developed for the Army Air 
Forces, including a new long-life, 
single-strand, spiral-wound,  insu- 
lated wire, which eliminates the 
transformer used in pre-war blanket; 
wire is inserted into channels woven 
in fabric so that it is free floating, 
capable of resisting more than 
normal amount of flexing and fold- 
ing; standard double-bed size ; avail- 
able in 2 colors—rose and blue, 50 
percent wool, 25 percent rayon and 
25 percent cotton. 


Availability: In production. 


Electrical Merchandisina, November, 
1945 


v 
EMPIRE Pants Presser 


Empire Electric Co., Cincinnati, O. ond 
Empire Appliance Distributing Co., 480 
Lexington Ave., New York, 17, N. Y. 
Device: De Luxe electric pants and 

tie presser. 

Selling Features: Plugs into any 
socket, a.c. or d.c.; heats in 3 min- 
utes; presses without a wet cloth; 
weighs 10 oz. 

Availability: In production by Sep- 
tember, will be distributed from 
New York sales office. 

Electrical Merchandising, September, 
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Another VE W 


Steel Kitchen Sink 
You Can Have VOW 


WALL TYPE FAUCET 


DOUBLE BOWL CHROME BRASS 


STAINLESS STEEL CERAMIC’ SINK AMO TAL PIECE 


BOUND LINOLEUM TOP 
PLYWOOD go 
INTER TOP 
CHROMED HARDWARE 
é 
SELF LOCKING 


DOOR HINGES = 


BREAD BOARD 
WITH SALAD FACING 5 


RUBBER BUMPERS 


INSULATED DRAWERS 


SERVICE 


RECESSED TOE BASE 


REGAL 6665 — 66 x 25 


ORDERS BEING FILLED DAILY 


The added advantage Regal 6665 has over its predecessors is the 32” x 18” 
double-bowl ceramic sink, an innovation made possible by the sudden release 
of long desired materials. 


Quick to spot a good thing, the housewife will prefer a Regal for its two-sink 
value in preparing food. 


Available in Red or Black marble linoleum top, this super-self-seller is further 


enhanced with: Sliding 


Drainboard, one large and 
one small strainer, plus a 
chrome faucet. And for your 


Paragon Utilities Corp. 50 VAN DAM ST. BROOKLYN 22, N. Y. ® rege ay May 
RUSH PRICE LIST AND CATALOGUE OF COMPLETE LINE 
SHIP- VIA Place your order today! 
OF THE ABOVE MODEL F.O.B. YOUR 
(QUANTITY) WAREHOUSE BROOKLYN, N. Y. a ——— 

NAME PERMANENT DISPLAYS 

NEW YORK FURNITURE EXCHANGE 
_ ADDRESS a CHICAGO FURNITURE MART 

SAN FRANCISCO WESTERN FURN. EXCH. 
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Device: 


PAK-A-WAY Freezers 
Schaefer, Inc., Minneapolis, Minn. 


Models: DeLuxe 5; and Pak-A-Way 


6, 10, 15 and 25 cu. ft. home and 
farm freezer models. 


Selling Features: DeLuxe 5, designed 


to fit as integral kitcher. unit has 
5 cu. ft. capacity; 1-piece porcelain 
table top; 2 drawers for non-refrig- 
erated storage; 1/6 h.p. motor; 
convenient cold control; ample toe- 
room, 36 in. high, 28 in. wide, 42 
in. long. 

Pak-A-Way 6, has 6 cu. ft. capacity; 
1/6 h.p. motor. 

Pak-A-Way 10, ¢ h.p. motor; 10 


cu. ft.; 36 in. high; 28 in. wide; 
51 in. long. 

Pak-A-Way 15, 15 cu. ft., 1/3 hp. 
motor. 


Pak-A-Way, 25 cu. ft., 4 h.p. motor. 


Electrical Merchandising, November, 
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TELECHRON Clocks 


Warren Telechron Co., Ashland, Mass. 


Musalarm, Switch-Alarm 
and Lite-Call alarm clocks. 


Selling Features: Musalarm, combina- 


tion clock and little radio which 
wakens you to radio music; alarm is 
set and station selected the night be- 
fore; auxiliary buzzer goes off 10 
min. later and rings until shut off 
for those who are hard to awaken. 
Switch-Alarm, similar in use to 
Musalarm except not built into 
radio; radio can be plugged into 
this clock and will turn on at pre- 
determined time; standard type 
alarm clock; will not turn radio off. 
Lite-Call, standard type alarm 
clock in ivory plastic; mechanism 
will make any light or bed-side lamp 
flash intermittently if lamp is plugged 
into clock—audible alarm comes on 
10 min. later. 

Prices: Musalarm, $19.95; Switch- 
Alarm, $5.95; Lite-Call, $6.50. 


Electrical Merchandising, November, 


1945. 
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UBLIC ACCEPTANCE of a product is a dealer's paradise. 


CA has earned this enviable position over the 
years. Clon sales are satisfactory sales. Years of 


Qin service-free performance in homes all over America have 


convinced the public of their durability and economy. That is why your 


customers will demand 


If you cannot get CI appliances immediately, wait 


your patience will be rewarded with products of long year-in and year- 


out customer satisfaction. Chon is your guarantee of that. 


NOVEMBER, 
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MELL-O-CHIME Door Chimes 


Mell-O-Chime & Signal Corp., 
Chicago, Ill. 


Hatheway & Co., 75 Montgomery S}., 
Jersey City, N. J. National Sales 
Representatives 


Models: Populaire and Symphonique 
lines. 

Selling Features: Populaire line has 
4 models: Melody, 411, Stylist, 511, 
Longfellow, 611 and 613. Melody 
unit has plastic base; 2-tones for 
front door and 1-tone for back door: 
vertical mounting gives best tone 
reproduction; ivory finish, 5 x7 x2} 
in. 

Stylist has Bakelite base and cover; 
tone bars mounted in relation to 
short tubes to act as resonators to 
amplify sound; ivory finish, 7}x 
113-24 in. 

Longfellow 611, 2-notes for front 
door, 1-for rear; long brass tubes 
brush brass finish; ivory or walnut 
plastic finish, 7} x 41 x 24 in. Long- 
fellow 613 has 3 long tubes. 

4 symphonique models: Aristocrat, 
Jewel, Mellomaster 711 and 713. 
Jewell 211, same as Melody with 
antique ivory cover with gold band, 
tone bars finished in French gold 
Aristocrat, 311, short-tube chime, 
finished in antique ivory and brown, 
or walnut and gold; French gold 
bars. Mellomaster 711, long brass 
tube model finished in antique ivory 
and brown, or walnut and gold—can 
also be furnished with chromium 
tubes and black and silver cover; 
713, 3 tube model—third tube added 
for better styling. 

Electrical Merchandising, November, 
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CONNECTER Plug 


Electro-Motive Mfg. Co., Inc., $. Pork & 
John Sts., Willimantic, Conn. 


Device: Plug with 2 renewable fuses 
held inside with spring clips 

Selling Features: Fuses localize blow- 
outs when there is an overload oF 
short in an appliance, thereby pro- 
tecting the main fuse in the entire 
circuit; Standard U. L. % in. glass 
fuses are used, for 8 amps, 250 volts 
obtainable anywhere; Black p lastic 
plus. Has raised bosses on exterior 
with knurled surfaces for sure gTiP. 

Electrical Merchandising, November. 
1945 
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Vovember, are the advertisers who won’t 
agree that two votes for their merchandise are better 
-- than one. And few are the advertising agents who won't 
‘ concur with the axiom “to sell both sexes you've got to 
tell both sexes.” That’s why you'll find so many post- 
war media plans plotted to include consistent sched- 
ules in The American Magazine. Edited with dual sex 
4 appeal, The American Magazine double-exposes ad- 
vertising to millions of women and millions of men... ° 
— — multimillions of aspirational Americans whose purses f : 
9 and pocketbooks are packed with the greatest reserve of the Nation 
S. Park & of ready-to-spend capital in our history. m 
able fuses 
clips 
is vie THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N.Y. 
reby pro- PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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NOW 


Right now Bendix 1s ready to put you on the profit 
beam with a great product . . . with great advertising . . . 
with great merchandising . . . with great sales promotion 
plus a great sales training program. Bendix Radio dis- 
tributors everywhere have the complete story on greater 
profit plans that will make the Bendix dealer the leading 
radio merchant wherever he is located. 


you can get the "INSIDE 


BUILD BEST WITH BENDIX ... FOR PRESTIGE ... PROFITS . . . PERMANENCE! 


Today Bendix makes good on its promises! Bendix is 
ready. The public is ready, and you, too, can get ready 
by contacting your Bendix Radio distributor or by 
writing direct to Bendix Radio Division, Baltimore 4, 
Maryland, for his name and address. He is ready now to 
give you the “Inside Story on the Franchise with a 
Future.” Wire, phone or write today! 


BENDIX RADIO 


AVIATION CORPORATION 
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ECA Radios 


Electronic Corp. of America, 45 W. 18th 
St., New York, 18, N. Y. 


Models: 6 sets: 4 radio-phonograph 
combinations and 2 table models. 


Selling Features: Model 101, 5-tube, 
ac-dc table model ; 1-watt undistorted 
power output; 5 in. Alnico V speak- 
er; 1 band, 540 to 1700 kc; slide- 
rule, illuminated dial with bomb- 
sight indicator and convex dial 
shield; Di-fusa-tone grill equalizes 
sound diffusion; built-in loop anten- 
na; hand rubbed wood cabinet. 

No 107, 7-tube, ac-de table model ; 
24-watts; large size built-in loop 
antenna, cabinet. 

No 104, 5-tube table radio-phono- 
graph combination ; manual opera- 
tion; 1-watt undistorted power out- 


put; 1-band; light-weight crystal 
pick-up; radio operates without lift- 
ing phonograph lids. 

No 105, 5-tube radio-phonograph 
combination ; 2-tone leatherette cover 
with handle for portability; manual 


operation; 1-watt output; light 
weight crystal pick-up. 
Model 106, 5-tube table radio 


phonograph combination with gentle 
action automatic record changer; 
handles 12-10 in. or 10-12 in. rec- 
ords; light weight crystal pickup; 
noiseless performance ; tone control ; 
l-watt undistorted power output; 
radio operates without lifting pho- 


nograph lid. 
No 121, 7-tube chairside radio- 


phonograph combination with gentle 
action record changer; 
slides to right or left so set can 
placed at either side of chair; album 
storage space provided, handles 12- 
10 or 10-12 in. record; hand rubbed 
wood cabinet in mahogany, bleached 
mahogany or walnut; 24 watt out- 
put; 8-in. Alnico. V speaker; tone 
control; 1-band; Di-fusa-tone. 


“From under $30 to under 


Prices: 


$100.” 
Merchandising, November, 
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EMERSON Radios 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York City 


Phonoradio 506, Compact 
502, Portable 505, and Pocket 508. 
Phonoradio model 
506 equipped with automatic record 
changer, plays 10 and 12 in. records; 
special powered radio with inclosed 
“super-loop” ; “Miracle Tone” 
speaker; “Miracle Voice” grille; 
new plastic and metal features. 
Compact 502, ac-de high powered 
chassis with inclosed “super-loop” 
and Miracle Tone speaker ; new tube 
developments. 

Portable 505, 3-way operation: bat- 
tery, ac-and dc; “Miracle Voice” 
grille; “Miracle Tone” speaker; 


lightweight, durable and weather re- 
sisting. 

Pocket 508, no outside wires or an- 
tenna ; 


lightweight, unbreakable 


tenite case; utilizes new tube de- 
velopments for reception range, fits 
into pocket. 


Approximate prices: 
Prices: 


Phonoradio, $85; Com 
$25; Portable, $35; Pocket, $25. 
Electrical Merchandising, November, 

1945 
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SONORA Radios 


Sonora Radio & Television Corp., 
77 W. Washington Blvd., Chicago, fil. 


Models: Radio-phonograph combina- 
tion and a table auxiliary model. 
Radio-Phonograph 
combination has several post-war in- 
novations :—a newly devised speaker 
and improved circuit design devel- 


1945 


Models: 
Selling Features: 


oped as an offshoot during research 
on beachmaster control sets used by 
U. S. Marine Corp. ; automatic high- 
speed record changer developed in 
radar research; and a new type push- 
button tuning incorporates sharper 
selectivity; available in mahogany, 
walnut and Prima Vera (blond) 
finishes. 

Table model has patented inner 
construction designed to eliminate 
“boxy” tone found in small sets; 
automatic volume and tone controls 
have been added; dial simplified for 
more selective tuning; walnut veneer 
cabinets in light or dark finishes 
harmonize with almost all types liv- 
ing and bedroom furnishings. 


Availability: To be available in Octo- 
ber. 
Electrical Merchanidsing, November, 
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CROSLEY Radios 


The Crosley Corp., Cincinnati, O. 
19 receiver sets. 


Floating Jewel tone 
system on combination radio-phono- 
graphs is a permanent sapphire stylus 
on delicately balanced tone arm 
which glides gently on sides of sound 
groove of record; flexible interpre- 
tation of radio reception is provided 
by Crosley Master Tone control; 
built-in signal web antennae; con- 
tinuous tone control and world-wide 
reception on 3 band. 

Line includes 8 table models, two 
radio phonograph combinations, one 
equipped with automatic record 
changer; 7 console models—5 of 
them radio-phonographs ranging in 
power from 6 to 10 tubes; 4 farm 
battery sets. 

New and improved cabinet design 
and styling; more extensive use of 
plastics ; giant circle, full-view dials; 
all sets have American and overseas 
short-wave bands; 4 have 3-bands, 
the third being for police calls. 


Electrical Merchandising, November, 
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GAROD Radios 


The Garod Radio Corp., 70 Washington 
St., Brooklyn 1, N. Y. 


Models: Table models 6Al1, 6E1, 6B1 
and 5A2; console models 8BPY6, 
6FS2, 8APX7; Chairside model 
6DPS3. 


Selling Features: 6Al1, table, ac-dc; 
Superhet with untuned RF stage; 
large PM speaker; concealed loop; 
Catalin cabinet in 2-tone colors; 
drop handle for easy portability ; Lu- 
cite dial scale. 

6E1 Deluxe portable; Superhet 
with 3-gang condenser tuning; Lu- 
cite dial scale; built-in loop plus 
newly designed lift up loop for easy 
tuning in tough areas; 2-toned leath- 
erette with genuine leather handle 
and lock; etched bronze front plate 
in modern design. 

6B1, available in walnut or ivory 
plastic; Lucite dial scale; newly 
designed circuit; ac-de; 3-gang tun- 
ing; large concealed loop. 

5A2, 5-tube ac-de Superhet; plas- 
tic cabinet, 2 colors, 4 variations; 
Lucite dial scale; concealed loop 
antenna. 

Breakfront model 8BPY6, combi- 
nation radio-phonograph; walnut and 
mahogany finish; radio concealed 
behind small door on right; push- 
pull audio; continuous tone control; 
3-gang condenser with RF stage; 
armored chassis; large auditorium 


speaker; phonograph in hide-away 
drawer in center of cabinet; 20 rec- 
ord albums will store over 250 rec- 
ords; metal grilled sound chamber; 
2-post record changer holds twelve 
10 in. or ten 12 in. records. 

6FS2, farm console, walnut veneer 
large glass dial scale; 1000 hr farm 
battery pack included; 6-tube newly 
designed circuit, easily adapted for 
use on ac or dc; 3-gang, with extra 
RF stage large auditorium speaker; 
concealed loo» antenna. 

8APX7 console combination in a 
bleached mahogany cabinet; ac su- 
perhet 3-band radio-domestic and 
foreign as well as one additional 
spread band for 25 and 31 meter 
bands; push-pull audio; Cathedral 
speaker; 3-gang condenser; phono- 
graph has newly designed 2-post 
record changer, takes 12-10 in. or 
10-12 in. records in one loading; 2 
record storage compartments con- 
cealed behind 2 lower doors. 

6DPS3, chairside combination, 
newly designed circuit, ac; 2 bands 
domestic and foreign; tone control 
large speaker; automatic 2-post rec- 
ord changer holds 12-10 in, or 10-12 
in. records ; hide-away radio for easy 
tuning; available in walnut or 
bleached mahogany. 
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FEATURE BY FEATURE 
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In beauty, in construction, and in those extra advantages 
that make first-rate talking points, the new Electromaster 
electric ranges have outstanding customer appeal. 


ENGINEERED 


2 [; 
—pecta isls 
a 
As a specialist in electric ranges and water heaters, 


Electromaster offers a proven product, a recognized 
trade name, and sound merchandising support. 


FOR THE BEST IN COOKING - Cectricily 
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BANQUET 


15-15 


DELIVERY IN QUANTITIES 


Two models—the Banquet and the Space Saver—are 
in production now. A limited number of dealerships are 
still available. 


ven More Come 


| | 
i 
| In the future—os now—Electromaster ~~ | 
| will be first in design, with new models | 
| styled by George W. Walker, noted | 
| industrial designer. | 


NOVEMBER, 


ELECTR) APPLI/ Net 


NEW RADIO PRODUCTS 


HOWARD Radios 


Howard Radio Co., 
1731-35 Belmont Ave., Chicago, 


Models: 901 and 902. 

Selling Features: Model 901, 5-tube, 
a.c.-d.c., l-band receiver with dy- 
namic speaker; automatic volume 
control; built-in antenna, walnut or 
ivory plastic cabinet. 

Model 902, same as 901 with 2 
bands: 140-1700 ke and 6-18 me. 

| Electrical Merchandising, November, 
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ANSLEY Radios 


Ansley Radio Corp., 21-10 49th Ave., 
Long Island City, N. Y. 


Models: 53 ac; 54 ac-de, chassis; 63 
high fidelity, ac only; and 32 ac-dc. 


Selling Features: 53 ac and 54 ac-de 
FM-AM chassis, available in all 
console models; 17 tubes ac and 22 
tubes ac-dc; 2-bands: 540-1750 kc 
and 822 mc; 3-gang tuning con- 
denser ; push buttons; 8 stations ; RF 
stage on all bands; 10 watts output; 
12 in. high fidelity speaker; separ- 
ate bass and treble tone controls; 
Double limiter on FM; Ansley float- 
ing pointer dial. 


Model 63 high fidelity chassis, 
FM-AM, for ac only; 21 tubes in- 
cluding tuning indicator and recti- 
fiers; 3 bands; 3-gang condenser; 
dual channel audio amplifier with 
individual controls; 15 watts Triode 
output; dual co-axial speakers; Ans- 
ley floating pointer dial. 


Model 32 chassis, ac-dc, available 
in consolette, arm chair, table and 
portable models, 9 tubes including 
tuning indicator and rectifiers; 2 
bands; 3-gang tuning condenser ; 5 
watt output; 8 in. extra heavy dy- 
namic speaker. 


Above radio chassis are available 
in the following period cabinets with 
automatic record changing Dyna- 
phone: Normandy, French provit- 
cial, in walnut; Salem, American 
Colonial in pine with a mellow 
brown finish; Pembroke, half-round 
Sheraton commode of mahogany 

(Continued on page 184) 
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MUTINY !... In the narrow waist of 
the flagship Santa Maria is gathered 
a group of hot-eyed, angry men. Tense 
but calm above them stands the Cap- 
tain General. The date is October 10, 
1492. The position is 4000 miles 
W.S.W. of Portugal. 


The ringleaders speak. For thirty 
days they have sailed into the unknown. 
Already they are long past the spot 
where he predicted land. To go far- 
ther would be madness. They must 
turn back. 


The Captain General replies. Con- 
fidently he allays their fears. For the 
faith that is in Christopher Columbus 
is a deep faith born of tireless reading 
... reading about navigation, geog- 
raphy, exploration, about seamanship, 
about the size and shape of the earth. 


“Two books in particular,” says 
Samuel Eliot Morison in his great 
work, Admiral of the Ocean Sea, “the 
Imago Mundi and the Historia Rerum, 
show by their multitude of marginal 
notes that Christopher read them over 
and over again...” 


So, once again, Columbus rises mag- 
nificently to the challenge of a world 
that doubts . . . holds unflinchingly 
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Columbus KNEW from bis reading that the world was round... that by sailing west you could eventually reach 


the east... and this knowledge gave him courage to carry on even in the face of mutiny 4000 miles at sea, 


Through READING he found a GREAT NEW WORLD 


to the promise of a life-long dream. 
Muttering, the men withdraw. And on 
again over the glassy swells the little 
fleet creeps westward . . . westward 
toward the greatest landfall in history 
... toward the vast new continents of 
the Americas! 


Reading a Spur to Progress 
The great men and women of history who, 
like Christopher Columbus, have revealed 
new worlds of geography, art, science, 
almost without exception were helped 
and inspired by reading. 

For it is the impression value of what 
one sees that registers indelibly and is 
never forgotten. .. . And reading alone 
covers the whole field of man’s knowledge 
.-. includes a// of life in its limitless scope. 


Such reading, at its varied best, is found 


Greatest 
Circulation 
in the World 


in abundance in the pages of The American 
Weekly. Here are life’s loves, hopes and 
fears ... the wonders of science and history 
. .. the beauty of art and literature . . . the 
inspiration of religion. Two articles from 
recent issues suggest its wide range of 
interest—“‘Penicillin’s New Ally,” an ar- 
ticle on the latest advances in medicine; 
and “End of Dictation for the Cinderella 
Stenog,” which tells the romantic true 
story of a lovely American girl and her 
modern Prince Charming. 


The American Weekly is the magazine 
distributed through a group of great Sun- 
day newspapers and is read by the men, 
women and young people in more than 
8,000,000 homes from coast to coast. 


The manufacturer who associates his product 
and company name with this influence is tying 
in with the greatest known force in advertising. 


HE AMERICAN 


EEKLY 


1945 


“The Nation’s Reading Habit” 
MAIN OFFICE: 959 EIGHTH AVENUE, NEW YorK 19, N. Y. 
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the NAME WOMEN KNOW! 


Liven housewares sales with VACULATOR — the 
consumer-accepted “best-seller”! FAIR-TRADED 
; backed by POTENT ADVERTIS- 
ING in leading magazines to millions of home- 
makers; BEAUTIFULLY DESIGNED for eye- 
made with PYREX brand glass; and 
equipped with the new DUTCH clothless coffee 
filter. For the best in coffee makers, feature VACU- 
LATOR—Coffee Maker specialists exclusively! 


for FULL profits 


appeal; 
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IN A CLASS BY ITSELF! 


The biggest “LITTLE” thing in coffee 
makers! No cloth or paper; can’t pop-up 
or fall-out. Made of sparkling china — 
virtually unbreakable. Fits ALL standard 
makes. It's R-E-D HOT! 


VACULATOR 


CHICAGO 6, U.S.A. 


The PLAN Behind The PRODUCT! 


TRADE MARK REG. 


PROTECTED Profits! 
Aggressive PROMOTION! 
Distinguished DESIGN! 


Pree! 


DISPLAY 
DISPENSER 
STOPS the pros- 
pect; TELLS the 
story; MAKES 
the sale! 
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NEW RADIO PRODUCTS 


ANSLEY RADIOS CONTINUED FROM 
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record changing the 
other fitted as record cabinet. 

Modern cabinets: Century; Sky- 
line and Plaza. 
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DEWALD Radios 


DeWold Radio Mfg. Corp., 440 Latayette 
St., New York, 3, N. Y. 


Models: Table models: A-501 Lyre; 
A-500 Leader; A-502 Jewel; and 
A-603 Connoisseur radio-phono- 
graph combination. 


Selling Features: A-501 Lyre, 5-tube, 
superhet, ac.-d.c.; AM and police 
reception ; easy-vision slide rule dial; 
automatic volume control; large dy- 
namic speaker; built-in looptenna; 
Catalin cabinet in 5 colors. 

A-5300 Leader, 5-tube ac-dc, new 
tilt-top easy-vision slide rule dial; 
high ratio Vernier tuning; figured 
walnut or antique ivory. 

A-502, Jewel, 5- he we ‘Catalin cabi- 
net in 5 colors. 

A-603 Connoisseur, 6-tube, radio- 
phonograph with automatic record 
changer; large  electro-dynamic 
speaker; tone modulator; self-start- 
ing phono-motor with lightweight 
pick-up and permanent point needle; 
plays twelve 10 in. or ten 12 in 
records with lid closed; controls 
conveniently located on front of 
walnut cabinet. 


Electrical Merchandising, 
1945 
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SYLVANIA Panel Lamps 


Sylvania Electric Products Inc., 
Emporium, Pa. 


Device: Miniature incandescent lamps 
for 2.5 and 18 volt service with min- 
iature screw and bayonet bases suit- 
able for radio dials, electronic equip- 
ment, automotive instrument panels, 

. flashlights, pin ball machines, etc. 

Selling Features: Designed to operate 
without causing radio interference 
and to resist continuous vibration 
from radio speakers with current 
rating from .06 to .5 amps. for 4 
wide range of applications including 
ac-de and battery sets where low 
current drain, shadowless illumina- 
tion and long life are required. 

Electrical Merchandising, Novembet, 
1945. 
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IDISING 


Make sure the lamps and appli- 


ances you sell are equipped 
with Gilbert. Plugs. 


When appliances come in for 
minor repairs, equip them with 


Gilbert can be used over 
and over again and require 
no tools. 


Gilbert Plugs: it in service 
longer — they are designed to 
take abuse. 


Securely locked in place ASS EMBLY 
—that’s why the Gilbert 
Plug is “The Plug You MACHINE 
AVAILABLE 
750 to 1000 plugs per hour | 
are assembled to cords by 
this machine — for volume 
users of Gilbert Plugs. 


GILBERT 


GILBERT (CSERT MFO. CO., INC., 24-20 46th St., Long Island City 3, N.Y. 
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Thanks for waiting! 


Uncle Sam has been served . . . Tuttle & 
Kift is proud of its contribution to the development 
of the Atomic Bomb. Although ours was a small 
part, the entire Tuttle & Kift organization went 
all out for the Manhattan Project. Thanks for 
waiting—we know you'll agree that the results 


have proven our time has been well spent. 


Now we can promise you that with the knowledge 
gained from our war production added to our 
quarter century experience in the field of Electrical 
Engineering, we will develop and manufacture 
even better T K products than the fine ones to 


which you have become accustomed. 


TUTTLE & KIFT, INC. 


1825 NORTH MONITOR AVENUE * CHICAGO 39, ILLINOIS 


MANUFACTURERS * DOMESTIC AND INDUSTRIAL 
HEATING UNITS + SWITCHES + CONTROLS 


Looking forward to a renewal of appliance selling and lots of wiring to make the 


appliances work are Rus Horning, Seattle, Electrical Contractors Association, and 
Carl Edstrom, E.N.E. Appliance Co., Portland, as they confer with Daryl Leonard, 
Pacific Power & Light Co., chairman of Northwest Association's Electrical Develop. 
ment Committee. Horning and Edstrom represent electrical contractors and dealers. 


Northwest Industry Planning 
To Clear Through N. E. L. P. A. Groups 


A joint meeting of the Executive 
Committee and the Electrical Develop- 
ment Committee of the Northwest 
Electric Light & Power Assn., in 
Seattle, recently brought together rep- 
resentatives of five branches of the 
electrical industry for some over-all 
planning. Pat Johnson, Puget Sound 
Power & Light Co., president of the 
Association, presided at the Executive 
Committee meeting which laid the 
ground work for expanded activities 
during the coming year, much of which 
will center in the Business Develop- 
ment Section of the Association, chair- 
maned by J. M. McKay, Portland 
General Electric Co. 


Financing Appliance Sales 


The Electrical Development Com- 
mittee, which is the Association’s 
over-all planning committee, is set up 
to coordinate the planning being done 
by all sections and their subcommit- 
tees, according to D. B. Leonard, Pa- 
cific Power & Light Co. chairman. 
Among the subjects under considera- 
tion in the several sections relating to 
the sale of utility services and the 
merchandising of appliances and wiring 


The matter of financing dealer term 
sales of electrical appliances brought 
into consultation Clause Groth, Pacific 
Power & Light Co., chairman of the Ac- 
counting Section, and J. M. McKay, Port- 
land General Electric Co., chairman of 
the Business Development Section, of the 
Northwest Electric Light & Power Assn. 
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Seattle Meeting Lays 
Framework for Cooperation 


are, for instance, the extent to which 
the utility may aid in the financing oi 
appliance sales for dealers, as was the 
practice before the war. This subject 
is under study by the Accounting Sec- 
tion, with Clause R. Groth, Pacific 
Power & Light Co., Chairman. R. ] 
Davidson, of the same company, who 
is chairman of the Engineering Sec- 
tion, will direct his section in studies 
of the characteristics of the house 
heating load, now a live subject in the 
Pacific Northwest. The Personnel 
Section, under R. H. Sessions, Idaho 
Power Co., points up the necessity for 
a rounded out program of employe re- 
lations, with emphasis on_ re-hiring 
returning veterans, and is giving con- 
sideration to salesmen’s training. 


Industry Groups Participating 


The Business Development Section 
will set aside a day of its annual 
spring meeting for consideration of 
manufacturers’, distributors’ and deal- 


Art Wegner, The Washington Water 
Power Co., Spokane, Chairman of the 
Business Development Planning Commit- 
tee, and Clarence Sherman, Puget Sound 
Power & Light Co., Seattle, Chairman of 
the Personnel Planning Committee, of the 
Northwest Electric Light & Power Ass°- 
ciation, agree they have many problems. 
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Little Giant MINIATURE TUBES | 


| 


@ Power-packed Ken-Rad Miniature Tubes have helped 
to popularize the friendly companionship of portable 


radios . . . Now still finer tube performance is assured by 


Ken-Rad’s association with new, large research and 
engineering facilities ... The ever-growing consumer 
demand for Ken-Rad quality means increased profits for 

Ken-Rad Tube Dealers! 


Write for your copy of 
“Essential Characteristics” 


he lete di; , 
OWENSBORO, KENTUCKY 


179-013-6650 
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Write to your nearest Domestic Distributor toda § Get the facts 
t 


about the great new Domestic Sewmachines an 


he aggressive 


sales and advertising programs that make this THE Di AL for 


APPLIANCE Retailers. 


J. Meyberg 
Co., inc., 2027 S. Street 
Fran: 4. Meyberg Ceo., 
70 Tenth Street 
A Distributing Co., 


leke City 


Avenve 
Sevth Bend—The Ridge Company, 315 W. 
Jefferson Bivd. 


Co., 114 Western Ave. 
Des Moines—Midwest-Timmermann 
810 Tuttle Street 
KANSAS—Wichite—The Steve Wise Co., 579 
A 


W. Deugles Ave. 
KENTUCKY—tovisville—Kentworth Corpora- 


MAINE—Portlend— Appliance Distributors, inc. 
33 Commercial Street 
YLAND—Beltimore—David Kaufmann's 

Sens, 1419 Maryland Ave. 


MINNESOTA—Min Hayer Co., 
inc., 300 Washington Ave., North 
& Co., Inc., 
New Orleans 
and 
Shebe, 


Ceo., 4 


NEW MEXICO—Midland Specialty Co., El Paso 


Appliance Co., 


Southwestern Amarillo 
NEW YORK—Albany—8. H. Spinney Co., 97 


ork mpany 
hester—Erskine-Healy, Inc., 420 St. Paul 


Syracuse—B. H. Spinney Co., 1133 West 
Genesee Street 
NORTH CAROLINA—Asheville—Graybar Blec- 
tric Co., Inc. 
jotte—Graybar Electric Co., Inc. 
Blectric Co., Inc. 


Durham—Grayber 
NORTH DAKOTA—4. C. Hayer Co., inc., Min- 
neapolis 
-y York Supply Co., 2624 
in Ave. 
Cleveland—Strong, Carlisie & Hammond Ce., 
1394 West 3rd Siroet 
Columbus—Ohiec Appliances, Inc., 241 North 


Fourth Street 
a ar York Supply Co., 531 East 
hird Street 


Ave. 
Pottsville—Biehi's, Inc., 500 South Centre 
Street 


RHODE & Com- 
ny, inc., 76 West Exchange Street 
soutH CA CA ROLINA—French Nestor Company, 


Jacksonville 
SOUTH DAKOTA—Sioux -y City 
Sevth 1 


Memphis—Shobe, Inc., 1095 Union Ave. 
Neshville—Graybar Electric Co., Inc., 313 
Eighth Street, South 
TEXAS—Amarillo—Southwestern Appliance 
Co., 620 Tyler Street 
Dallas—The Schoelikopf Company, Lid., 806 
Jackson Street 
El Paso—Midiland Specialty Co., 427 W. San 
Antonio Street 
Houston—Reader's Wholesale Distributors, 
414 Washington Ave. 
Sen Antonio—Sovth Texas Appliance Corp., 
1201 Heuston 
UTAH—Salt Lake City—Zion's Co-operative 
Mercantile Institution, Wholesale Appli- 
ance Division, 44 South 2nd, West 
VERMONT—BS. H. Spinney Co., 
VIRGINI A—Norfolk—Graybar 
Richmond—Grayber Co., Inc., “sas 


son—R 
826 E. Washington Ave. 
WY OMING—Boyd Distributing Denver 
— | Auto Supply Co., Billings 
Appliance Division, Salt 


Kavfmann's 


Electrical Development Committee of the Northwest Electric Light & Power Asso- 
ciation, met in Seattle recently with its chairman (at head of table) D. B. Leonard, 
Pacific Power & Light Co., with all five branches of the electrical industry represented. 

Around table clockwise from 8 to 4: W. L. Thrailkill, The Washington Water Power 
Co., Spokane; R. J. Davidson, Pacific Power & Light Co., Portland; Carl Edstrom, 
E.N.E. Appliance Co., Portland; C. W. Sherman, Puget Sound Power & Light Co., 
Seattle; A. H. Wegner, The Washington Water Power Co., Spokane; C. R. Groth, 
Pacific Power & Light Co., Portland; Berkeley Snow, secretary, Portland; Mr. Leonard, 
chairman; J. M. McKay, Portland General Electric Co., Portland; W. M. Jewell West- 
inghouse Electric Supply Co., Seattle; R. H. Sessions, Idaho Power Co., Boise; R. D. 
Horning, Seattle Electrical Contractors Association; J. C. Platt, Edison General Elec- 
tric Appliance Co., Seattle; and Patrick Johnson, Puget Sound Power & Light Co., 


Seattle, President of the Association. 


ers’ problem, and will invite participa- 
tion on the program by these groups. 
Representatives of these groups at the 
committee meeting in Seattle, were, 
J. C. Platt, Edison G. E. Appliance 
Co.; W. M. Jewell, Westinghouse 
Electric Supply Co., both of Seattle; 
Carl Edstrom, E. N. E. Appliance 


. Co., Portland, and R. D. Horning, 


Electrical Contractors Association, Se- 
attle. These spokesmen brought out 
that electrical appliance manufacturing 
would play a large part in the recon- 
version of industry from war to peace 
production; distributor and jobber 
sales programs will be greatly stepped 
up; appliance dealers are gathering 
sales personnel and gearing up for ac- 
tive sales programs when appliances 
can be furnished in volumes; elec- 
trical contractors are seeking and get- 
ting more line construction and sub- 
station wiring rom utility companies. 


Association Will Hear Problems 


As a matter of general policy, the 
group concluded that the Northwest 
Electric Light & Power Assn. could 
function as a common meeting ground 
for the airing of problems arising 
among the five branches of the indus- 


try. It could not nor would it expect 
to take the place of local dealer and 
contractor associations, but it would 
foster the formation of such associa- 
tions as a point of contact for dis- 
semination of promotion plans. 

The Association may again carry 
on regional meetings for dealers and 
contractors spotted throughout its ter- 
ritory, as it did last year. 


Dealers to Get 
Victory Loan Displays 


Appliance stores all over the coun- 
try will receive new and inspiring ma- 
terials for display in support of the 
Victory Loan, it was announced re- 
cently by Samuel J. Cohen, Director of 
the Retail Stores Section of the Treas- 
ury’s War Finance Division. 

Over 3,000 appliance stores will re- 
ceive an attractive full-color, official 
poster of the Treasury’s final bond 
campaign. It shows a triumphant eagle 
and bears the words, “Victory—Now 
You Can Invest In It!” 

Additional copies of general posters 
may be obtained without charge from 
local War Finance Committees. 


Appliance and wiring promotions in which every industry branch will profit is the 
objective of Northwest Electric Light & Power Association members this year, accord- 
ing to Joe Platt, Edison General Electric Appliance Co., and Bill Jewell, Westing- 
house Electric Supply Co., both of Seattle, as they confer together In the Associ@- 
tions, Executive Committee, on which they represent manufacturers and wholesalers 
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| DISTRIBUT 
Domeatic 
| 10 
; ance Co., 1801 Ave., North and 
| 
~ Reck—frank Lyon Ce., 
ain 
Beraman Co.. inc.. Oak & Eagle Streets 
coL 
20 West 13th Ave. 
| H. Spinney Co., Springfield 
Tracy & Inc., Providence 
OMAWARS—Devid Sons, Baiti- 
and 
i Philadelphia Electronics, Inc., Philadelphia 
FLORID A—Jecksonville—french Nestor Co, 
3415 Oak Street 
GEORGI A—french Nester Co., Jacksonville 
ZCM1, Whelesale Appliance Division, 
ors Sempsten Co., 3201 
| LLINO1S—Chicage—The 
South Michigen Ave. Telede—V. J. McGranahan Distributing Co. 
Decetur—Crum Distributing Co., 135 South 17th & Madison 
| Franklin Street OKLAHOMA—Oklahoma City—Southern Sales 
Quincy—Merkel Brothers Herdwere Co., 917 North Broedway 
1711 Greedwey OREGON—P ortiand—Swunset Electric Co., 509 
INDIANA—feort Wayne—The Nationc! Mill N.W. 10th Street 
Supply Ce., 207 Columbia Street PENNS YLV ANIA—Philadelphio—Philadelphia 
Distributors Divi- Blectronics, Inc., 2018 Land Title Bidg. 
sion, Packard Mfg. Cerp., 2900 Columbic Pittsburgh—Anchor Distributing Co., 955 
TEND dass Jard- 
tien, 726 West Mein 
LOUISIANA—New Orieans—Geo. H. Lehleitner 
tors, Div. of Geo. H. Wahn Co., 69 High St. 
Springfleld—®. H. Spinney Co, 62 Hampden Me 
Grand Rapide—J. A. White Distributing Co., at 4 3 
tic Co., 1808 Grand Ave. 300 Westieke Nerth 
NEW JERSEY — Newark — Apollo Distributing LUM: vi 
Co., 15 Shipmen Street Sons, Baltimore - 4 
‘ 
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"She’s a wonderful dinner 
,.ehardly eats a thing.” 


Every cloud has a silver lining. It’s always darkest 
just before the dawn. And as Pollyanna said, you 
can always find something about something to be 
glad about. 


You’ve gone through that training period your- 
self—in wartime. If a gimmick was fragile, it was at 
least... beautiful. If a gadget worked loose in use. 
it could, however, be easily cleaned. 


But isn't it a grand and glorious feeling to get 
back to straight selling at long last! Washing ma- 
chines should wash clothes. Toasters should make 
better toast. Coffee makers should make good coffee 
—clear coffee—easily and quickly. 


Up here at Silex we’ve always kept our eye on the 
coffee, not just on the container. Maybe that’s the big 
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TRADEMARK REGISTERED U. &. PAT. OFF. 


HARTFORD 2, CONNECTICUT «+ ST. JOHNS, P. @., CANADA 


reason we lead the field, are asked for more by name 
than any three glass coffee makers put together. 


Now, praises be, there'll be more Silex coffee 
makers; we’re surging ahead in production every 
minute. And there’ll be other fine products, too, that 
can proudly bear the Silex name. Deliveries are 
already being made on the perfected Silex Duolectric 
Steam Iron. 


It’s the easy way out, of course, to feature Silex 
products... they’ll practically sell themselves. 


But don’t try to buck competition with any buck- 
toothed products. Insist on your share of every 
leading brand. 


Feature the leaders in every line, and you’ll always 
lead, yourself! 
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LAST CALL FOR 


Christmas 


Immediate shipment on these popular 
SANTA CLAUS SELLERS to replen- 
ish your Christmas stocks. 


= Distributors and branch managers attending the first Frigidaire post-war sales meet- 
ing spent a good deal of time touring the plants. Above, left to right: B. S. Arnold, 
Onondaga Supply Co., Syracuse, N. Y.; C. A. Copp, Frigidaire; H. J. Weisberg, 
Chapin-Owen, Inc., Rochester, N. Y., and G. T. Stewart, Onondaga Supply, Rochester. 


BLackBoarpD 
No. 303 


Here it is! A 21%” x 24” Juvenile 
Blackboard that will sell on sight. 
Authentic Walt Disney decora- 
tions. Numerals and alphabet, 
PLUS plenty of writing and draw- 
ing space. Well built; neatly fin- 
ished. A stock item for “Santa 
Claus”. Order NOW! 


— 


No. 303. 21%" x 24”; individually 
and 3 package. 
pproximate shipping weight in lots 
of 12—80 Ibs. 


| 
6é e Left to right: L. A. Hanlein, appliance sales manager, Pittsburgh branch; J. C. 
SHOO-FLY Rocking Toy Holmes, branch manager, Roanoke; H. L. McGurk, branch manager, Fort Worth, 


and R. E. Krum, assistant director of government contracts, Frigidaire. 


Safe and sturdily built rocking toys in animal cut- 
out designs realistically finished in bright colors. 
Youngsters love ’em; and the Safety Seat and foot 
rest make them a safe 

choice for parents. Choice 

of Pony (500-A), Doggie 

(500-B) or Kitty (500-C) 

designs. 


ndividually 


Left to right: H. F. Harter, field service contact, Frigidaire; L. W. Curl, manager, 
Baltimore-Washington branch; J. Kyle, manager public utility sales, New York branch; 


T. A. Arminio, branch controller, New York, and D. B. Price, appliance sales manage’, 
TOP {@LINE 


Toys APPLIANCES 


Planes Speed Recordio Hasemeier, vice-president in charge of 
les; D. E. McGraw, 


motion manager ; Robert F. Timm, ac- 


AS ATED MA TERS The Wilcox-Gay Corp., manufac- count executive of the Cramer-Kras- 
GAMBILL BLDG.., NASHVILLE 3, TENN. turer of Recordio, is sending its sales selt Advertising Agency; W. E. Mc- 


and advertising personnel across the Connell, service sales manager; and 

O R D ER NO Ww! country in two speedy, streamlined W. C. Hynes, in charge of the Wilcox- 

planes to conduct regional distributor Gay newly formed Educational Divi- 

meetings. sion. All will join forces to conduct 
Passengers on the trip will be W. L. the meetings. 
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id . al 
| Snapped at First Frigidaire Sales Conference 
down, six to a_cartgn. | ite 2 > 


manager, 
srk branch; 
manege’, 


Many headlines like thy 
have raised the question 


FON 


ANSWER! 


and will announce it shortly . . . 


Screaming headlines in the New York Times, the World Telegram, 
the Herald-Tribune, articles in The Reader's Digest — you know 
the unfavorable talk they have helped spread, the hardship they 
have worked on every honest radio service dealer. 


DEALER LICENSES DISCUSSED 


You are well aware that federal regulation, dealer-licensing and 
even finger printing, are being suggested and discussed by a lot 
of influential people. 


What's the answer? Raytheon will announce it shortly for Raytheon 
has been working for years on a new, foolproof way to protect the 
public—and to help the ethical radio service man. A revolutionary 
new merchandising plan that will raise the public’s opinion of the 
radio servicing profession and protect the reliable service dealer 
from outside interests. 


GREAT COMPETITIVE ADVANTAGE 


You can see the tremendous competitive advantage this Raytheon 
plan will give every dealer who can qualify! Watch for all the 
facts on the Raytheon program to protect the public — and 
help the honest service-dealer! 


RADIO RECEIVING TUBE DIVISION 
NEWTON MASSACHUSETTS - LOS ANGELES - NEW YORK 


CHICAGO ATLANTA 


DEVOTED TO RESEARCH AND THE MANUFACTURE OF TUBES FOR THE NEW ERA OF ELECTRONICS 
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Thus simple “home” test shows how porcelain 
enamel can withstand sudden and severe changes 
in temperature. Careful inspection of the formed 
iron sink, after the boiling water and ice test, 
revealed that the porcelain enamel remained 


glossy-smooth and undamaged. 


This is only one of the many practical house- 
hold advantages of porcelain-enameled sinks and 
kitchen appliances. Acid-resisting porcelain en- 
amel is not harmed by food or fruit acids—even 
lemon juice. It is magically easy to clean and 


seldom needs scrubbing or scouring. 


Unlike many other finishes, porcelain enamel 


NATIONALLY ADVERTISED 


PAGE 
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Even this can’t harm 


PORCELAIN 


ENAMEL 


Curtis Street, Middletown, Ohio. 


BUY VICTORY BONDS 


‘electric building, fixed the price, and 


is a solid mineral substance fused on a special 
kind of iron at around 1550°F. Its gleaming 
beauty should last for the life of the appliance. 

The metal base is highly important to this 
“lifetime” durability. That is why most manu- 
facturers insist on ARMCO Enameling Iron, the 
most widely used metal for this exacting purpose. 
To identify its use, ask the manufacturer to put 
Armco labels on the products you will sell. 
The American Rolling Mill Company, 1001 


OVER THIRTY-ONE YEARS 
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6,438 Appliances Sold 
for $83,582 During 
Buffalo Trading Post 


ORN of the demand for electri, 
B appliances not manufactured dur. 
ing war and liquidated on V-J Day, 
the Buffalo Trading Post of the By. 
falo Niagara Electric Corp. closed re. 
cently with a record of 6,438 appliances 
sold for $83,582.96 and hundreds oj 
letters from grateful recipients of this 
unique non-profit idea that grew into 
big business. 


Opened Before War 


The Trading Post opened six months 
after the war began. Buffalo war 
workers and armed service personne! 
were demanding appliances, manufac. 
ture of which had been shut off. Elec. 
tric company officials reasoned some 
Buffalo folks had extra appliances not 
being used. By making these known, 
the buyer could fill his need and the 
seller could get cash. 

Certain conditions were established 
when the post was opened. Only appli- 
ances in good operating condition were 
sold. The price had to be fair (no 
more than 75 per cent of the original 
value) and the business was cash and 
carry. 

The electric company took no profit. 
Sellers brought their appliances to the 


the item was tagged and put on display. 
If the buyer was interested, he paid 
cash for the appliance and each week 
the owners of items sold were notified 
to come to the Electric Building for 
their money. 

During the Trading Post’s existence, 
over 700 persons left the city with ap- 
pliances on display and when sales 
were completed, checks were forwarded 
to them. The Trading Post received 
its first real impetus and national ad- 
vertising as a result of the need of 
Waves, Wacs, Spars and women Ma- 
rines to obtain light-weight electric 
irons. 

Recruits in the women services were 
asked to bring with them an electric 
iron. Several hundred such items were 
supplied by the Trading Post to re- 
cruits who spread the word that Buf- 
falo had a unique service. As a result, 
hundreds of letters were received from 
service women in training camps 
throughout the country, asking that 
their names be placed on lists for items. 


Comedy and Tragedy 


Comedy and tragedy entered into the 
transactions. For example, a man on 
a bus was on his way to list an electric 
hot plate. In conversation with a fel- 
low-traveler, he explained the Trading 
Post and before the bus reached down- 
town the fellow passenger owned the 
hot plate. 

Others, thinking that the Trading 
Post listed other items than electric ap- 
pliances, brought in silverware, cock- 
tail shakers, trunks, old gold and other 
miscellaneous items. 

While the Buffalo Trading Post was 
most successful in point of items dis- 
played and sold, largely because % 
the greater demand, the company ¢- 
tablished similar posts in Olean, Ba- 
tavia and Niagara Falls. 
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Id Wall ond base cabinets are standardized to fit into 
any working center ensemble. Styled to harmonize, 
whether bought in single units, one at a time, or in 

} complete groupings. 


appliances 
indreds of 
nts of this 
grew into 


ir 


six months 
iffalo war 
personne} 
, manufac. 
off. Elec- 
oned some 
liances not 
known, 
and the 


established 
Only appli- 
lition were 
e fair (no 
he original 
s cash and 


< no profit. 
nces to the 
price, and 
on display. 
d, he paid 


| 


each week 


*re notified 
uilding for 


5 existence, 
ty with ap- 
when sales 
forwarded 
st received 
ational ad- 
1e need of 
vomen Ma- 
ht electric 


rvices were 
an electric 
items were 
ost to re- 
1 that Buf- 
As a result, 
eived from 
ing camps 
isking that 
for items. 


dy 
red into the 


Do You Want to SELL Kitchen Equipment, 
Or DESIGN and BID ON Complete Kitchens? 


The difference: between selling kitchen units as merchandise 


and promoting completely designed package kitchens may be 
‘teflected in both Turnover and Profit. The sale of kitchen units— 


the MORTON Way—is simpler, faster, and appeals to the mass 
market of homemakers who prefer to modernize their kitchens a 
unit at a time. The custom-built kitchen is more complicated to 
sell, slower to sell, and often requires many calls and the help of 
subcontractors to complete. Morton units sell one at a time, or 
in any combination. They stimulate store traffic and repeat busi- 
ness, with a minimum of sales expense and improved turnover. 


= 


—— 


, a man on Attractive Model Display Kitchen Offer =i your store, from 10’ 6” along one wall, to a larger “L” shape, 


an electric 
with a fel- 


For maximum sales effectiveness in your showroom, we have occupying 7‘ 5” along the range wall and 12’ 6” along the 


he Trading arranged four display groups, which will show all types of sink wall. Experience has proven that the more complete the 


ched down- 


owned the Morton units in compact, good- “looking kitchen assemblies. display, the greater the customer interest and, hence, the greater 
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These are laid out to fit into four rnenes units of apace unit sales, Write for leaflet explaining these display unit offers. 
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Investigate the advantages of the Morton 
Dealer Franchise. Write for Morton Plan Book. 
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CABINETS AND SINKS. 
| 
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— i = 


RUNNING TRUE TO FORM 
18 years ago the News-Post set 
the pace when it became the 
most popular evening paper in 
Baltimore. It’s running true to 
form today — still the evening 
paper that most Baltimoreans 
read. And not because of luck, or 
contests — but because it’s the 
kind of paper people enjoy read- 
ing. Well-written, accurate 
reporting. Well-known feature’ 
writers. To sell Baltimore, make 


your choice the people’s choice. 


Baltimore News-Post 


f NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE ] 
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BENDIX WASHER FEATURED ON AIR SHOW—A Bendix automatic home laundry 


was the prize given on a recent airing of the "Give and Take” radio show. Shown, 
left to right, are: John Reed King, M.C. of the “Give and Take” show; Mr. and Mrs. 
Michael Tortora of Queens, N. Y., winners who took the Bendix; Ira Schwartz, sales 
manager of Bruno-New York, distributors who gave it; and Janet Love, manager of 
Bendix Home Demonstration Bureau of Bruno-New York.. 


ARIZONA 


Tempe—The State Tax Commission 
has licensed Dana & Wilson Butane 
Sales Co., Inc., to retail electrical 
appliances. 


ARKANSAS 


North Little Rock—A permit to 
construct an $8,000 fireproof build- 
ing for a retail furniture and elec- 
trical appliance store at 1610 Main 
St. was issued to E. E. Cother re- 
cently. 

Little Rock—Southwest Arkansas 
Furniture Co. of Nashville has filed 
articles of incorporation to deal in 
electrical appliances at wholesale 
and retail. Starting capital was 
listed as $30,000. Incorporators are 
Nathan G. Coulter, resident agent, 
Carl H. Freel and Joe H. Ball, all 
of Nashville. 


CONNECTICUT 


Articles of incorporation have 
been filed by the following firms: 
Enfield— Liberty [Electric 
Brainard Rd., Thompsonville, by 
Floyd Liberty. 

Hartford—City Electrical Appliance 
Co., 171 Main St., by V. F. Vignati, 
51 Redding St. 

Hartford—General Electric Prod- 
ucts Co., 302 Market St., by J. M. 
Silver, 1043 Farmington Ave,; P. C. 
Klein, 5 Stratford Rd.; P. I. Klein, 
Rd.; all of West Hart- 
ord. 

Hartford—Kilowatt Appliance Co., 
490 Wethersfield Ave., by M. J. 
Linkovick, 20 Cowles St. 
Bridgeport—Silver City Home Ap- 
pliances, 265 Cook Ave., by Henry 
F. Maselbas, 184 Summer St. 
Hartford—Hartford Appliance Co., 
Inc., has been incorporated to deal 
in electrical appliances. Capital 
stock $50,000, divided into 2,000 
shares of $25 each; commence bvsi- 
ness with $7,025. Incorporators: 
Jerry E. Martocci, Mildred Valis, 
both of Hartford; Anthony T. Faz- 
zina, New Britain. 


NOVEMBER, 


DELAWARE 


Wilmington—The Wilmington Auto 
Sales Co. has purchased the proper- 
ties at 805-7-9-11 Orange St. for 
construction of the Electrical Ap- 
pliance Center, a division of the 
motor company. 


FLORIDA 


Bonifay—J. L. Kirkland of Bonifay, 
in partnership with Dallas Ellis of 
Pensacola, has purchased the D. J. 
Paul building for establishment of 
an electrical appliance house. 
Miami—The state secretary has 
issued a charter to Electrical City, 
Inc., electrical supplies, 50 shares 
no par value; John E. Porte, 
Margaret L. Weber. 
Tampa—Hayman Jewelry Co., 215 
Cass St., has announced the opening 
of a new electrical appliance depart- 
ment. 

Wauchula—The Wachula Appliance 
Co. has announced its opening on E. 
Main St., under the management of 
A. F. Cosey and W. L. Warren, Jr. 


GEORGIA 


Quitman—The opening of a new 
electrical appliance store on Scriven 
St. has been announced. W. S. 
Price and Barnard Elsberry are the 
owners. 

Quitman—W. L. Patten and John 
Kimbrough are opening a builders’ 
supply and electrical appliance store 
in Quitman. 

Fitzgerald—The Music Shop has 
opened at 207 Forsyth St. to sell a 
complete line of appliances. H. O 
Jones, Jr., is the proprietor. 
Cartersville—Vann Underwood and 
Emory Smith have opened the Bar- 
tow Electrical Supply Co., handling 
electrical appliances. 


IDAHO 


Preston—The Albiston Radio Serv- 
ice Co., H. D. Albiston, manager, 
has opened for business, dealing in 
radio sales and service. 
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a | The best of all that’s new in radio 


Porte, Delco home radios will be in production soon . . . table models, consoles 


= = and portables... in FM and AM combinations and with standard broadcast bands. They'll 
e depart- provide the best of all that’s new in radi®é . . . sets that set the pace in 
Appliance styling and performance . . . a line that covers the entire range of customer 
ing on E. demand. For engineering vision and manufacturing precision . . . backed by long ; 
vom ba experience in producing Delco auto radios and Delco home 
radios . . . intensified by wartime accomplishments in building military radios and 
electronic equipment . . . look to Delco Radio! 
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oops walls free of smud 
ng hands! 


LumiNite is rapidly changing the nation's 
ideas about switch plates — making a wseful, 
convenient safety device of what used to be 
merely a decorative item. And the graceful, 
flowing lines of LumiNite’s patented design 
set a new pace in switch plate beauty. 
Thousands of enthusiastic users in homes, 
hotels, offices, etc. Cash in on LumiNite’s 
ready acceptance . . . complete merchandis- 
ing helps ... free posters, envelope stuffers 
. national advertising! Write today! 


S comfort; 
a for than 2¢ Per year! 

years without a burnout! 


an 
guarantee! UNCOnditional renewal 


ASSOCI QUECTS CO. 


... and sales at a glance —a smart new electric clock 
that’s as easy to read as it is to look at — and just as easy 
to sell. 


Models for home or office, with works that carry a life- 
time service guarantee. For setting, a simple new patented 
gear release replaces the conventional clutch. 


Complete clocks and works for built-in applications will 
be available soon. 


non ne FAMILY OF 
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MANUFACTURING CORPORATION 


WEEDSPORT. NEW YORK 


ILLINOIS 


Duquoin—Nick Crouch, connected 
with Frigidaire for a number of 
years, has opened the Crouch Elec- 
tric Sales Co., 25 W. Main St., to 
handle Frigidaire, Sonora and Black- 
stone lines. 

Certificates of incorporation have 
been issued to the following: 
Woodstock—Dacy Electric Co., 
Inc.; 1,000 shares common p. v. $100. 
Incorporators: John F, Dacy, Doro- 
thy Dacy, Jack W. Worth. Electri- 
cal appliances. Correspondent: J. 
W. Worth, 43 E. Ohio St. 
Chicago—DeLuxe Appliance Corp., 
8641 S. Yates Ave.; 100,000 shares 
common n. p. v., 10,000 shares pre- 
ferred p. V. $10. Incorporators: 
H. W. Harvey, L. Achtenberg, W. 
J. Velliky. To manufacture and 
deal in household appliances. Cor- 
respondent: H. W. Harvey; 737 W. 
69th St. 

Chicago—Howe Appliances Corp., 
8927 S. Loomis Blvd.; 50 shares 
common p. v. $100. Incorporators: 
George T. Howe, Florence H. 
Howe, Florence H. Howe, Floyd H. 
Lilley. Correspondent: Thomas P. 
Foley, 30 N. La Salle St. 
Danville—Appliance Mart,  Inc., 
25-27 S. Vermilion St.; 100 shares 
common p. v. $100. Incorporators: 
H. C. Mettam, Thomas C. Stiffler. 
New and used vacuum cleaners, 
electric, motor driven and engine 
driven washers, mechanical refrig- 
erators. Correspondent: Mann and 
Stiffler, 106 N. Vermilion St. 
Chicago—The House of Radio and 
Television, Inc. 1271 N. Hermitage 
Ave., 50,000 shares common p. v. $1. 
Incorporators: Meyer Schloff, 
James Elliott, David Sackheim. To 
manufacture and deal in radio and 
television sets. Correspondent: 
Wetten Pegler and Dale, 134 N. 
La Salle St. 


INDIANA 


Mt. Vernon--Home Appliance Sales 
and Service, headed by George W 
and Leonard E. Bottomley, will 
open shortly at 213 Mill St. 


PLANS APPLIANCE CHAIN—Francis W. 
Hackett, recently promoted to Com- 
mander, U.S.N.R., and former general 
manager of Detroit's Good Housekeeping 
Shops, is planning to establish a chain of 
retail appliance stores on the Pacific 
Coast when he is released from the Navy, 
he announced recently. 

Commander Hackett played an im- 
portant part in the organization of the 
Cincpac radar, radio, sonar pool at Pearl 
Harbor, and of the Electronic Supply 
Branch at Oakland, Cal. where he is now 
officer in charge. 
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Hammond — Featuring Kelvinatg 
products, the Hoosier Appliang 
Shop has opened at 5262 Hohma 
Ave. 

Evansville—Pyle Electric Co. 
N. W. First St., formerly operated 
by Harry Pyle at 808 Washingt; 
Ave., has filed incorporation paper 
for $50,000. Incorporators: Hay 
C., Clyde B. and Goldie A. Py, 
Paid-in capital stock totals $10.19 
common stock 500 shares p. v. $1 
each. 


1OWA 


Waterloo—Melvin and Chari 
Germain have opened a new ele 
trical appliance and jewelry store. 
Waterloo—Gray Radio Shop ha 
opened for business under the man 
agement of Dan B. Gray. 
Osage— Wentworth Carter ané 
Nathan Hooker have opened th 
Osage Radio & Electric Store 
which will feature Stromberg 
Emerson and RCA-Victor lines. 
Hudson—A new electrical appliance 
store has been opened by Gail Bon 
neson of Hudson. 

Grundy Center—The General Elec. 
tric Appliance Store announces a 
early opening. Forrest Ferree is th 
proprietor. 

Emmettsburg—aA new electrical ap. 
pliance store has just been opened 
by J. H. McGrath. 


KENTUCKY 


Louisville—Ewald Distributing Co 
has been chartered with $103,00 
capital stock to manufacture ané 
deal in radios, refrigerators an¢ 
other household appliances. Incor- 
porators were George R. Ewald 
J. S. Nicholas and C. W. Neal. 


MARYLAND 


Baltimore—The Hup, local depart 
ment store, announces the additio: 
of a radio and major appliance de 


partment. 
Baltimore — Himmelfarb Bros 
headed by three brothers, Ab 


Harry and Ezra, recently discharge 
from the armed forces, announce the 
opening of a retail radio and majo 
appliance store at 313 N. Eutaw St 
in this city. 


MISSOURI 


Certificates of incorporation have 
been issued to the following: 
St. Louis—The Yank’s United Sales 
Corp., 105 N. 7th St.; to deal in 
household appliances; 300 shares 
p. v. $100 each authorized, com- 
mence with $5100. Common share: 
subscribed: W. J. Carmack, 17; Geo 
K. Blank, 17; Ralph E. Myers, 1/ 
all of St. Louis. 
St. Joseph—Kay’s, Inc., 714 St. 
Francis St., to carry on an electrical 
fixture and appliance business; 50 
shares p. v. $100 each authorized, 
commence with $20,000. Common 
shares subscribed: Jule Agron, 95; 
Louis Kranitz, 95; Sophie Agron, 
5; and Miriam S. Kranitz, 5; all o 
St. Louis. 
Joplin—Home Vendors, Inc., 92 
Broadway; to deal in appliances; 
2000 shares of no par value author 
ized, commence with $1000. 
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MARK- 


NEW 


Electrical Time Switch 


DEVELOPED PARTICULARLY FOR ONE 
MANUFACTURER'S NEW EQUIPMENT 


Has Time Control been 
utilized to its best advan- 
tage on YOUR new 
products? 


Our Engineering Department will be pleased 
fo talk with you about your applications. 
Simply write and arrange an appointment. 


M. H. RHODES, INC. 


MANUFACTURERS HARTFORD 6, CONN. 
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NORTH CAROLINA 


Charlotte—The Stoker Service Co. 
has filed a certificate of incorpora- 
tion, to sell heating equipment. 
Authorized capital stock $100,000. 
Subscribed stock $300 by D. B. 
Nolen; G. A. White,"R. C. Kink, all 
of Charlotte. 
Charlotte—Ross-Witmer, Inc., 513 
S. Tryon St., air conditioning and 
refrigerating firm representing Car- 
rier Corp. products, is now ready 
for full-scale operation, C. N. Wit- 
mer, secretary-treasurer, said re- 
cently. F. H. Ross, Sr., is president 
of the firm. 

Belmont—C. C. Nipper announces 
the opening of a modern electric 
appliance store. 


NEW HAMPSHIRE 


Dover—John P. Cassily, former 
owner of the Dover Retread Tire 
Co., is now operating the John P. 
Cassily Co. at 362 Central Ave., and 
will handle Westinghouse appli- 
ances. 


NEW JERSEY 


Clinton Hill—Ben R. Glassner of 
292 Goldsmith Ave., Newark, plans 
to open a retail store in Clinton 
Hill early next year for the sale of 
household electrical appliances. 


NEW YORK 


Lakewood—The Lakewood Home 
appliance Shop has been established 
in Lakewood under the management 
of Peter Scarsone, 335 Foote Ave., 
Jamestown, N. Y. 

Fredonia—The Patton Electric Co. 
has been establsihed at 166 E. Main 
St. under the management of Guy 
Pantano. 

Falconer—The Royal Electric & 
Appliance Co. is being established 
at 10 E. Main St. under the manage- 
ment of Alexander DeMaio, and will 
specialize in appliances and repairs. 
Buffalo—Maisel Furniture Co. will 
open a new downtown household 
appliance store at Washington and 
S. Division Sts. in the near future, 
in a building recently purchased. 
Buffalo—A business name has been 
filed here for Nu-Day Appliance & 
Service Co., 1173 Lovejoy St., by 
Louis J. Bielli, Edward L. and Al- 
bert L. Fioretti, and Nicholas, Vito. 


New incorporations in New York 
are: 
Rochester—Klick Products Corp., 
electrical appliances, capital 200 
shares no par value stock, three sub- 
scribed. By Jack G.. Lubelle, 
Henrietta; John H. Berman, 120 
Castlebar Road, Miriam R. Morsy, 
4222 Buffalo Road, both of: Roch- 
ester. 
New Rochelle—Time ‘Savers, Inc., 
to ‘deal in electrical appliances, 200 
shares no par value stock, three sub- 
scribed. Romeo La Brusciano, 309 
Wagner Ave.; Leo Heithaus, 918 
Lorens St., Mamaroneck; Barney 
Figowitz, 601 Pelham Parkway, 
Bronx, directors. 
Hempstead—Mid-Island [Electrical 
Distributors, Inc., electrical sup- 
plies, 200 shares no par value, three 
subscribed. By Elmer Levenson, 


Middletown—Deepfreeze Duso Dis- 
tributors, Inc., home and commercial 
freezers, capital $20,000 in $109 
shares, four shares subscribed, 
Henry P. Bull, 46 Prospect Avenue, 
Middletown; W. Cornelius Miller, 
E. Harris Seward, New Hampton, 
directors and subscribers. 
Peekskill — Cope-Freezer Cabinet 
Co., Inc., refrigeration equipment, 
appliances, $50,000 in $100 shares, 
three shares subscribed. By Edwin 
J. Lockwood, Summit Avenue, 
Marvin A. Searles, 801 Pamart Ave., 
Peekskill; William R. Copeland, 5 
Bentley Ave., Jersey City. 

New York City—Perfect Refriger- 
ation Co., Inc., $20,000 in $100 
shares, three subscribed. By Louis 
Newman, Rose Sandberg, Yetta 
Venger, 320 Broadway. 


New incorporations in Ohio in- 
clude the following: 
Cleveland—Good Housekeeping Ap- 
pliances, Inc.; 100 shares of no par 
value and $50,000; principals being 
Lawrence M. Rich, Harold H. 
Kahn, and William B. Sampliner. 
Arrollton—Household Electric, Inc.; 
$25,000 capital; principals: Luther 
H. Hall, Willard D. Householder 
and Paul A. Belknap. 

Cleveland — Canton Home Appli- 
ance Co,; 250 shares, u.p.v.; Incorpo- 
rators; Frederick W. Dorn, Vada R. 
Holden, and J. S. Outten. 
Cleveland—Radio Center Co.; 250 
shares of no par value; James A. 
Chiara, Violet Kurtovic and L. R. 
Canfield. 

Columbus—Hilltop Appliances, Inc.; 
authorized capital of 250 shares of 
no par value common stock, com- 
mencing with $5,000; incorporators 
F. Kenneth Dickerson, 1326 Frank- 
lin Ave.; John Kirkpatrick, 29 N. 
Huron Ave.; Robert M. Draper, 50 
E. Broad St. 

Toledo—Richland Home & Appli- 
ance Co.; capital of 1,000 shares no 
par value common stock. Principals 
are listed as Joseph A. Yager, 
Joseph D. Stecher and Helen 
Corkins. 

Toledo—Arnold, Inc., location yet 
to be determined; authorized to 
issue 250 shares of no par value 
stock; Maurice W. Arnold, 2916 


Sherbrooke Rd. principal in the 
firm. 
Akron—Akron Appliances, Inc.; 


capital of 250 shares no par value 
common stock. Principals are 
listed as Harold M. Wilson, Mil- 
dred DeForrest and Fred E. Renk- 
ert, lst Central Tower Bldg. 


Portland—Electric Kitchens, Inc., 
has filed for incorporation at $2,250. 
James E. Goff, 349 W. 77th St.; 
Henry F: Trisler, 7053 Beach Dr.; 
Romig C. Fuller, 1411 Fourth Ave. 
Bidg.; Robert E. Priebe, 2939 
Fourth Ave. S.; Edw. L. Rosling, 
918 Vance Bldg., all of Seattle. 


RHODE ISLAND 


Apponaug—William C. Grube, 
jeweler, 3280 Post Road, is prepar- 
ing a new department for electrical 


George J. Penn, Sarah Singer, 7 E. appliances, it was recently an- 
42nd St., New York City. nounced. 
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PINCOR 


PIONEER 
GEN-E-MOTOR 


CORPORATION 


WHEN OUR WAR JOB 
IS COMPLETED 


New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer—PINCOR Products —the 
result of careful planning and research, 
skillful designing and engineering, and 
exhaustively tested to insure user satis- 


Built with many exclusive construction 
and operating features, and backed by an 
aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 
selling, profitable line for the progressive 
dealer who has his eye on the future. 

Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 


5641-49 DICKENS AVENUE 


MOWERS 


Appliances ...Valuable as Jewels 


for showing of smoll upplionces. 


Appliances are beginning to come off production lines... limited in 
quantity ...desired beyond words. Through dramatic display you 
will want to tell your customers they may again be purchased at your 
store. Deliveries will start soon...have your displays planned and 


ready. 


copy today! 
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Suggested vse of Shodow Box Frome. Half-round shadow box in 
deep beveled wood frome, interesting scalloped edged design, 
constructed for effective lighting of merchandise. Particularly good 


FREE! Our Fall and Christmas catalog just off the press. 20 pages 
...215 illustrations of beautiful, practical display props and 
suggestions for their use. Don't be without it. Write for your 


W. L. STENSGAARD AND ASSOCIATES, INC. r 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


They Should Be 
Displayed the 
Same Way 
Framed 
hair 


SOUTH CAROLINA 


Georgetown—Palmetto Tire and 
Electric Co. has been incorporated 
to deal in appliances; capital stock 
$10,000; officers T. V. West, presi- 
dent; Effie Reece West, secretary 
and treasurer. 

Chesnee—The opening of The Ches- 


nee Electric and Plumbing Shop, * 


which will handle appliances and 
repairing, was recently announced. 
Union—George A. James will be 
manager of the new Household Ap- 
pliance Co., which will operate in a 
modern electrically equipped home. 


TENNESSEE 


Knoxville — Bower's Department 
Store is planning to add an electrical 
appliance section, according to 
Robert Kidd, manager. 
Jellico—The H. & N. Electric Ap- 
pliance Co., new store in Jellico, 
offers day or night service, accord- 
ing to S. D. Newman, Jr., manager. 
Johnson City—Kyle Huddle, oc- 
cupying half of a building erected 
by him and H. E. P. Clifford, will 
open a store handling appliances 
and radio. 

Loretto—The opening of Electric 
Appliance Co. has been announced 
by Roy P. Matthews and Karl J. 
Augustin. 

Ripley—Morris Farm Equipment & 
Supply Co. has opened a store which 
features heating equipment. 
Chattanooga—The opening of the 
St. Elmo Appliance Co., 5522 St. 
Elmo Ave., has been announced by 
Wesley Phillips and Fulton Liming. 
McMinnville — Fraley’s Electrical 
Appliance Store announces its open- 
ing. It will handle a complete Hot- 
point line. 

Johnson City—East Tennessee Ap- 
pliance Co., with E. I. Roberts as 
president and W. H. Tyler as secre- 
tary-treasurer, has opened tempo- 
rary offices at 1214 Spring St., and 
will deal in Frigidaire products. 
Knoxville—H. M. Story, 131 Fair- 
mont Blvd. has opened a store on 
Market St. to handle appliances and 
equipment. 


TEXAS 


McAllen—Valley Freezers, 
merchandising; capital stock $10,000; 
incorporators: Bredo Christenson, 
Ed C. Schwille, Paul Carrington. 
San Antonio—General Appliance 
Co.; capital stock $1,000; incorpora- 
tors Nathan Dreeben, Jane Stern 
Dreeben, Alex J. Levinson. 
Galveston—The Palace Furniture 
Co. has completed remodeling its 
quarters and will carry a complete 
line of appliances, according to 
A. E. MacDonald, manager. 


UTAH 


Holladay—Mulholland’s New Hard- 
ware and Apfliance Store at 3298 
Highland Drive, owned and oper- 
ated by Bob Mulholland, is one of 
the recent new business institutions 
in Salt Lake County. 
Murray—Herbert A. Towers has 
established the Towers Appliance 
and Plumbing Co. at 4955 S. State 
St. and will handle electrical appli- 
ances, 
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Ogden—With Lewis J. Wallace as 
president, Lee’s Appliance Shop, 
2431 Washington St., has just re- 
ceived a charter of incorporation 
Other officers are: E. Lee Nichols, 
vice-president; W. B. Paterson, sec- 
retary and treasurer. 


VIRGINIA 


Electrica! 
Co. has just been organized to 
handle appliances. F. L. Bullock 
is manager of the new firm, which 
will occupy quarters at 601-603 Main 
St. when remodeling is completed 


WASHINGTON 


Walla Walla—D. & H. Electric, a 
new business dealing in electrical 
appliances, has opened at Third and 
Alder Sts. C. W. Derby and Joel 
H. Heimbigner are proprietors. 
Recent incorporations in Wash- 
ington include: 
Anacortes—San Juan Appliance Co., 
Inc., to deal in electrical appliances; 
capital $40,000; J. L. Johns, M. M 
Johns, Friday Harbor; E. I. Cook, 
Seattle. 
Seattle—North Pacific Supply Co. 
of Seattle, capitalized for $100,000, 
to deal in household appliances; by 
A. L. Willard, P. A. Strack and 
George K. Comstock, all of Seattle. 


WEST VIRGINIA 


Charleston—Stanley Home Appli- 
ances, Inc., has been issued a 
charter; $25,000 capital authorized 
and $10,100 paid in. Incorporators 
are Charles G. Peters, Robert Mer- 
ricks and I. Benton Bush, all of 
Charleston. 


WISCONSIN 


Wauwatosa—Elmer D. Merritt, re- 
turned serviceman, has established a 
refrigerator and freezer service from 
his home at 1259 N. 123 St. 

Milwaukee—Philip E. Schmity and 
E. H. Atkins have organized Sch- 
mity-Atkins, Inc., to deal in whole- 
sale and retail radio supplies. 


CLEANER INVENTOR—Here’s a shot of 
H. J. McAllister, vice-president of the 
Franklin McAllister Corp., Chicago, and 
inventor of the new McAllister bagless 
vacuum cleaner. About 10,000 of the 
new cleaners were made before the war 
and new models are now in production. 
Mr. McAllister used to be e@ vacuum 
cleaner distributor and has shown com- 
parable ingenuity in both merchandising 
and designing. 
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7 a 
| 7,000,000 homes they jisten tO programs 
featuring General Electric tubes and radio ERAL et \ 
sets. National magazines with otal circu 7 Gio, | 
lation of 30,000,000 give them 4 similat we ; 
mous G-E- monogram OF lamps» refriget?- 4 
‘ market by selling G-E radio tubes- Arrange 
now for 4 sharp increase in your tube busi- \ | \ 
— ness the months ahead. Write for infor- 
i mation about G-E tube gelling tights to | 
Electrontcs Department, General Electr#¢ Today” news» Monday through Priday, 
CBS. “The G-E All-Girl Orchestra,” Sun- 
Company; Schenectady 5, N. day; NBC. The G-E House party,” Mon- 
day through Friday, CBS. 
i 


NYKELKROM 


REPLACEMENT ELEMENTS 


they will 
BuilD 
SERVICE and 

PROFITS 


Prompt deliveries — the highest 
quality materials and careful 
workmanship assures you of 
profitable service and satisfied 
customers. 


Complete line of Replacement 
Coils for most Electric Ranges 
—special heating units — flat 
iron elements — Cone Elements 
for space heaters, and spooled 
coiled resistance wire. 


Write for Complete Catalog 


6, inch Brick wired for 2 or 3 heat 
switches. 


5% Inch Brick wired for single heat— 
also wired for 2 of 3 heat Switches 


Cone Elements for Room Heaters 600 
Watt and 1000 Watt. 


H.W. TUTTLE & COMPANY 


ADRIAN, MICH. 


DEPARTMENT STORE 


APPOINTMENTS 


a 


Nation-wide 
Distribution 
thru Leading 
W bolesalers 
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FINEST ELECTRIC DOOR 


Maximum 
Chime Business 
with New 


lle (mine 


2 STRONG LINES—Populaire and Sym- 
phonique—at popular prices. 
SMARTER STYLINGS—created by artist- 
designers. 

DUO-COLOR-FINISHES —to blend with 
all home interiors! 

RICHER LINGERING TONE—plus precise 
Syncro-Tone Timing! 
MERCHANDISING COOPERATION—with 
dealer aids and national advertising 
campaign. 


Marshall Field & Co. 


Harold J. Nutting, general merchan- 
dise manager of Marshall Field & 
Co.’s main and suburban stores in 
Chicago, Ill. recently announced the 


CHARLES W. MERCER 


appointment of Charles W. Mercer as 
manager of the stores’ home appliance 
division. Mr. Mercer has been a buyer 
in Marshall Field’s furniture division 
for 10 years. 


Federal Department Stores, Inc. 


Federal Department Stores, Inc., 
Detroit, Mich., announce the appoint- 
ment of William F. Fenske as sales 
manager of their appliance division. 


WILLIAM F. FENSKE 


Mr. Fenske has served the Detroit 
branch of the Kelvinator Sales Corp. 
since 1936 in several capacities. 


Stewart Co. 


The Stewart Co. of Baltimore, Md., 


has announced the appointment of 
George Wagner as buyer of its radio 
division. 


Duff & Repp Furniture Co. 


Duff & Repp Furniture Co., Kansas 


City, Mo., announces that A. F. Geiss 
has resumed his position as manager 
of the firm’s major appliance depart- 
ment. Mr. Geiss was with another de- 
partment during the war. 


NOVEMBER, 


MANUFACTURING CO. 


Creators of the Juice-O-Mai 
America’s FIRST Streamlined 


IRST is a familiar word 

at Rival. From these fac- 
tories came America’s first 
streamlined Juicer .. . and 
over a score of other house- 
wares Originals. 


At these factories more 
FIRSTS are in the making. 
Firsts you'll want to feature. 
And you'll have first call. 
you who have helped make 
Rival a foremost name in 
the housewares field. 


RIGINALIS 
in 
ITCHENEERING 


* 


ips 


KANSAS CITY, MO. 


Juicer 
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Nationally Advertised in 
ie LADIES’ HOME JOURNAL 
— american nome 
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on gas” 
range 
sales! 


More than 60% of the 
20,900,000 gas ranges in homes in 
the U. S. and Canada are more than 10 
years old and waiting to be replaced. 
Here is a tremendous profit market that is easy to sell 
with the new “CP” sales plan—the soundest 
merchandising idea in major appliance history. 

This new “CP” sales plan is prepared by 20 leading 
range manufacturers to help you cash in. 

_ And it is not just another post-war dream plan. 

It is field tested and has already proven its 
outstanding consumer acceptance and its ability 

to make money for you. Back of it is the gas industry’s 
big new advertising and promotional campaigns 

that are pre-selling your customers for you. 


Write or wire tor your Sales Kits now. 
To Association of Gas Appliance & Equipment Manufacturers, 
60 East 42nd Street, New York 17,N Y. 


Gas Ranges Bearing The “CP” Seal Will Be Made By The Following Manufacturers: 


A-B STOVES, INC. THE ESTATE STOVE CO. A J. LINDEMANN & HOVERSON CO. THE TAPPAN STOVE CO. 
AMERICAN STOVE CO. GLENWOOD RANGE CO. O'KEEFE & MERRITT CO. WESTERN STOVE CO., INC. 
CALORIC GAS STOVE WORKS JAMES GRAHAM MFG. CO. ROBERTS & MANDER STOVE CO. In Canada: CLARE BROS, & CO., LTD, 
CRIBBEN & SEXTON CO. GRAND HOME APPLIANCE CO. GEO. D. ROPER CORPORATION GURNEY FOUNDRY CO., LTD. 
DETROIT-MICHIGAN STOVE CO. HARDWICK STOVE CO. STANDARD GAS EQUIPMENT CORP. MOFFATS, LTD. 


GAS.THE WONDER FLAME FOR MATCH-LESS COOKING 
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HERE’S THE FALL DEAL 


GET YOURS NOW 
Deal “C-D” 


This is a miniature of the wooden 
floor display. It’s beautiful. It will 


move lamps. It's a small unit packed 
deal. 


Quant. Watts List Total 
12 40 $ .25 $3.00 
36 60 -25 9.00 
36 100 25 9.00 

6 150 45 2.70 
6 50-100-150 .75 4.50 
Total List $28.20 


FULL DISCOUNT APPLIES 


This is the kind of display-dispenser YOU have 
been waiting for. A real “drive” can be made 
in your store if YOU will properly place several 


of these units. 


Write TODAY if YOU wish to see a full-color 
reproduction of the display before buying. 


VERD-A-RAY CORP -TOLEDO 5, OHIO 


unimeter 


This unit fulfills an extremely impor- 
tant need for general utility portable 
service equipment. It has wide range 
coverage for both a-c and d-c measure- 
ments of voltage, current measurements 
on d-c and the popular ranges on re- 
sistance. 


The UM-3 is designed to clearly indi- 
cate all the functions which 
aid in the prevention of appli- 
cation of high voltages when 
preparing for current or re- 
sistance measurements. 
Other G-E units for better 
servicing include: Tube 
Checker TC-3, Unimeter 
UM-4, and Oscilloscope 
CRO-3A. 

For details write: Elec- 
tronics Department, Spe- 
cialty Division, General 
Electric, Syracuse, N. Y. 


Electronic Measuring Instruments 


GENERAL ELECTRIC 


77-p2 
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DEPARTMENT STORE 
APPOINTMENTS 


Scruggs, Vandervoort & Barney 


Scruggs, Vandervoort & Barney, St. 
Louis, Mo., announce the appointment 
of Arthur H. Schenk, formerly con- 
nected with the local War Production 
Board, as buyer of major and small 
appliances. 


Leavitt Co. 


The Leavitt Co. announces the ap- 
pointment of Reginald Emerson as 
manager of its new major appliance 
department. 


H. & S. Pogue Co. : 


A. E. Demick has been appointed 
successor to Joseph Martin as appli- 
ance buyer for the H. & S. Pogue Co., 
Cincinnati department store. 


Luger Furniture Co. 


Henry C. Rutherford, known as 
Charley Ford during his announcer- 
writer duties in the past few years, 
has returned to the Luger furniture 
store of Fargo, N. D., as department 
manager of the radio and appliances 
department. He was with the store 
from 1938 to 1942. 


Foley Brothers 


Foley Bros. of Houston, Tex., an- 
nounces the appointment of Walter O. 
Cuevas as manager of its appliance 
department. Until recently he was 
connected with Muller’s, an appliance 
firm in Lake Charles, La. 


Stewart & Co. 


Stewart & Co., Baltimore, Md., an- 
nounces the appointment of Warren 
R. Whitaker as manager of its new 
major appliance department. Mr. 
Whitaker was formerly associated 
with the May Co. of Baltimore. 


Hecht Co. 


The Hecht Co., Washington, D. C., 
has made known the appointment of 
Max Fishman, formerly buyer of 
appliances for Kaufmann’s, Pittsburgh, 
as buyer of major appliances and ra- 
dios. 


Crowley's Detroit 


Department manager of major appli- 
ances, radios and records is now Law- 
rence Leeson, who has recently joined 
Crowley’s department store in Detroit. 


Davidson-Boutell 


Frank Leatherman, formerly buyer 
of appliances for L.*S. Donaldson 
Company, Minneapolis, and more re- 
cently engaged in war production work, 
has been named supervisor of major 
appliances for the three Davidson- 
Boutell stores in Omaha, Kansas City 
and Minneapolis. 


NOVEMBER, 1945—ELECTRICAL MERCHANDISING 


GQO0D 
“PLUG” 


HELPS SELL 
ALL KINDS OF 
APPLIANCES . 


AMERICA’S 
LEADING 
APPLIANCE 
MAKERS 
USE 
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WOULDN'T BE WITHOUT 
MY TRILMONT HEATER” 


No need to tell the children 
Fad ND here’s why: the Trilmont electric heater works on “not to touch.” All four 
OF . an entirely new principle by producing “black heat” from sides are always cool... no 
non-radiant coils. danger to your youngsters 
» or to pets. 
"ES , Unlike most electric heaters, it heats the entire room—not 


just a spot. And its oversize, non-glowing coils will last 
indefinitely—no servicing required. It needs no fan, no 
RADE MARK moving parts to circulate a full volume of healthful warmth 
wherever auxiliary heat is wanted. 


Right now is the time to stock, display and se// the Trilmont. 
Write or wire for complete data and name of nearest 
distributor. 


Specifications: Width 19%”, Height 18%", Depth 9%", 
\’ S 120 Volts, 1200 Watts. AC or DC current. Weight 19 Ibs. 
Carries Underwriters’ approval. 


O.P.A. LIST PRICE IS 
G $3 300 Radiates a gentle penetrat- 
including cord set p 


ing heat that warms but 
does not burn. No fans or 
ICE 95¢ EXTRA AT AND WEST OF THE MISSISSIPP! noisy moving parts! Use 


it in any room ! 
| 


= 


A life-time investment in 
appearance and comfort. 
Ivory-enameled to blend 
with walls and woodwork. 


PHIL LPHI 
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Get back in stride 


easier with sound help 
from these timely new 


McGraw-Hill 
books 


1. GOING INTO BUSINESS 
FOR YOURSELF 


By 0. Fred Rost, Editor, Wholesaler’s Salesman. 
334 pages, 5% x 8, illustrated, $3.00. 

A practical, readable manual to help the 
reader start his own business with best possi- 
bilities for success, no matter how little his 
experience. Covers major aspects of the 
problem—what it means to start your own 
business, assets and personal qualities re- 
quired, legal and financial problems, and 
methods of locating, organizing, and operat- 
ing the business. An invaluable guide to 
starting any kind of retail store or small 
service shop. 


2. MONEY-MAKING SALESMANSHIP 
By Michael Gross. 196 pages, 5% x 8%. $2.00. 

A book on business-getting principles and methods of salesmanship for every sales- 
man who would like the know-how of thirty years successful sales experience. Covers 
every aspect of selling, including learning the fundamentals, selecting prospects, pre- 
approach, what to say when you get in to see the prospect and how to say it, factors 
that help land orders and those that help lose them, how to demonstrate your product 
effectively, and how to close the deal. 


3. HOW TO RUN A SALES MEETING 


By Edward J. Hegarty, Director of Sales Application, Westinghouse Electric and Mfg. Co., 
Mansfield, Ohio. 237 pages, 5% x8, $2.00. 

Based on twenty years’ experience in putting on sales meetings, this book tells in a 
practical way how to plan and conduct successful meetings in order to get best results. 
The book shows the new and veteran sales manager how to be the meeting chairman, 


how to get out attendance, general conduct of the meeting, how to handle charts, films, 


and demonstration pieces, and how to hold audience interest. 


4. BASIC PROBLEMS OF SALES MANAGEMENT 

Printer's Ink Refresher Course Giving Time-tested Solutions 
By Frank LaClave, Associate Editor, Printers’ Ink. 115 pages, 5% x 7%, illustrated, $1.25 
A handy refresher course reviewing the basic problems of sales management for sales 
managers who have become rusty during the wartime sellers’ market and for return- 
ing servicemen about to enter selling and sales management. Discusses hiring and 
training of salesmen, compensation, laying out sales territory, creating sales manuals 
and training films, handling expenses and reports, presenting merchandise, sales meet- 
ings and conventions, and many other important aspects of sales management. 


5. THE TECHNIQUE OF PERSONAL ANALYSIS 


Tested Ways for Fitting Your Personality to a Future 
By Donald A. Laird, Middle Haddam, Conn. Assisted by Eleanor C. Laird, Research Librarian. 
Whittlesey House Publication. 406 pages, 5% x 8, 82 photographs. $3.00. 


Check up on your personality with nearly 2000 questions and discover your strength 
and weakness as a good worker, a business leader, a successful marriage partner— 
in all the important capacities of life. Dr. Laird’s penetrating book will not only help 
you analyze your personality but will also show how you can use your strong qualities 
and improve your weak points to win the goals in life you desire. 


See them for 10 days FREE! 


| McGraw-Hill Book Company, 330 W. 42nd St., New York 18 | 
Send me the books encircled below for 10 days’ examination on approval. In 10 days | 


I will pay for the books, plus few cents postage, or return books postpaid. (Postage 
paid on cash orders.) 


(Books sent on approval in U. 8. only.) 
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Illinois Power Limits - 
Its Appliance Selling 


Pointing out that their long-range 
objective is to reach the promotional 
point where dealers can take over all 
merchandise sales, Illinois Power Co., 
Decatur, Ill., recently mailed to all 
dealers in its territory a “Platform of 
Suggested Principles” by which the 
utility will be guided in its appliance 
sales operations during the months 
ahead. 

The company will withdraw from 
direct selling, the announcement said, 
on those devices which have already 
reached a stage of public acceptance 
and which are well serviced by deal- 
ers. On other devices, gas house heat- 
ing, for instance, the company will 
continue to sell through its own sales 
channels as well as cooperate with 
dealers in the field. 

In addition, the company announced 
that they would: 


(1) Forego all claims to any ex- 
clusive franchise. 

(2) Will participate in appliance 
sales on the basis of free and open 
competition on those devices on which 
it is agreed that the sales effort on 
the part of the utility is advisable to 
build markets. 

(3) The company will sell only top- 
grade merchandise. 

(4) The company will consider an 
extension of its appliance repair facili- 
ties if dealers desire it to do so and, 
in the meantime, will extend its home 
service operation for both customers 
and dealers. 

(5) The utility will offer no special 
inducements except on those products 


such as gas house heating and auto- 
matic water heating, which require 
such offers to help build the mar! +. 

(6) Financing terms will be held to 
such as dealers can readily meet aod, 
if the dealers want it, the pre-war 
system of endorsing a finance plan for 
dealers, and performing the billing and 
collecting function for them, will be 
reinstated. 

(7) Advertising of the company will 
continue to stress usage rather than 
specific makes of appliances, and the 
slogan “See Your Nearest Dealer” 
will be prominently used in most ad- 
vertising copy. 


First Schick Shavers 
In Hands of Dealers 


The first shipment of Schick shavers 
destined for civilian use left the Stam- 
ford, Conn., plants of Schick Incorpo- 
rated, recently, according to K. C. Gif- 
ford, president. The first allotment was 
dispatched to the West Coast and it 
was hoped that a high rate of produc- 
tion would permit covering the terri- 
tories in the Rocky Mountain, Mid- 
west, Southern and Eastern sections of 
the United States by the time this 
shipment reached the Pacific Coast dis- 
tributors. 

Mr. Gifford also announced that 
schedules called for production of 
electric shavers at a rate 50 per cent 
higher than 1941, last full year of 
peacetime production. This is to be 
accomplished by the first of the year, 
the executive said, while schedules by 
the first of November call for produc- 
tion approximating monthly figures in 
1941. 


WATE 


WATERBURY HANDY PLUGS 


are available again! 


TO ASSEMBLE SIMPLY INSERT WIRE AND SCREW ON CAP 


® No Bare Wires—No Short Circuits 
®@ Easy To Attach—Handy To Use 
® Long Uninterrupted Service 


® Safer For Public Use 


Write for complete information 


RBURY COMPANIES, Inc. 


FORMERLY WATERBURY BUTTON CO., EST. 1812 


VOLT WAY, WATERBURY, CONNECTICUT 
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The Case of the CRISSCROSS CALLS 


SPECIAL drive in a large eastern city 
was bringing in the tonnage all right 

— but the sales manager wasn’t happy. 
“There ought to be some way of cutting 
down the cost of getting this business,” 
he said. 
The sales manager and a Hearst Advertis- 
ing Service man made an analysis of a 
salesman’s typical orders. 
The Hearst Advertising Service man 
brought an accurate routing of every in- 
dependent grocery outlet in the city. The 
sales manager matched orders against this 
list — sales vs. opportunity. 
Equipped with these figures the Hearst 
Advertising Service man prepared a map 
on which every call was traced. The sales 
manager was delighted. 


“This is just what I wanted. My salesmen 


are crisscrossing each other’s paths, mak- 
ing long jumps from one sure sale to an- 
other, no matter how many smaller orders 
they skip in the process. Now, let’s com- 
bine your figures and mine, to work out 
a better control and routing of these 


That kind of cooperation with a sales 
manager makes sense. It also makes 
money. For the H-A-S man is more than a 
space solicitor — he is a “reporter with a 
nose for sales.” His training makes him 
useful to you because he is provided with 
the factual, localized, intimate material 
that contributes so much to your building 
of sound selling plans. 


The H-A-S man stands ready to work with 
you as he does with dozens of other sales 
and advertising executives. 


CALL THE 
H-A-S MAN 


Just drop us a note 
saying, “I’m inter- 
ested in your mar- 
ket information on 
(name your type of 
product).” 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
Representing: 


New York Journal-American ¢ Pittsburgh Sun-Telegraph « 


Baltimore News- Post- American 


Boston Record- American- Advertiser 


Chicago Herald-American 
Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner «+ Seattle Post-Intelligencer 
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PIONEERS IN 
LIGHTING EQUIPMENT 


now making deliveries 


from the New No. 47 Catalog 


We can assure you of reasonably prompt deliveries 
on over 60 of our fastest-selling pre-war lamps and 
brackets. 


You'll find many of these items improved both in 
design and styling. They're all made to Faries’ 
high standard of quality. 


... and for 1946 


Watch for an important Faries an- 
nouncement early in 1946. There'll be 
many brand new developments in 
beth incandescent and _ fluorescent 
desk lamps. clamp-on lamps and floor 
lamps . . . including special designs for 
the “circline” and “slimline” flucres- 
cents. A line you'll be proud to sell! 


Photograph by the makers of Armstrong's Asphalt Tile. 
HAZEL DELL BROWN PLUGS LAUNDRY—To Mrs. Hazel Dell Brown of the 
Armstrong Cork Co. credit has been given for many sweeping changes in home 
design. Because she works for a linoleum company, her viewpoint of the logical 
laundry of the future, being published in current magazines, reflects no schoo! of 
thought. She conceives the idea of a cabinet in which to roll the washer while 
not in use. The same goes for the ironing board. Bin drawers, wood top counters 
and a drop cord light are her ideas. Cord for hanging up wash indoors on rainy 
days rolls up on a spool, inside a cabinet, when not in use. 


Canadian Appliance Production 


Write for Your Copy of No. 47 Catalog TODAY 
Illustrates over 60 fast-selling numbers available 
Cash-in on the pent-up demand for lamps and brackets. 


FARIES MFG. CO 


now. 


NATIONAL ADVERTISING 
on the new JUICE KING 
is appearing in Good 
Housekeeping . Ladies 
Home Journal . . . Better 
Homes & Gardens. 


hing 


Cuts Squeezing Time in Half 
with the SINGLE STROKE HANDLE 


JUICE KING sets the pace in home juicer design with 
the Single Stroke Handle and these five other im- 

ant features: (1) Juice-All Strainer . . . ts the 
juice. (2) Interlocking cup, strainer and base. (3) Deep- 
Well Cup. (4) Steel Handle. (5) Open Design. For the 
utmost in beauty and fine workmanship, see the new 
JUICE KING. 


NATIONAL DIE CASTING CO. 
Touhy Avenue at Lawndale 
CHICAGO 45, ILLINOIS 
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Under Way in Reduced Volume 


Americans who are moaning for new 
appliances have nothing on residents 
of Canada, who are waiting just as 
anxiously. Most manufacturers are 
turning out appliances in quantities 
running from 40% to 0% of “pre- 
restriction” volume. Ranges, washers 
and small radios lead the parade, with 
irons, toasters and hotplates in good 
supply. Refrigerators are lagging 
behind. 

A survey of manufacturers and dis- 
tributors indicates the following supply 
picture for appliances generally in 
Canada: 


RADIOS 


Stewart-Warner: Plastic table ra- 
dio should be reaching dealers in 
November, with supplies increasing as 
the raw material situation eases during 
the winter. No console models and 
few wooden cabinet table models ex- 
pected before the end of the year. 

C. G. E.: Table models in produc- 
tion and deliveries will be small but 
regular before the end of the year. 
Larger models are not expected before 
the first quarter of 1946. Supply of 
small models should increase rapidly 
once production gets into stride. 

Crosley (Moffats Ltd.): A few 
table models will be available by 
Christmas, but it will be next year be- 
fore the production picture improves 
or any console models are expected. 


RANGES 


Moffats Ltd.: In production now, 
with regular deliveries to dealers on a 
“moderate” scale. Dealers in turn are 
supplying customers in three to four 
months. It will be 1946 before pre- 
war production rate is reached. 

C. G. E.: Production is under way 
but current volume is small. Improved 
labor and supply conditions, however, 
have put the company in a better posi- 
tion than was anticipated two months 
ago and volume should increase in the 
final weeks of this year. 


REFRIGERATORS 
Kelvinator: Expect a limited sup- 
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Ranges, Washers, Small Radios 
Lead; Refrigerators Lag 


ply by Christmas time. Prewar pro- 
duction rate by early next summer. 

Crosley: Refrigerators now in pro- 
duction but deliveries to dealers not 
expected until December with only a 
limited supply expected for the Christ- 
mas trade. It will be next spring, be- 
fore production can increase sufficiently 
to have any effect on the market. 

Frigidaire: Dealer deliveries are 
expected to begin within a month. Cur- 
rent plant expansion program is ex- 
pected to treble Frigidaire volume in 
1946. All current production going to 
fill backlog of orders. 

C. G. E.: Limited deliveries ex- 
pected before the end of the year, but 
backlog orders are expected to absorb 
these as fast as they appear. It will be 
mid-1946 before production volume is 
sufficient to put many units in dealer 
show rooms, present production being 
absorbed the moment it reaches the 
dealer. 


WASHING MACHINES 


Beatty Bros.: Have been. on 
limited production for several months 
now but deliveries are still 3 to 6 
months behind and no immediate im- 
provement is in sight. Bottlenecks 
continue in the grey iron castings and 
sheet steel fields. 

Easy Washers: Slightly increased 
quantity being turned out now, but 
these are being absorbed by order back- 
logs. Improvement is expected by 
spring of 1946. 

C. G. E.: Washing machines have 
been in production for some weeks, 
but it will be year’s end before volume 
increases sufficiently to have muci 
effect on the consumer market. At 
present all machines are sold before the 
dealer receives them. Barring unex- 
pected difficulties, considerable im- 
provement expected in early 1946. 

Thor: Production is under way °t 
60% of prewar volume and the con - 
pany still hopes to reach 100% by tlc 
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end of this year. Increased plant 
capacity will make possible an even 
further increase in 1946. Enamelling 
steel and gray iron castings are the 
principal bottleneck at present. Cur- 
rent production is absorbed so quickly 
machines seldom reach the showroom 
floor. 


SEWING MACHINES 


Singer: The limited trickle that 
has been made available for the last 
several months to the public (mainly 
hospitals, schools, etc.) has been im- 
proved somewhat lately. Big bottle- 
neck seems to be in cabinets. A limited 
number of high-priced models is com- 
ing on the market. No portables as 
yet. Expect that special attachments 
for making buttonholes will be avail- 
able soon. 

White: No new machines are 
available at present. Possibilities for 
early supply gloomy. Raw-material 
supplies (particularly wood for cabi- 
nets and electrical parts) still very 
light. Picture may be changed by 
spring. 


Stewart-Warner Aims At 
5,000 Radio Sets Daily 


Stewart-Warner 
“pilot run” of radio sets recently on 
what is believed to be the longest con- 
tinuous-flow production line in the in- 
dustry. From four parallel radio assem- 
bly lines Stewart-Warner engineers 
expect to turn out 5,000 sets daily when 
maximum production is attained. 

The pilot run of one of the four 
production lines initiates production of 
14 post-war radio models by Stewart- 
Warner. This number includes table 
models, consoles and radio-phonograph 
combinations. Stewart-Warner engi- 
neers stated that the run does not 
represent an assembly of left-over parts 
of pre-war models but is actual produc- 
tion-line output of post-war radios, 
under regular assembly and materials- 
flow conditions. Some of each of the 
14 post-war models were included in 
the pilot run. 

“This pilot run is being made to get 
the lines ready to produce in quantity 
—at the rate of 5,000 sets per day when 
peak or capacity production rates are 
reached,” Frank A. Hiter, senior vice- 
president of Stewart-Warner, said. 
“Further production beyond this initial 
test depends entirely on the sustained 
availability of component parts which 
Stewart-Warner, like other radio set 
manufacturers, must obtain from out- 
side suppliers.” These components in- 
clude tubes, cabinets, wire and other 
materials. 

Mr. Hiter also told of his com- 
pany’s radio set-advertising plans for 
the balance of 1945. The schedule in- 
cludes use of ten one-thousand line in- 
sertions in 60 metropolitan news- 
papers ; full pages in two or four colors 
in Time and Colliers, and trade adver- 
tisements. 


Maillard To Manage 
Indianapolis League 


Announcement has been made by 
Dan C. Hess, president of the Electric 
League of Indianapolis, of the ap- 
pointment of Albert L. Maillard as the 
new manager-director, taking effect 
September 15. He fills the vacancy 
caused by the departure of Walter O. 
Zervas. For 13 years he was with the 
Kansas City Power and Light Com- 
pany. 


Corp. began 


ES, peacetime production is gaining speed 
- at Perfection . . . faster than we had thought 
possible. 


Tell your waiting customers that PERFECTION 
is back in production—making twelve famous 
models of oil-burning Cook Stoves . . . Space 
Heaters .. . Hot Water Heaters . . . Portable 


Ovens. Tell your customers that you will have 


PERFECTION Oil stoves and heaters again soon. 


Get your order in NOW .. . display the models 
when you get them... and you'll be all set 
to register profits from the sale of the nationally- 


advertised—nationally-known—nationally-wanted 
PERFECTION line. 


This is the time we’ve all been waiting for, so 


... LET'S GET ON THE BALL! 


7795-H PLATT AVENUE ° ° 
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Model 22 Ivanhoe Heater 
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Mode] 525 Perfection Portabl. Room Heater 
Mode] 406-B Puritan Water Heater 
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BLBCTRICIL MERCHANDISING. 
Auneunces the 


MID-MONTH NEWS ISSUE 


(First Issue November 15th) 


For years Electrical Merchandising has been able to 
render the appliance and radio industry an effective 
publishing service on a once-a-month basis. But to- 
day, and from now on for an indefinite period, the 
tempo of industry activities will increase to a point 
far in advance of anything ever before experienced. 

With the influx of new dealers and distributors 


and their activities which make news; with manufac- 
turers’ promotion activities stepped up to new 
heights; and with the flood of new products an- 
nouncements, Electrical Merchandising’s Mid-Month 
News Issue will bring its readers an additional 
service that will be in keeping with the times and 
the increased pace of production. - 


Check these facts that assure complete news 


coverage on your new products plans. 


The MID-MONTH NEWS ISSUE will have the same 
© circulation as ELECTRICAL MERCHANDISING 
(November print order 33,000). 


Editorially it will feature . . . new products. . . new 

© businesses . . . personnel changes . . . merchandising 
plans . . . dealer setups . . . and all news of interest 
to the industry. 


3 It will carry advertising with the same rates and mechan- 
® ical requirements as the regular issue of ELECTRICAL 
MERCHANDISING. 


4 Issue date will be on the 15th of the month. The final 
® closing date for complete plates, ist of the month of 
date of issue. 


5. To provide this ‘added publishing service, Electrical Merchandising’s editorial 

and market research facilities are being expanded. The full-time editorial staff 
has been enlarged to which has been added the services of’ 50 trained cor 
respondents in all of the important trading centers of the country. 


ELECTRICAL MERCHANDISING 
The Retailers’ Choice by 7 to7 


ELECTRICAL MERCHANDISING, realizing its responsibility of leadership, 
is ready to meet the increased demands of service to its industry. 


A McGRAW-HILL PUBLICATION - 330 WEST 42nd STREET - NEW YORK 18, N.Y 
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designed to keep the industry faster informed on all the 
NEW DEVELOPMENTS AND TRENDS IN THE MARKETING _ | 
OF ELECTRICAL APPLIANCES AND RADIO SETS 
| 


ELECTRICITY 


For Any Job—Anywhere 


Reliable, economical electric service is yours -- 


anywhere, anytime with an Onan Electric 
Generating Plant. From the 65 basic models. 
the right plant for any job or application. 


large or small, can be selected. 


Driven by Onan built, 4cycle gasoline 


engines, these power plants are of single- 
unit, compact design and sturdy construc- 
tion. Suitable for all mobile, ‘stationary or 


emergency service. 


series 2 and 3 


engine. 


Model shown is Loe w2c 
KW 60-cycle 
15 volt by water 
cooled 2 cylinder Onan built 


Models range from 350 
to 35,000 watts. A.C. 
types from 115 to 660 
volts; 50, 60, 180 cycles, 
single or three-phase; 
400, 500, and 800 cy- 
cles, single phase; also 
special frequencies. 
D.C. types range from 
6 to 4000 volts. Dual 
voltage types avail- 
able. 


Write 
for engineering 
assistance or 
detailed literature 


3245 ROYALSTON AVENUE 
MINNEAPOLIS 5, MINNESOTA 


D. W. ONAN 
and SONS 


THERAPY LAMP 


Controls 


Will not 


4. PREELY 


Will not 


Uses only 


PAGE 212 


1. GENUINE QUARTZ TUBE 
95%, ultraviolet output*—no heat 
2. BUILT-IN AUTOMATIC TIMER 


duration of treatment 


3. 5-YEAR GUARANTEE ON 
QUARTZ TUBE 


burn out, discolor or 


weaken in ultraviolet ray intensity 


FLEXIBLE 


Adjustable to treat any part of body 
5. COMPACT, PORTABLE 

Weighs only 20 pounds 
6. BRUSHED CHROME .FINISH 


stain or rust 


7. A.C. OR D.C. CURRENT 


40 watts 


8. HANDSOME CARRYING CASE. 
Each lamp comes with case and 


satety goggles 
PRICED TO 
RETAIL AT $6450 
For Further 
information . 
Write to Ine. 


INDEX TO ADVERTISERS 


NOVEMBER, 1945 


American Electric Washer Co. . as 
American Electrical Heater Co. | 


American Gas Machine Co.... a 
American Home Magazine, The 128 
American Lava Corp. ......... 155 
American Magazine, The ...... 179 
American Rolling Mill Co., The. 192 
American Tel. & Tel. Co....... 172 
American Weekly, The ........ 183 


Apex Rotarex Corporation 
Inside Front Cover 


Appliance Mfg. Co............ 88 
Appliance Parts Jobbers Assoc., 


Assoc. of Gas Appliance & Equip- 
ment Mfrs. . 


Associated Projects Co........ 196 
Automatic Products Co. ... 64, 116 
Automatic Washer Co. ....... 56 
Baltimore News-Post .......... 194 
Barr Manufacturing Corp...... 196 


Bendix Home Appliances, Inc.. 65 
Bendix Radio Div. Bendix Avia- 


Ben-Hur Mfg. Co............. 213 
Better Homes & Gardens....... 28 
Blackstone Corporation ........ 113 
Briggs & Stratton Corp........ 106 
Brockwell Electric Co.......... 215 
Camfield Mfg. Co............ 174 
Casco Products, Inc........... 157 
Chanite Sales Co............. 215 
Chicago Tribune ............. 119 
Cincinnati Enquirer, The........ 16 
Cincinnati Times Star......... 164 
Coleman Co., Inc., The......... 6 
Combustioneer Div., The Steel 

Products Engineering Co..... 147 
Commercial Credit Co........ 197 
Country Gentleman ........... 2 
Crosley Corp., The............ 91 
Cuthbert Co., F. N............ 215 


Delco Products weiss General 
Motors Corp. ..... 82 


Delco Radio Division, ‘Gund 
Motors Corp. .............. 195 


Detrola Radio Div. of Interna- 
tional Detrola Corp......... 118 


ee Sewing Machine Co., 
nc 


Dominion Electrical Mfg., . 136 
Dormeyer Corporation ........ 161 
Driver-Harris Co. 


Easy Washing Machine Corp. .34, 83 
Eclipse Molded Products Co.... 10 
Economaster Electric Appliances 190 
Electric Sweeper Service Co.... 215 


204 
Electromaster, Inc. ............ 182 
Emerson Radio and Phonograph 

92 
Eureka Vacuum Cleaner Co..... 57 
Evans Products Co............. 177 
Fairbanks, Morse & Co........ 100 
208 
Farnsworth Television & Radio 

Fawcett Publications, Inc....... 21 
Finders Mfg. Co.............. 150 
Ce............... 215 
Free Sewing Machine Co....... 72 
Frigidaire Division of General 

62, 63 
Galvin Mfg. Corp............. 71 
General Electric Co. .11, 35, 127, 165 

187, 201, 204 


General Mills, Inc., Home Appli- 


Gibson Refrigerator Co........ 140 
Gilbert Mfg. Co.............. 185 
Gits Molding Corp............ 214 
Good Housekeeping .......... 32 
Grand Home Appliance Co.... 170 
Graybar Electrie Co 


Hamilton Beach Co., Div. of Sco- 


215 
Hartford Element Co., Inc..... 148 
Health-Mor, Inc. ......... 
Hearst Advertising Service..... 207 
Hobart Mfg. Co., KitchenAid 

Hoover Co., The 
Hoskins Mfg. Co é 68 
Hotpoint ..... 5 
Howard Radio Co............. 59 


Hurley Machine Division, Elec- 
tric Household Utilities Corp. 26 


Iceburg Refrigerated Locker Sys- 


tems, Inc. ... 9 
International Nickel 

24 
Johnson Rubber Co............ 124 
Johnson & Son, Inc., §. C.. 17! 


Kalamazoo Stove and Furnace 


Kelvinator Div. of Nash-Kelvina- 


tor Corporation ... Fourth Cover 
Ladies’ Home Journal.......... 8! 
Lamb Electric Co., The........ 138 
Landers, Frary & Clark......... 23 
Lear, Inc., Home Radio Div.... 13 


(Continued on page 213) © 


NOVEMBER, 


1945—ELECTRICAL MERCHANDISING 


ELECTRIC 
PLANTS . | 
250,000 
ee Admiral Corporation .......... 19 | 
|49 
Armstrong Mfg. Co .. 218 
... 
| 
| 
/ 
// | 
| 
a 4 
Duo-Therm Div. of Motor Wheel 


‘id 


NDISING 


FE... FOR AN 


ELECTRIC 
LANTERNS 
Model No. 900 


HERE'S A GIFT idea your cus- 
tomers will really “go for —the all- 
purpose Empire FOCAL-RAY Elec- 
tric Lantern, Gives a powerful spot 
or @ bright-spreading floodlight by 
simply turning the lens head. Flexible 
directional beam — insulated handle 
— compact, easy to carry. Precision- 
built in every detail. Ready now for 
prompt delivery. Free display cards for 
your Holiday rush—ORDER TODAY! 


The ETAL WARE CORP. 


Two Rivers + Wisconsin 


turers of Electric Appliances, 
Toy Lanterns 


RIGHTEST GIFT ON THE 
MAN 


EVEN AN ELECTRICAL 
MAN WANTS A HOME OF 
wis OWN. - 


Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the- 


minute. 


Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 

Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
tight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomericlature. 

Send for your copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicago 5 


at 25e I can’t lose—Send me “How To 
Plan The Home You Want.” M 
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634 East Keefe Avenue, 


BUILD LASTING 
CUSTOMER GOODWILL WITH 
THE QUALITY-BUILT BEN-HUR 


“Farm and Home” Freezers 


QUALITY is remembered long after PRICE is 
forgotten” is a truth that applies particularly 
to freezers for the farm and home. Today, 
with a great and widespread public interest in 
home freezing units, it is highly important 
for distributors and dealers to choose a line 
that insures these ESSENTIAL FEATURES: 
Write for full particulars TODAY. 


Milwaukee 12, Wisconsin 


FARM 


* thet is 
wad ang i 
Durable, with 


in insulation. Properly built. 
laboratory Tested 


all conceivable 
Conditions. 


under 
Pperating 


storage. 
Engineered and 
leading Refrigeration 

10 assure con- 


tinuously de 
eration. Pendable op. 


Complete Siz 

Range — 
Meeting All Family Needs 
— City or Country. 


Perfected 


& HOME FREEZERS = 


37 
CHI 


F. O. 


COLD QUARTZ ULTRAVIOLET 
RAY THERAPY LAMPS 


Are Sold by 
MAY & HALAS, INC. 


S. WABASH AVE. 
CAGO 3, ILLINOIS 


IMMEDIATE 
DELIVERY 


DEALER'S PRICE 


$4. 300 each 


in lots of 3 or more $38.70 


each 
B. CHICAGO, ILLINOIS 
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Ciel P ROPS 


The manner of performance 
is what interests you in pro- 
peller blades. Quiet per- 
formance . . . first-rate air de- 
livery with only a whisper of 
sound, Meier Nu-Air blades 
are insulated from the spider 
and hub . . . near mirror finish 
aluminum; the spider is cad- 
mium plated . . . all propellers 
are static balanced and guar- 
s anteed to be accurate. These 


Produced under license from 
are only a few of the qualities The Torrington Manufacturing Co. 


that help make Quiet Props mean quiet performance. Meier Nu-Air Props are 
available in sizes from 10" to 54” and pitch from 11° to 34°. For further details, 
write for Bulletin No. 2100. 


INDIANAPOLIS, INDIANA 


~ 


— 
HARDER 


COMPARE HARDERFREEZ with any other home or farm freezer, and 
u'll see why experts have picked it to be the biggest selling Home 
rozen Food Storage Unit in the world! 12 cubic-foot capacity. Tem- 
rature control. Foolproof hardware. Breaker strip avoids outside to 
inside contact. Outer shell joints hermetically sealed. 25% more insu- 
lation. One piece, OKAY Plate Coil. Attractive modern design. Some 
available this year — huge production after the war. Order now! 


E TYLER FIXTURE CORPORATION, Dept. E-11, Nites, Michigan 
iT Rush complete information on HARDERFreez. 


WR 
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Home Wanis 

GITS PLASTI< 

PROTECT-O- 
SHIELDS 


THE LIGHT SWITCH WALL PROTECTOR 


WITH SUPERIOR FEATURES: 

@ Unbreakable Plastic 

@ Wide Range of Colors 

@ Actually Adds Beauty to Room 

@ Permanent, Washable Finish 

@ Smooth, Pleasant Touch 

@ Easily Installed 

@ Low Cost—Retails at 25¢ (Single), 
35¢ (Double) 

@ Merchandised for Quick Sales 


4656 WEST-HURON ST. CHICAGO 44, ILL. 


Manvufocturers of the fcomous Gits Flashlights, Knives 


Games, Protect-o-shields, Savings Banks, Etc. 
CANADIAN DISTR°BUTOR: 
Kahn, Bald & Ladden. Lid., 69 York St., Terento 


Made to GIVE Service 


...not require it! 


Quality components and rugged 
construction make Dixie-Maid Elec- 
tric Churns give long trouble-free 
service. Recent improvements in- 
clude larger, round Splash Plate, 
recessed Supporting Arms and 
heavier Cord with Switch, as illus- 
trated. Slow-speed. Heavy-duty 
Motor. Thumb-screw adjustment to 
fit 3 to 6 gallon containers. Agi- 
tates all the milk—makes more 
butter faster. Production now be- 
ing expanded. If your jobber can’t 
supply you order from, 


SOUTHERN ELECTRIC PRODUCTS 
Anderson, S. C. 


“Divie— Maid” 
ELECTRIC CHURN 


—, 


WITH ‘ 
lt 
f 
Stensgaard & Associates, Inc., 
.. 
3 \ 
Castle & Barton & Associates.......... 216 Po 
Roburn Agencies 217 
Tede & Etchingham................... 217 
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UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face 
type.) Fractions of a line count as line. unt of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads. 


| $12.60 per i 
measured 


WHERE To Buy 


Parts, Services & Accessories 


DISPLAYED RATE: 


nch per insertion. Contract rate on request. (An advertising inch is 
vertically %” on one column. There are 4 columns—48 inches to a page.) 


RINGS _SOLLS 


WASHING MACHINE PARTS 
Any Part For Any Washer” 


ITE SOFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 


2 Assortment of 36 use lowest price bracket 
Size lte ll 12t0 35 36 to 108 
1% x 12” $1.29 $1.18 $ 99 
TECTOR 1% x 12” 1.37 125 1.05 
S: 1.48 1.36 1.15 
2 x 115%” 1.48 1.36 1.15 
2% x 12” 1.67 1.55 1.30 
2% x 12” 1.67 1.55 1.30 
om 2% x 115%” 1.67 1.55 1.30 
2% x 12” 2.07 1.95 1.63 
Resistance wire. Heating Units. 12” 2.55 2.39 2.02 
Switches for Stendards and ali 
makes Electric Ranges. All Sizes 
ingle), IL SEALS Price 
F. N. CUTHBERT CO. One 
25 Distributor and Manufacturers’ Agent In Lots of 12 Assorted.............. 35 ea. 
Toledo 2, Ohio In Lots of 24 Assorted.............. 29 ea. 
Write for our latest low washer 
parts price list—Free. 
fore’ RIOLEM “COMPANY. AMERICAN ELECTRIC WASHER CO. 


MPANY 
Riclem. Bullding, New Rochelle, N. Y. 


| Genuine PARTS Exclusively 


PREMIER - ROYAL - G. E. - EUREKA 
VACUUM CLEANERS 
Write for complete details 
BROCKWELL ELECTRIC CO. 
106 E. 9TH ST., CHESTER, PA. 


TRUCK 


Immediate Delivery 
Rubber Tired Wheels 


WASHING MACHINE PARTS 
“For any and all makes” 
Most complete stock in N. W. 600 Ib.cap. Full size 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


“30-MINUTE" 


HIGH POST CHANGE-OVER fe 


For 


EASY and G. E. WASHERS 


Send for Descriptive Circular 


Ske FRANTZ MANUFACTURING @ 


Vacuum Cleaner Armatures 


Our low price includes COMMUTATORS when required. NO CHARGE 
FOR EXTRAS. Our large stock of new and rebuilt vacuum cleaner 
armatures permits shipment same day order is received. Exchange basis 
on all popular makes. Armatures, fields and bearings installed at 


nominal fee. 


VACUUM CLEANER BAGS and BELTS 


$8.95 per hundred 
No belt trouble when you use our high grade Neoprene belts. SEND FOR FREE 
BELT CHART, showing correct size belt for all makes. Bags for all popular makes. 


FLAT BELTS (seven sizes)............. 
HOOVER BELTS (two 


Fine cloth. Beautifully tailored. 


PENN APPLIANCE DISTRIBUTORS | 
126 S. 2nd Street © Harrisburg, Penna. | 273. °c) 
Quality Material — PROMPT SERVICE 


Vacuum Cleaner Armature Winding 


stock. 


2034 Euclid Ave. 


Our new shop space permits us to take additional work 
in this line. Over 3000 armatures carried in exchange 


We supply perfectly wound armatures on an exchange 
basis at an average price of $2.10 to $3.00 plus charge 
for shaft or commutator where necessary. 


ELECTRIC SWEEPER SERVICE CO. DIVISION 


Pearso! Appliance 


Corp. 
Cleveland 15, Ohio 


first quality, not a 
Prompt Service wartime mak of 
wt. very 
Minnesota Appliance Parts Co. easy to handle. He» 
191 W. 7th St. Paul, 2, Minn 44” .14° wide at nose. Curved cross ¢19 
pieces. The only truck we sell. Spe- : 
ol 
Repair your own anteed. £.0.B. 1% 10 days. Unrated firms ca 
NOW ELECTRICAL APPLIANCES || | 
with CHANITE | Self-Welding ELECTRICAL HANDEES CO. 
instructions enclosed Dept. 31F7 Bloomington, Ili 
nothing like it. Stick form 25¢ ea. $2.00 doz. 
rugged 
d Elec- — 
le-tree Burned Out or Broken Electric 
wow FREE 
nts in- b Catalog of 
Washing Machine & Vacuum Cleaner Parts. 
Plate, Seve by all your supplies 
rom one source. 
s and com - Quality, Service, Low Parts 
illus- Danies; ste. Family ise, $1.00, 4 MIDWEST APPLIANCE PARTS CO. 
ry-duty Armstrong Mfg. Co., Box 861E Minneapolis, Minn. 2720-22 W. Division St. Chicago 22, 
nent to 
Agi- 
} more B bd 
rd This WHERE TO Buy Section 
can’t 
supplements other advertising in this issue with these 
additional announcements of products and services of 
ODUCTS 


special interest in the sale and servicing of electrical 
appliances and in other merchandising opportunities. 
Make a habit of checking this page, each issue. 


Departmental Staff, ELECTRICAL MERCHANDISING 


Ss lal offer Mail Orders Shipped 
oe 36 Rolls WYNARS 


WHITER GUARANTEED 


36—Rolls may be assorted if desired 


SIZE 
1%" eas $ .99 2%” Blanks ..... 1.33 
1%" Blanks ..... 1.07 2%" Blanks ..... 1.66 


2” Blanks ..... 1.17 2%” Blanks ..... 2.06 
PLEASE SEND 25% DEPOSIT WITH ORDER. 


WYNAR 155 to 163 State St. Rochester 4, N. Y. 


. 
WRINGER ROLL 


Same Day Received 


ONE SOURCE OF SUPPLY 
1913 Washington Ave., Houston 10, Tex. 
Goodrich White Wringer Rolls for all makes 
WASHER & CLEANER PARTS 


Us NE ik. D 


VAaACcuUMmM & APPLIANCE co 


SPECIALTIES 


NDISING ELECTRICAL MERCHANDISING—NOVEMBER, 1945 


Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 


NEW ADVERTISEMENTS 


Received by November 7th will appear in the 
November 15 issue subject to space limitations. 
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RATES 
See next page 


EMPLOYMENT 
SELLING 


SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


RATES 
See next page 


MERCHANDISE 
BUSINESS 


POSITION VACANT 


EXPERIENCED MERCHANDISING 


man 

executive position for one of our clients we 
have open an unusual opportunity for man 
of executive caliber, able to get along with 
people, experienced in the sale of household 
gas and electric appliances—no buying—no 
sriles budgets to meet Position permanent 
Knowledge of advertising and selling helpful 
but not essential. Give complete details in 


letter including snapshot 
Talbott Bidg., Dayton, Ohio 


POSITION WANTED 


SALES MANAGER looking for position with 
electrical concern. Have 27 years jobbing 
experience. PW-831, Electrical Merchandis- 
ing, 330 W. 42nd St., New York 18, N. Y. 


Hugo Wagenseil, 


SELLING 
OPPORTUNITIES 


OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 


OPPORTUNITY OFFERED 


JOBBERS WANTED: Manufacturer in N. Y. 

of fluorescent desk and bed lamps looking 
for well established jobbers throughout the 
country to represent his lines. RW-806, Elec- 
trical Merchandising, 230 W. 42nd St., New 
York 18, N. ¥ 


LEGAL NOTICE 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED BY 
THE ACTS OF CONGRESS OF AUGUST 
24, 1912, AND MARCH 3, 1933 
Of Electrical Merchandising, published Monthly at 

Albany, New York, for October 1, 1945. 

State of New York ? 
County of Albany 
Before me, a Notary Public in and for the te an 
county aforesaid, personally appeared J. A. Gerardi, 
who, having been duly sworn according to law, deposes 
and says that he is the Secretary of the McGraw-Hill 
Publishing Company, Inc., publisher of Electrical 
Merchandising and that the following is, to the best 
of his knowledge and belief, S true statement of the 


58. 


Act of March 3, 1933, embodi section » Postal 
Laws and Regulations, printed on the reverse of this 
form, to wit: 

1. That the name and address of the publisher, editor, 
managing editor, and business manager is: Publisher, 
McGraw-Hill Publishing Company, Inc. ; Editor, L. E. 
Moffatt: Managing Editor, Lawrence Wray; Business 
Manager, H. W. Mateer all of 330 West 42nd St., New 
York 18, N. Y. 

2. That the owner is: McGraw-Hill Publishing Com- 
pany, Inc., 330 West 42nd Street, New York City. 
Stockholders holding 1% or more of stock: James H. 
McGraw, James H. McGraw. Jr., James H. McGraw, 
Jr., Curtis W 
for: Harold W. McGraw, James H. M 7” 
Donald C. McGraw, Curtis W. McGraw, all of 330 
West 42nd Street, New York City. Edwin 8. Wilsey 
and Curtis W. McGraw, Trustees for James H. McGraw, 
Srd, Madison, New Jersey; Curtis W. McGraw, 330 


ld C. M 
330 West 42nd Street, New York City; Mildred W. 
McGraw, Madison, New Jersey; Wilson C. Laucks, 
Spruce and Canal Sts., Reading, Pa. ; Grace W. Mehren, 
73 No. Country Club Pr., Phoenix, Ariz.; Margaret 
Stump, 7 Rose Virginia Rd., Wyomissing Park. 


OPPORTUNITIES WANTED 
MANUFACTURERS’ 


REPRESENTATIVE 
desires additional lines. Formerly Dis- 
trict Sales supervisor in New York for 
leading appliance manufacturer. Previous 
experience as salesman covering Department 
Stores and Dealers for New York's largest 
jobber. Trained in Sales Promotion, familiar 
with all types of appliances. Sealy & Com- 
pany, 215 Fourth Ave., New York 3, N. Y. 


CAN YOU use 575 active dealers in Ohio, con- 

sisting of all the leading department stores, 
furniture, hardware and specialty dealers, 
and stores. Have sold the above major ap- 
pliances, for the last thirty years, also have 
contacts with jobbers and distributors in Ohio 
and West Virginia. Have you electrical, or 
other commodities to sell? Let us represent 
you. Mutual Specialty Co., 8112 Hough Ave., 
Cleveland 3, Ohio 


RADIO AND electrical lines wanted. Colum- 
bus Jewelry Company, 22 West Gay Street, 
Columbus 15, Ohio. 


WISH TO represent manufacturers, 27 years 

selling experience in electrical field. RA- 
832, Electrical Merchandising, 330 W. 42nd 8t.., 
New York 18, N. ¥ 


APPLIANCE LINES wanted by electrical 

manufacturers’ representative for New 
England states. We cover electrical whole- 
salers and electrical appliance distributors. 
Efficient sales organization established in ter- 
ritory for over 20 years, with offices and 
warehouse in Bosten. RA-833, Blectrical 
330 W. 42nd St., New York 


SALES ENGINEER or Regional Manager 

can set up and train dealers and salesmen 
in all phases of kitchen modernization, in- 
cluding design sales and installation of cabi- 
nets, sink tops and counters. Know all pre- 
war lines and conversant with present trends. 
Mechanical Engineer with 10 years diversi- 
fled construction, heating and appliance ex- 
perience, presently employed in executive 
engineering capacity by Federal Government. 
Capable administrator. Excellent wartime 
productive record. Current earnings $600.00 


month. Would consider mfra. representation 
or distributorship in Southwest. Adequate 
capitol. Available Nov. 1. RA-834, Blectri- 


520 N. 


cal Merchandising, Michigan Ave., 


Chicago 11, lll 


ELECTRICAL CONTRACTOR, Class A elec- 

trician, 20 years’ experience, industrial, 
commercial, residential, wiring and installa- 
tion; seeking to serve manufacturers of elec- 
trical appliances and tools as representative 
or sales agent. Going abroad when conditions 
permit. Alexander Barratt, 1865% W. 25th 
St., Los Angeles 7, Calif. 


WANTED 


ANYTHING within reason that is wanted in 

the field served by Electrical Merchandising 
can be quickly located through bringing it to 
the attention of thousands of men whose 
interest is assured because this is the business 
paper they read. 
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3. That the known bondholders, mortgagees, and other 
security holders owning or holding 1 per cent or more 
of total amount of bonds, mortgages, or other securities 
are: None. 


4. That the two paragraphs next above, giving the 
names of the owners, stockholders, and security holders, 
if any, cortain not only the list of stockholders and 
security holders as they appear upon the books of the 
company but also, in cases where the stockholder or 
security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name 
of the person or corporation for whom such trustee is 
acting, is given: also that the said two paragraplis 
contain statements embracing afflant’s full knowledge 
and belief as to the circumstances and conditions under 
which stockholders and security holders who do not 
appear upon the books of the company as trustees, hold 
stock and securities in a capacity other than that of a 
bona fide owner; and th.s afflant has no reason to be- 
lieve that any other person, association, or corporation 

interest direct or indirect in the said stock, 
bonds, or other securities than as so stated by him. 
J. A. GERARDI, 

McGRAW-HILL PUBLISHING COMPANY, INC. 

Sworn to and subscribed before me this 20th day of 
September, 1945. 


(SEAL) ELVA G. MASLIN 
(My commission expires March 30, 1946.) 


What is 
YOUR Problem ? 


Do you need competent men for your 
staff? Men experienced in the mer- 
chandising of electrical appliances? 
Men to fill management, sales or 
service positions? 

Or are you one of the readers of 
Electrical Merchandising seeking em- 
ployment in any of these capacities? 
Or are you looking for—or offering 
—a business opportunity of special 
interest to men in the industry 
served by this publication? 


Or are you seeking buyers for re- 
built refrigerators, vacuum cleaners, 
etc.—or to buy such items from 
others? 

The solution of any of these prob- 
lems can logically be found first 
among other readers of Electrical 
Merchandising. You can get their 
attention—at smal! cost—through an 
advertisement in the 


Searchlight Section 
ELECTRICAL MERCHANDISING 


Believing that purchase of articles by 
advance orders, sight unseen, does not 
make for satisfied customers, the 
Emporium and Nathan Dohrmann, 
San Francisco department store and 
household specialty store respectively, 
have recently run advertisements ad- 
vising against this practice. “Take It 
Easy” runs the headline above the half 
page ad run by the Emporium, fol- 
lowed by the query, “Has it ever been 
good sense to buy anything sight un- 
seen?” 


Text of Statement 


The text of the statement follows: 
“People are asking us to take ad- 
vance orders on radios, refrigerators, 


San Francisco Department Stores 
Discourage Advance Selling 


Frankly Me Amarca's boy 
mg deme al ppphuances haa, rented 


eur opmucn People are coming mereamng 

r members sheng take advence orden wash 

refrigeration and other home 

yet, almost every com, we do oot 
€ the models on duspley! 


for ont mapecune here Ove degen of many 
“Famous Names at Dohrinenn's” will blazon 
ng (ashen by the 
Factorss are rapecly converting and ® chould not 
very long before we have dwerufied elecuce 
of apphance ou 


the it is Cor suggestion that you 
wah yoo can make a mde-by-ude comparison 
the type of appliance you intend Cer 
car thow you pectures aad read qpecifi- 
and our name We wil of coure, 
gladly your sane ar) pers wier mate 
vou mand We expect wo have 
reingerstor, washers and other hame 
apphances on our sales floor near future If 
you wert mode! are an cur floor and actunily 
see and compare them you be comvunced that 
made grad and he mere 
“wath your purchase! 


A WARNING TO CUSTOMERS—The 
Nathan-Dohrmann of San Francisco, ran 
the above ad to discourage customers 
over-anxious to buy appliances sight 


unseen. 


washing machines and other such 
major household items, although we 
do not yet have the new models to 
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Ads Caution Against 
Buying Sight Unseen 


can add the many other comforts and 
pleasures American ingenuity has de- 
vised for the home. 

“We urge you to wait until you can 
see them. That is the most honest 
service we can give you. Certainly 
part of our value to you is that we are 
experienced and skillful in seeing to it 
that what we offer you is sound and 
desirable merchandise. We don’t think 
we can do that without seeing the 
goods. We can’t do it from pictures 
or by reading specifications or by lis- 
tening to descriptions. And if we can’t 
do it, can you? 

“Certainly, we do not say that you 
cannot, with confidence, place an order 
for—say—a refrigerator, made by a 
firm whose good reputation is known. 
But if you wait until you can see that 
model and six other models put out by 
six other good firms, you will be a lot 
surer of lasting satisfaction. 

“Don’t misunderstand us. It is our 
business to sell goods. If you want 
to place orders with us, sight unseen, 
we will take them. But we don’t think 
that is the way satisfied customers are 
made. You've waited four years for 
these things. Take your time now. 
One thing we can promise—the time 
you'll have to wait won't be long.” 


Appliance Models IIlustrated 


The ad was illustrated with sketches 
of latest models on radio, refrigerators, 
wringer washers, automatic washer, 
vacuum cleaners, electric ironers, home 
freezers, electric ranges, air condi- 
tioners, electric dishwashers and sinks 
and even a television receiver. An ad- 
vertisement in similar vein was run 
by Nathan-Dohrmann, household de- 
partment store. Both stores have an- 
nounced extensive plans for expanding 
their electrical departments in the near 
future. 


Utah-Universal Cooler 
Merger With Detrola OK'D 


The merger of Universal Cooler 
Corp., Marion, Ohio, and Utah Radio 
Products Co., Chicago, into Interna- 
tional Detrola Corp. was approved 
recently by more than the required 
two-thirds vote of each stock ‘in share- 
holders’ meetings conducted by all 
three companies, 

The meetings were held in Detroit, 
Chicago and Elkhart, Ind. respec- 
tively. 

The merger provides for exchange 
of one Utah share for six-tenths of a 
share of Detrola, one share of Uni- 
versal Cooler Class A no-par stock 
for one of Detrola, and one share of 
Cooler Class B for one-fourth of 2 
share of Detrola. 

The merger unites companies wit! 
a total of nine manufacturing plants in 
this country and two in Canada. The 
products of these plants include home 
and automobile radio receivers, loud 
speakers and other radio component 
parts, commercial refrigerating units, 
domestic refrigerators and furniture 
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SEARCHLIGHT SECTION 


[CLASSIFIED 


OPPORTUNITIES: SELLING . . . EMPLOYMENT . . . MERCHANDISE . . . BUSINESS 
RATES: 


UNDISPLAYED 15 Cents s Word Minimum Charge 
$3.00. POSITIONS WANTED (full or part time 
salaried only) % the above rates pay- 
able in advance. 


BOX NUMBERS—Care of publication New York, 
Chicago or San Francisco Offices count as 10 words. 


ADVERTISIN 6} 


DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


DISPLAYED INDIVIDUAL SPACES with border 
rules for prominent display of advertisements. 


The advertising rate is $8.00 per inch for all ad- 


vertising appearing on othe than & contract basis. 
Contract rates quote on request. 


AN ADVERTISING Sy is measured %* ver 
for advertisements ved by 
tat appear im oublect $0 epece 
limitations 


confidential. 


LINES WANTED 


High rated distributor in Southwest desires both large and small 
appliance lines. Now traveling 7 men. General Manager will 
be in East in September and October to contact manufacturers. 
If you want specialized distribution contact us. All replies strictly 


RA-800, Electrical Merchandising 
330 West 42nd Street, New York, N. Y. 


ATTENTION MANUFACTURERS 


if you are interested in 
PROCURING LONG TERM SALES CONTRACTS 
REDUCING SALES EXPENSE 
ELIMINATING CREDIT RISKS 
REDUCING ADVERTISING COSTS 


Contact us immediately 


distribu- 


are interested in contracting for “Fees House 
eos or Private Label appliances. 


SALES CONSULTANTS ASSOCIATION 


RA-825, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, III. 


SALES MANAGER 
Household Electrical Appliances 


By established medium sized manufacturer of small appliances 
aad electrical specialties whose regular customers comprise the 
nation’s finest hardware-electrical jobbers and department stores. 

Must be a .sound aggressive merchandiser, experienced in 
planning and executing promotions and preferably familiar with 
the above mentioned outlets. Age 35-45. 

Please give complete details of your sales experience, age, 
education and a recent — of sag 


LINES WANTED 


MANUFACTURERS REPRESENTATIVE 


An aggressive competent sales organization covering Jobbers, Dept. Stores and 
Public Utilities in Ill., Ind. and Wis., is open for the following lines: Refrigerators, 
Hometreeze, Ranges, Washers, Ironers and other Electrical Appliances. 


RA-830, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill. 


EXCEPTIONAL OPPORTUNITY 
FOR SALES EXECUTIVE 


A leading midwestern gas range manufacturer 
needs an Assistant Sales Manager. Interested 
only in man on his way up and capable of 
continued advancement. ‘ast record impor- 
tant, but this is no job for a “has been". 
Prefer age 30 to 40, married, looking for 
worthwhile enduring connection. Recent gas 
range sales experience essential. Sales pro- 
motion and advertising background desirable. 
Splendid, congenial working conditions, aq: 
— nationwide sales program, outstan 
ng line. For interview send full experience 
history, references, attach recent photograph. 


SW-828, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Ill. 


RUSSELL & COMPANY 


SALES EXECUTIVES 


cow interested & making his own post-war plans, 


| ee in electrical appliance business 
W ale either as 


Representative or D 
Highest References. 


RA-829, Merchant 
68 Post St., San Francisco 4, . 


LINES WANTED—FOR CANADA 
By an aggressive sales organization 
backed by a fully equipped motor and 
appliance repair shop. Write 


INDUSTRIAL APPLIANCES LIMITED 
156 St. Viateur West. Montreal 


MANUFACTURERS REPRESENTATIVES 


1) 
ras 


te 


OFFICE AND SHOWROOMS 


1355 Market St« + San Francisco 3, Calif. 


SALES EXECUTIVES 
AND SALESMEN 


INDUSTRIAL, COMMERCIAL 
AND 
RESIDENTIAL DIVISIONS 


_An excellieat opportunity to 


one of the larger light an 
éompanies with a past 
and a good fatere. 

Age limit 25 to 40. In first letter 
please give complete information about 
training, experience, salary expected, 
and how soon available. 

All replies held in confidence. Our 
salesmen know about this advertise- 
ment. 


6W-775, Electrical Merchandising 
$30 North Michigan Ave., Chicago 11. [l. 


WESTERN MERCHANDISE | 


LINES WANTED 


Farm and Household Electrical Ap- 
pliances, preference to manufacturer of 
a complete line. Strong aggressive com- 
petent organization, warehouse and 
service dept. facilities, twenty years ex- 
perience in specialized distribution. 
A-1 references. Will represent or job 
exclusively in Eastern Canada. 


RA-826, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


MANUFACTURERS: 
ATTENTION 


Here’s a man with 12 years of ex- 
perience in selling to Government 
and private business—-now wanting 
to represent your organization in 
Washington, or Los Angeles County, 
Calif. Electrical Appliance lines 
desired. Write— 


JAMES F. HARDY 
Barr Building—Washington 6, D. C. 


Rocky Mountain Region 


Distributor with warehouses in Denver. 
Pocatello, Grand Junction and Salt 
Lake City open for the following lines: 
Washers, Radios, Water Pressure Sys- 
tems, Stoves, Home Appliances, Ironers. 
Clocks, will consider distribution of all 
or part of above territory. 


TEDE & ETCHINGHAM 
1708 16th St. Denver, Colorado 


Don’t forget the 

BOX NUMBER 
When qneworlag the classified advertise- 
Ments in this magazine, don’t forget to 


but the box number on your envelepe. It’s 
our oniy means of the adver- 
tisement you 


ELECTRICAL MERCHANDISING—NOVEMBER, 


Sales Manager 


long frenchice distributors, 
promoter, | ‘ores, jobbers, resi- 
they ull in the elec- 


appl 
introduced and 
Household Steam tron. Full or part time. 
SA-827, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


1945 


SALES ENGINEERING-REPRESENTATION 
in MICHIGAN AND OHIO 


References—We the selling experiences, 
Distributors, 


Dept. 
City, piate ara plus Direct te Consumer 
Selling” Ablittios ‘or Successful Sales. 


For increased Ly let us Market your Product. 
RA-824, Electrical 
North Ave., Chicago mL. 


leading manufacturers of radio and 
electrical equipment, parts and acces- 
sories, in world-wide markets since 1935. 
Extensive facilities relieve you of all 
export headaches — correspondence, 
advertising, sales, finance, packing and 
shipping. A few additional cients seek- 
ing experienced, reliable representation 
are invited. Write for information on 
Profits Through Exports. 


Rebun Agencies, inc. 


115M Fulton Street New York 7, N, Y. 
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"Going Into Business 
for Yourself" 


O. Fred Rost’s New Book Has Valuable 
Data on Appliance and Radio Fields 


In the United States today, hundreds 
of thousands of servicemen are becom- 
ing ex-servicemen, and plenty of them 
are determined never to take another 
order—unless it’s from a customer. 
The dreams of multitudes of GI’s to 
own their own businesses are about to 
bear fruit, if the men themselves have 
anything to say about it; and it’s plain 
that they will. For these veterans, as 
well as for any others who are keyed to 
take the plunge on their own initiative, 
an invaluable aid will be O. Fred 
Rost’s new book, “Going into Business 
for Yourself’, published by McGraw- 
Hill. Mr. Rost, editor of Wholesaler’s 
Salesman and former director of Sur- 
veys of Distribution for McGraw-Hill, 
does a thorough job of carrying the 
novice through all the phases of set- 
ting up his own retail store, in any of 
the major lines. 


Advice to Retailers 


Taking first things first, Mr. Rost 
leads off with a series of warnings and 
bits of advice to the prospective re- 
tailer, who is cautioned first of all to 
consider his qualifications as a man- 
ager. His assets, both tangible and 
intangible, are going to spell the differ- 
ence between success and failure, and 
the author shows how. He follows up 
by outlining—in detail—the methods 
available for financing a new business. 

Part two deals with the legal aspects 
of the enterprise. Every new retailer 
has permits, licenses and tax laws to 
scratch his head over; and incorpora- 
tion, use of a trade name, etc., add to 
his worries. Mr. Rost points the way 
toward a conquest of these technicali- 
ties. 


General Problems 


In the third section, general problems 
of the new businessman are faced and 
solved, where there is a solution. If 
the beginner is stumped by puzzles such 
as picking a location, figuring how 


much rent to pay; doing bank business, 
keeping records, carrying insurance, 
and a hundred other everyday matters, 
the author is at his elbow with the 
answers, if he will but take heed. 

Mr. Rost concludes the main body of 
the book with his own guides to success 
in selected retail selling fields—fields 
whose range covers practically every 
activity a prospective retailer might be 
interested in. Garages, meat markets, 
hardware stores and restaurants are 
only a few of them. As a preface to 
these guides, he presents for each field 
a chart giving a breakdown of sales 
figures and expenses for a typical store. 
Two which bear particularly upon the 
electrical field are in the 
table below. 

The book’s appendix carries an ex- 
haustive glossary of words and expres- 
sions used in business with their mean- 
ings, just to set everything straight. 

It is to be hoped that this book will 
fall into the hands of a great many dis- 
charged servicemen. If they take Mr. 
Rost’s advice to heart, countless head- 
aches will be avoided all around. 


—JAMES BOLGER 


SALES, EXPENSE PROFIT FIGURES FOR APPLIANCE-RADIO 


From the Records: Store Store 
Appliance Radio 
Typical NET annual sales................ $24,400........... $8,600 
Successful concerns would show af /east: 
NET profit on sales................6. 6.8%, 
GROSS margin on sales.............. 45.6%, 
Turnover (times per year)........... 001-573: 
Successful concerns paid: 
For occupancy expense (rent)........... 4.67, 
For wages to employees.................. 2 8.8%, 
| For all other expenses.................... BRIT 6.2%, 
Cost of goods sold was.:................ ata 54.4%, 
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Who Will Sell the Farmer?................. By L. E. Moffatt | 


Specialty Dealers . . . Farm Style...8y Lansdell Anderson 38 
Case histories of three Lancaster, Penna., deslers who are successfully 
selling appliances and other electrical equipment to the farmer 


Service . . . the det “a 


Ray Wright, Kansas City, keeps nine servicemen working, repairing 
250 radios a month, in addition to appliances 


Can Salesmen be Selected by Pre-testing? ............ 44 


A look at psychological tests to pick sales talent 


Getting Ready for Radio Business. ....By Tom F. Blackburn 46 
Gabe's Radio and A pliances at Green Bay, Wis., believes customers 
will follow the flag of service, buy on the instalment plan and trade in 
their old sets. Art Steves of Oshkosh, Wis., feels radio will take time 
to simmer down with new manufacturers, wholesalers, retailers and new 
models in the picture 


Hel Dealers With Their Store Pla 
elping Dealers eir Store 


In Los Angeles, the Bureau of Power & Light set up a department to 
furnish dealers with architectural advice and specific plans for 
remodeling their appliance stores 


Department Stores Going All Out On Appliance 


By Anna A. Noone 50 
John Wanamaker's Philadelphia have a new “Home of Vision" and 
B. Altman’; in New York have a new Labor Saving Center 


When . .? Where . .? Questions Asked at First 


A Hardware Store Plans for Appliance Business ..... 56 
Walter Drew of Kansas City plans a separate department for appli- 
ance display, and a separate building for used appliances 

Quicker Installation of Elements on Ranges ........... 79 
How to Install TK Units 

Time to Get Back in the Telephone Directory........ 7) 


One-Third Families Interested in Buying or Building 
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BLISHERS 
ANNOUNCEMENT 


fast news service for 


ELECTRICAL 
MERCHANDISING 


Readers 


HIS is the first mid-month 
I issue of ELECTRICAL 
ERCHANDISING. Begin- 
ng now you will receive 
o issues of ELECTRICAL 
ERCHANDISING each 
onh. One, the regular 
agazine, which will carry 
sa department, news of the 
dustry and news and de- 
tiptions of new products, 
st as it has always done. 
jis magazine will be 
ailed near the first of each 
onth. In addition, you will 
ceive, about the 15th of 
rch month, a mid-month 
pws issue, such as the one 
fore you. This will carry 
dusiry news and descrip- 
ms of new products only. 
his mid-month issue will 
no feature articles. 


E have adopted this 

publication plan be- 
tse, with the rapidity with 
hich events are moving to- 
ty in the electrical appli- 
nce field and we are sure 
ill continue to move, the 
nie needs information on 
ws of industry events and 


hnouncements of new mer- 


more frequently 
m the regular monthly 
agazine permits. This is in 
he with our thirty-year rec- 
d of giving the electrical 
Ppliance industry a com- 
tte publishing service. 


Reconversion pricing methods for 
consumer type radios and phonographs 
were given in detail by the Office of 
Price Administration recently in a new 
regulation covering those items at all 
levels of sale. 

The action, effective October 30, 
1945, covers all new model radios and 
supersedes existing regulations and 
prices affecting these models, OPA 
said. 


‘Two New Adjustments 


\s announced October 11,:consumer 
prices will be about what they were in 
March 1942. Two kinds of adjustment 
have been made, however, to iron out 
inequities that had crept into the retail 
price picture at that time, OPA said. 

First, where retail prices in March 
1942 included excise taxes newly im- 
posed in October 1941 at the manufac- 
turing level, and pyramided through to 
the consumer by means of percentage 
mark-ups at successive levels of dis- 


Adjustments Made in Radio 
Reconversion Pricing Schedules 


Excise tax markup 
eliminated; retailer 
increase over manufac- 
turer ceiling reduced 


tribution, OPA has reduced these retail 
prices to the point where they include 
only the original dollar amount of the 
manufacturer's October 1941 excise 
tax. This policy has been consistently 
followed, OPA explained, on all con- 
sumer items on which new wartime 
taxes were imposed in October 1941. 
Second, in cases where retailers, by 
March 1942, had established individual 
ceilings higher than those in the manu- 
facturer’s October 1941 suggested list 
of retail prices, OPA has reduced these 
prices by the amount of the increase 
over list. Such price increases did not 
represent any actual increase in acqui- 
sition or distribution costs, OPA said. 


New Domestic Refrigerator 
Price Ceilings Set by OPA 


Ceilings for new household refrigera- 
tors have been established at levels that 
will maintain, on the average, March 
1942 prices to consumers. 

In a new regulation governing prices 
of “reconversion” refrigerators (those 
manufactured after July 1, 1945) at all 
levels of sale, the agency set the follow- 
ing ceiling prices: 


Manutacturer Ceilings 


Manufacturers—ceiling prices in 
effect on March 30, 1942, for the same 
or closely similar models, if these are 
higher than prices as computed under 
the individual reconversion repricing 
formula included in the regulation. 
Otherwise, each firm is eligible for an 
individual adjustment over its October 
1941 prices to reflect legal increases in 
materials prices and basic wage rate 
schedules for factory workers. The 
allowance for profit will be either its 
own 1936-39 average, or half the in- 
dustry average, whichever is greater. 

In order to make use of the individ- 
ual adjustment provisions of the regu- 
lation, manufacturers must file applica- 


Manufacturer, Distributor, 
Retailer Levels Fixed in 
Latest Agency Schedules 


tions within the two-week period end- 
ing November 10, 1945. Firms entitled 
to individual adjustments who have 
not filed by the end of this period may 
still file under the reconversion pricing 
order of July 23, the provisions of 
which are closely similar to those of 
the new refrigerator regulation. Sev- 
eral manufacturers have already filed, 
and where increases are shown to be 
required, orders granting them will be 
issued immediately. 


Distributor-Dealer Ceilings 


Distributors—margins will be re- 
duced slightly over one percentage 
point as compared with “initial mar- 
gins” (those included in the original 
asking price) on record in March, 
1942, but should yield returns at least 
as high as those realized in 1941, the 
pricing agency said. 


Retailers—dollar-and-cent _ prices 
listed in the regulation or to be added 
later. These allow a margin in each 
case less than recorded in 1941 initial 
margins by slightly over one percent- 
age point. Here, also, there will be no 
actual reduction, dollar-wise or per- 
centage-wise, in 1941 realized margins, 
since dealers will not find it necessary 
to accept trade-ins at above their resale 
value, or hold special sales in order to 
stimulate consumer buying, according 
to OPA. 

Manufacturers will tag all units with 
the retail ceiling price, both as a service 
to retailers and as an aid in the en- 
forcement of the new ceiling prices. 


New and Changed Models 


Manufacturers of new or substanti- 
ally changed models may calculate 
their own reconversion ceiling prices 
by reference to ceiling already estab- 
lished for comparable models. In this 
case, the ceiling for the new or changed 
model is found by applying to the cur- 
rent unit direct cost of producing it, the 
percentage mark-up over the unit di- 
rect cost of the comparable model. 
Thus on both the established model 
and the new or changed model, the 
allowance for overhead and profit will 
present the same percentage of the 
final selling price. 


RECONVERSION 


Kalamazoo Stoves are adding a 
refrigerator and a washer to their 
range and heating equipment lines 
and franchising some 500 dealers in 
addition to their factory-owned 
stores ... 


Noblitt-Sparks Industries expect 
to deliver three table model Arvin 
radios in November; larger table 
models will follow in December and 
other sets after the first of the 
year... 

Frigidaire distributors will have 
a sample supply of the new kitchen 
cabinets being made by the com- 
pany “before the turn of the year.” 
Individual units and complete kitch- 
ens will be marketed 


American Central all-steel kitchen 
sinks and cabinets should be in pro- 
duction this month and will be sold 
at 1941 prices... 


Raytheon radio receiving tubes 
will be available around Jan. 1. War- 
time production of radar equipment 


(Continued on next page) 
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is taking the company a little longer 
to reconvert . . . Belmont Radio 
Corp., Raytheon subsidiary, is in 
production on a 5-tube, superhet 
pocket radio, using sub-miniature 
tubes developed by Raytheon 


Eureka cordless iron production 
began the last week in October. 
First deliveries wil! be made to dis- 
tributors via air express. Williams ame 
Oil-O-Matic division of the com- ; oe and 


presic 


lapse 

Bendix radios were shown dis- 
tributors in New York in late Oc- 
tober. Seven chassis, housed in 16 
different cabinets were revealed. 
Plastic table model production is 
under way with deliveries planned 
for this month. First floor-model Jean 
combination radio-phono should be 146. 


with pas. ©POSt-War Problems Occupy in charge of sales, Commonwealth Edi. 


son Co., and president of the Electrical over 
Association, Chicago; Norwood Craig. 
FMC scheduled for vext March ‘Tenth Annual League Conference head, Bendix Home’ Appliances, Ine, 


who spoke on “Training Salesmen”: 


Though Gene Zachmann was a little fel. 
There with a mission to announce the New president of the I.A.E.L. is Victor low, he wore mighty big boots, E. J. Mc. 
formation of a new Nebraska-lowa H. Hartley of the Pacific Coast Electrical Ginnis, who took his place with the 


group, was Frank Dore, Omaha. Assn., Los Angeles. Cincinnati Association, told the crowd [ee 


jon 


bility of catching Christmas trade. 


Westclox first electric alarms are E. S. Northup, National Adequate 
coming off the line and are being The tenth annual conference of the International Association of Wiring Bureau, whose subject was 
distributed to the trade . International Association of Electrical f “Home Wiring Activities”; H. P 

Leagues, held in Chicago, November Electric Leagues Ponder Wilson, Rock Island, Ill., on “Home 
1-3, brought forth a number of inter- Planners’ Institute Operations”; J. A 

Admiral refrigerator manulacture esting discussions by League men and Business Future at Chicago Morrison, Philadelphia Electrical As. 
afer iay under way & the Admiral invited industry speakers on appliance sociation, “Home Wiring Moderniza- 
Division ol Americ an Central Mig. merchandising, home wiring, moderni- tion with his group was spending tion Market”; W. H. Robinson, Jr 
Co.'s plant at Connersville, Ind zation, lighting, radio and television $130,000 for a complete sales training manager, Advertising Division, Gen- previ 
Peak capacity of plant is 300,000 and other related subjects. program to be released through elec- eral Electric Lamp Division, Nela Is ¢ 
units annually, which may be ws trical leagues. Hiring kits and mar- Park, on “Selling New Developments 
reached by end of '46, company Taubeneck on Merchandising ket analysis guides will be available in Lighting”, and Richard A. Graver 
said... George F. Taubeneck, editor and to dealers. Mr. Hill declared that vice-president in charge of Radio 

publisher, Business News Publishing hiring men to sell is going to be a Division, Admiral Corp., who discussed 

Eureka’s first shipment of clean- Co., discussed the merchandising pic- problem, as returning veterans think television. 
ers and cordless irons left the fac- ture and its possibilities. very little of sales work as a career. , 
tory by air late in October to dis “I know the refrigeration field par- In discussion, S. F. Strunk of the Hartley New President 
tributors in Memphis, New Orleans, ticularly well,” he said. “While there Cleveland Electrical League mentioned V. W. Hartley, managing director 4 
Houston, St. Louis and Chicago... exists a demand for millions of re- that some ten associations have proj- of the Pacific Coast Electrical Asso- 

frigerators, the combined productive ects for veterans. Ralph Neumuller, ciation, was elected president of the 

Bendix will make and sell 650,000 capacity of all manufacturers, working Electrical & Gas Association of New L.A.E.L. He had been filling out the 

: . . at the limit, will enable them to put York, declared that most veterans unexpired term of Eugene Zachman of 
next 14 months if supplies come out 23-million boxes arn completely lave inflated ideas, an expect to make the incinnati lectric d ssociation, 
through. They look for a $90 million smother that demand. Most old line $100 a week. Indications are that who resigned to go into the distribut- 
seta welume ta 9906. Ironer and manufacturers think this is the proper only 10 percent of returning veterans ing business. W. G. Hills, managing 

t . F way to smother new competition. are fooking for jobs, and only 3 out director of the Electric Institute of 

Spring production . . . Mr. ; Taubeneck foresees a quick of 5 jobs are being filled. As far as W ashington, was elected vice-president 
saturation of the refrigeration field, war workers are concerned, their $20 of the I.A.E.L., while John A. Morison, 
which in turn will become a replace- a week dole is enabling many of them managing director of the Philadelphia 

WESTINGHOUSE home radio ment market alone, something in which to coast without a job. Electrical Association, was named 
sets are coming off the line at Sun- goods move much more slowly. treasurer of the Association. 0. C. 
bury, Pa. and shipments have begun to Robert C. Hill, National Electrical Other Speakers Small, manager of the business devel- 


retailers. There are 9 sets in the line, Wholesalers Association, said that the 
from table models to combinations, Edison Electric Institute 
ranging in price from $25 to $350. No 

television sets yet, but they will be 

ready for market “early next year.” — eee 
Production will be stepped up to 3,000- 
5,000 sets daily.... 


Other speakers on the program in- opment department of NEMA, was re- 
in coopera- cluded: W. T. Reace, vice-president elected secretary. 


~ 
EASY washer production is now 
under way with manufacturing limited Pe. a 
to a single model—the Spindrier 85546. ‘ — 


Ironer production will start shortly 
after first of year. New portable ; 
washer is also in the works as well a 7 
as an automatic. Same retail price 

and discount structure which prevailed 7 all 


in pre-war, pending OPA approval.... ae” 
TEMPLETONE radio assembly 
line production started Oct. 26. Sam- 
ples of the first table model—E-14— C. G. Franks of the Chicago Electrical Assn. and W. G. Hills of “Mine Host’ was Chicago's Ainsley Gray. With him is C. H. 
have been shipped to distributors. ... Washington, D. C., successor to Jack Bartlett. Christine of St. Louis. 
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Washers, Cylinder Cleaners 


oming Off Production Lines 


Apex Electrical Mfg. Co. has re- 
symed production of washing machines 
and cylinder-type vacuum cleaners, it 

4s been announced by C. G. Frantz, 
resident. The first washing machine 
ame off the line at the Cleveland plant, 
nd the first vacuum cleaner at the 

ompatly ’s Sandusky factory after a 
apse of three and a half years. 


50%, Volume Increase 


1,500 Units Daily on 
Each Appliance in '46 Aim 


tween the Cleveland and Sandusky 
plants. 

It was also learned that Mr. Frantz 
anticipates complete sampling of the 
7,009 Apex dealers by December 1, 


a little fel. As the first appliances emerged, after which consumer deliveries may 
s, E. J. Mc. Frantz announced that the com- be started. 
@ with the Many expects to reach a daily produc- 
the crowd. of 1,500 washers and 1,500 
Jeaners during the first quarter of Apex succeeded in reactivating its 
1946.. This will represent a production peacetime production lines exactly 
vealth Edi. ncrease Of approximately 50 percent seven weeks after V-J Day. During 
: Electrical [ijpyer the company’s pre-war rate. In the war the company produced $50,- 
00d Craig- dollar volume the increase is from ap- 000,000 worth of mortar shell, gun 
ances, Inc, [proximately $12,000,000 to $20,000,000 mounts, fire control apparatus, tank 
Salesmen”: [innually. transmissions, 105-mm shell, aircraft 
Adequate Translated into terms of employ- parts, and radar components for the 
ubject was ent, Mr. Frantz pointed out, this army and navy. 
’: H. P. Bimeans that the company will have Before civilian production could be 
on “Home [§bout 3,000 workers on its rolls when undertaken it was necessary to recon- 
ms”: J. A. Bull-scale production is attained around vert both plants completely. Every 
ctrical As- JApril 1. This will equal peak wartime piece of machinery was moved and 


Moderniza- [employment and represents an increase every process changed. Paper work 
binson, Jr of 1,000 workers over the company’s started previous to the war’s end, Mr. 
ision, Gen- [previous peacetime peak. Employment Frantz stated, made possible resump- 
sion, Nela [hs expected to be equally divided be- tion of civilian work so swiftly. 
-velopments 
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APEX APPLIANCES ROLLING—Above: 
C. 6. Frantz (extreme right) president, 
congratulates plant manager R. R. Todd 
for an outstanding job of reconversion 
of the Cleveland plant. Below: shown 
inspecting the first new cylinder vacuum 
ceaner at the Sandusky, Ohio, plant are 
left to right): C. G. Frantz; O. W. 
Maag, general superintendent at San- 
dusky; A. C. Scott, vice-president in 
charge of sales; H. A. Klingenberger, 
Sandusky factory manager; E. C. Bu- 


Machanan, executive vice-president; J. C. 


Bradley, treasurer; and R. W. Lotz, di- 
rector of manufacturing. 
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Commenting on the lessons learned 
during the period of exclusive war- 
time manufacture, Mr. Frantz said: 

“I think that the precision attained 
through war production will definitely 
affect the appliance industry in that 


it will result in a finer, more efficient 


line of equipment for the housewife: 
Along these lines, Apex, is expanding 
its research and engineering staff many 
times its pre-war size, and will assidu- 
ously apply lessons in. fine, precise 
workmanship learned during the war 
to its new peacetime production.” 


Admiral Refrigerator 
Production Under Way 


Manufacture of postwar Admiral 
refrigerators has begun in the Admiral 
Division of the American Central Mfg. 
Co.’s plant at Connersville, Indiana. 

Ross D. Siragusa, president of Ad- 
miral, announced that the first refrig- 
erator to come off the line was given to 
the State of Indiana. It was accepted 
by Gov. Ralph Gates at ceremonies at 
the Connersville plant. The Governor 
will turn the new refrigerator over to 
the Indiana Girls’ School at Indian- 
apolis. 

Built entirely from new tools and 
dies, this refrigerator is the result of 
many months of design and engineer- 
ing refinement by Admiral. Having 
acquired the basic system design from 
Stewart-Warner in February of 1944, 
Admiral has completely retooled and 
restyled the entire cabinet including 
hardware. The first model to come off 
the production line was of the conven- 


FIRST ADMIRAL REFRIGERATOR—This 
is a new 1946 refrigerator, made from 
completely new tools and dies after many 
months of design and styling—not a pre- 
war model, according to Ross D. Sira- 
guse, left, president of Admiral Corp., 
who points out features of the new model 


to Indiana's Governor, Ralph Gates, 
right. Production has commenced at the 
Connersville, Ind., plant of American 
Central Manufacturing Corp. 


tional type with storage capacity of 
7% cubic feet. 

“Immediate production at the Con- 
nersville Plant”, Siragusa said, “will 
be concentrated on this model together 
with a 94 cubic foot model of the same 
type, to be followed later by the pro- 
duction of other Admiral models early 
in 1946 and by the new Admiral Dual- 
Temp refrigerator.” 

“Peak capacity of the plant which 
may be reached before the end of 1946 
will be 300,000 units annually,” Sira- 
gusa said. 


Cleveland Home Planning 


Forums Draw 3,000 Weekly 


The Greater Cleveland Home Plan- 
ning Forums being held during Octo- 
ber and November and sponsored by 
the Electrical League and nine other 
trade and civic organizations of Cleve- 
land, are attracting thousands of infor- 
mation- hungry homemakers’ every 
week. Clevelanders from every section 
of the metropolitan area are turning 
out nightly to jot down timely infor- 
mation about electrical living of vital 
importance to their future homes. 


Enlarged Program Needed 


Educational meetings on home plan- 
ning have been held at the Electrical 
League quarters for many years, and 
the growing interest on the part of 
Clevelanders, especially in the past two 
years, indicated the need for an en- 
larged program that would give people 
in every section of the city an oppor- 
tunity to avail themselves of the much- 
needed information on all phases of 
home building and modernization. 

For this reason the Electrical League 
began early this year to secure speak- 
ers and to obtain the necessary facili- 
ties for what is now proving to be the 
most comprehensive program of its 
kind in the country. 


Five Individual Programs 


The Home Planning Forums are set 
up as five individual programs—the 
same program being given throughout 
the week in each of five locations. 
During the first week, home financing, 
site selection, and the all-electric home 
were discussed. At the following 
week’s meetings, an architect explained 
present day architectural styles and 
trends and a League homemaking ad- 


Financing, All-Electric 
Homes, Kitchen, Laundry 
Problems Among Subjects 
Discussed—Essay Prize 


viser spoke on the subject, “Planning 
Your All-Electric Kitchen and Laun- 
dry”. 

During the third week, home con- 
struction with modern products and 
materials and low-cost living in the 
modern electrical home will be the 
subjects covered. 

Home planners will hear a talk on 
controlled indoor climate — heating, 
ventilating, and air conditioning at 
the fourth meeting and at the final 
meeting will hear a discussion of the 
use of paint for beauty, protection and 
service in the home, practical sugges- 
tions on interior and exterior decora- 
tion, and good lighting as an aid to 
sight, safety, health and beauty. 


Complete Kitchen Prize 


Those persons who complete the 
course by attending an entire series of 
five meetings are eligible to partici- 
pate in an essay contest which will 
have as grand prize a complete modern, 
all-electric kitchen. The home planner 
submitting the best essay entitled, 
“Why I Want an All-Electric Work 
LESS Kitchen”, will be awarded this 
kitchen. 

Over 3,100 individuals attended the 
initial sessions during the first week, 
and the attendance was over 3,000 in 
the second week. 


PAGE 3 


| 
; 
a 
has 
~ 
é 
» | =| 
AN 


LONERGAN PRODUCES FIRST POST-WAR OIL-BURNING HEATER —The first 
heater off the production line of the Lonergan Mfg. Co. is being crated while execu- 
tives H. Cornish, comptroller; E. F. C. Petering, vice-president in charge of sales; 
and E. Lundeen, plant manager, look over improvements being shown by C. B. Clemet- 
son, director of research. 


G-E Announces Approved Retail 
Prices on Refrigerators, Ranges 


The General Electric Co. has an- 
nounced ge | retail ceiling prices 
on its new ranges and refrigerators. 
There will be one gation-wide price on 
each model of these appliances. 

According to A. M. Sweeney, major 
appliance sales manager, the three 
range models now in production will 
carry the same prices that were in 
effect in 1942. The lowest priced 
range, known as the Leader, will sell 
at $116.95; the medium priced, the Air- 
liner, at $177.75 ; and the deluxe Strato- 
liner at $259.75. 

“All these ranges are built to the 
same high quality as our prewar 
models, and incorporate several im- 
provements,” Mr. Sweeney said. 

Improvements in the new ranges 
primarily take the form of material 
substitutions. Aluminum has replaced 
the porcelain that was used in 1942 
models in thrift cooker pails, unit 
pans and economizers. Bright finishes 
have replaced synthetic finishes, and 
instead of the open-type units used in 
the 1942 ovens, the company is now 
using Calrod bake units. 

Ranges are available in some stores 
now, but will not be generally avail- 
able to all consumers until about the 
first of the year. 

The two refrigerators now in pro- 
duction are 7-cubic-foot models. One 
will sell at $151.50, the other at 
$188.25. A third refrigerator, a 6-foot 
model that will be in production 
shortly, will be priced at $133.75. 

Sample refrigerators are expected 
to be in every dealer’s hands in the 
near future. 


Uniform Pricing Policy 


The General Electric Co. is the 
first manufacturer of a complete line 
of household electrical appliances to 
adopt a national pricing policy on all 
its appliance products, according to 
C. R. Pritchard, general sales man- 
ager of the Company’s Appliance & 
Merchandise Department, who said 
that “from now on, each G-E major 
and small appliance will be sold at 
the same price to consumers in every 
part of the United States—whether 
they live in Seattle, San Antonio or 
Augusta, Maine.” 
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Adopts National 
Pricing Policy on All 
Appliance Products 


Prior to the war, the company main- 
tained a_national-delivered-one-price 
policy on small appliances such as 
irons, fans, toasters and _ roasters. 
“Now we are extending this adver- 
tised policy in order to give the pub- 
lic the same advantage on all G-E 
home appliances—on _ refrigerators, 
home freezers, ranges, water heaters, 
washers, dryers, ironers, dishwashers 
and Disposalls, as well as on small 
appliances.” 


Taxes Excluded 


The new General Electric prices 
will include the cost of delivery and 
federal excise tax, but because state 
and local taxes vary so widely these 
are of necessity excluded from the 
national prices. And because installa- 
tion costs of ranges and water heaters 
also vary in different localities, the 
national prices on these appliances are 
exclusive of installation. 


American Central Gets 
Kitchen Cabinet Steel 


Delivery this week to American 
Central Mfg. Corp. Connersville, Indi- 
ana, of the first of several hundred tons 
of steel for fourth quarter use, will be 
sufficient to start the production of the 
company’s new V-Day ensemble of all- 
steel kitchen sinks and cabinets, it is 
announced by Eric O. Johnson, vice- 
president and general manager. 

The tonnage of steel made available 
will just about provide one complete 
kitchen each for the several thousand 
dealers already franchised from coast- 
to-coast to handle American kitchens. 

It is expected that the company’s 
complete kitchen equipment line will 
include a dishwasher, a garbage dis- 
posal unit and possibly a quick-freeze 
food unit, in addition to the steel sinks, 
wall and base cabinets now developed. 


New Television 
Camera Demonstrated 
Supersensitive Tube 


Permits Action Pick-up 
Under Low Lighting 


A ‘simplified, lightweight, portable 


television camera, employing a new 
super-sensitive pick-up tube, the RCA 
Image Orthicon, which will open up 
for television broadcasters both new 
sources of program material and new 
telecasting opportunities in the smaller 
cities and towns, was introduced by 
the Radio Corporation of America on 
October 25. 


Works Under Low Light 


The new camera is expected to revo- 
lutionize television programming, RCA 
said. With it, broadcasters will be 
able for the first time to televise 
scenes and events, either indoors or 
out-of-doors, under extremely low 
light conditions, where pick-up hereto- 
fore has been impossible. 

Designed and developed by RCA 
engineers, the new camera will fill a 
long-felt need in the television broad- 
casting field, according to Meade Bru- 
net, general manager of the company’s 
Engineering Products Division. 

“This equipment is especially well 
suited for televising events remote 
from the studio and those where bril- 
liant lighting is either impracticable 
or undesirable,” Mr. Brunet said. “The 
portable camera is light-weight, simple 
to operate, and can be quickly set up 
and placed in operation. 

“These advantages, combined with 
the extreme light-sensitivity of the new 
RCA television camera, make it an 
ideal equipment for televising out-of- 
doors sports and news events and for 
remote indoor pickups such as may 
now be made in theatres, concert halls, 
schools, churches, courtrooms, and 
other public buildings.” 

Deliveries on the new super-sensi- 
tive television camera, he said, are ex- 
pected to be made to television broad- 
casters in about ‘six months. 


Demonstration Given 


Evidence of the extreme light-sensi- 
tivity of the camera’s new tube—100 
times greater than in pre-war camera 
tubes and approaching that of. the 
human eye—was provided at a demon- 


stration of the camera at the NBe 
Television Studios in Radio City, Ney 
York, when observers saw clearly 9 
a receiver screen the images of syb. 
jects lighted only by a single candle 

Another unique advantage of the ney 
camera, besides its extreme sensitivity 
to light, is the greatly increased rang 
of light intensities to which it wy) 
respond without readjustment or Jos; 
of detail, permitting easy pick-up oj 
moving objects under mixed light cop. 
ditions, such as baseball players moy. 
ing from sunlight to shadow on th 
field. 


Avco To Produce 
Gas, Electric Ranges 


The Aviation Corp. shortly will tx 
gin large-scale production and market. 
ing of new gas and electric kitcher 
ranges as part of its peacetime recor 
version program, according to Irving 
B. Babcock, president. 

The range, which is radically differ 
ent in design and performance, wil 
be on the market early next year, Mr 
Babcock said. It was engineered and 
developed at the corporation's labor. 
atories in Detroit under the directior 
of Dr. J. A. Snow, research scientist 

“We have devised a method 
manufacturing a luxury range that is 
physically stronger,” said Mr. Babcock 
“Construction of the new range lends 
itself to low-cost mass _ production 
methods. Although their appearance 
is much like the conventional, modern 
range, Avco gas and electric design: 
are both equipped with high-level 
broilers, which eliminate the constant 
kneeling and bending required to oper- 
ate an ordinary stove.” 

Special features of some models oi 
the stove include processed distribution 
of heat, interchangeable parts, and a 
one-piece “waterfall” top which rises 
18 inches to facilitate the cleaning oi 
burners. 


Cincinnati G & E. 
Quits Merchandising 


Officials of the Cincinnati Gas & 
Electric Co. are issuing a bulletin to 
its dealers stating the company does 
not plan to re-enter the merchandising 
field. 


NEW VIDEO CAMERA—RCA's new supersensitive television camera (foreground) 
and a conventional camera (background) are shown above. The camera is equipped 
with a new tube which will permit the filming of television scenes under unusually dim 
light conditions, providing “round the clock" coverage of news and sports events. 
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Kalamazoo Stove Announces New 
Production and Distribution Program 


Arthur L. Blakeslee, president of 
Kalamazoo Stove & Furnace Co., an- 
nounced recently a radically changed 
post-war production and distribution 
program. 

Plans include revolutionized stove 
and furnace production, a greatly en- 
larged distribution organization and 
the addition of two lines not previously 
handled. “In all,” Blakeslee said, “we 
are spending over $2,500,000 in re- 
tooling and re-designing the production 
line immediately. 


Retrigerator, Washer Added 


The company will build gas and elec- 
tric ranges, combination ranges, coal 
and wood ranges, heating stoves and a 
complete line of coal furnaces. Oil 
and gas warm air heating units will 
also be available. For the first time, 
refrigerator and washing machine 
models will be added to the Kalamazoo 
line. Models were styled by designers 
Walter Dorwin Teague and Jack Mor- 
gan. 

For 45 years Kalamazoo has sold 
only by direct mail and through fac- 
tory-owned stores. Now, the company 
will build up its distributing system 
to keep stride with the greatly en- 
larged manufacturing program. The 
285 pre-war retail stores will be sup- 
plemented by distribution through a 
proposed group of 500 franchised deal- 
ers and through department stores. 


Dealer Support Program 


The Kalamazoo program of dealer 
support includes seven projects. 

A two-week sales training clinic con- 
ducted at Kalamazoo will give dealers 
a refresher course in store organiza- 
tion, merchandising, advertising, ac- 
counting and sales method. Company 
engineers will interpret technical stove, 
furnace, heater, refrigerator and wash- 
ing machine features. Home econo- 
mists will demonstrate the models in 
use. 

Retail salesmen will be trained in 
the dealer’s store by a special traveling 
sales training staff. A comparable en- 


Refrigerators, Washers 
Added to Line; Franchise 
Dealers to be Signed 


gineering staff will help set up a pay- 
for-itself repair and service depart- 
ment in each store and will help train 
service employees. 

Kalamazoo will also set up, at the 
request of the dealer, an accounting 
method for checking profit and loss, 
developed in the company’s own stores. 

A store layout and decorating advis- 
ory service will be maintained. A 
model store will serve as an experi- 
mental establishment where methods of 
display, merchandising systems and 
other phases of retail distribution will 
be tried out before being installed in 
other stores. 

The sales promotion project will 
feature cooking school demonstrations, 
circulating kitchen window displays. 
as well as national and local adver- 
tising and a complete line of sales pro- 
motion literature. 


Raytheon Tubes Available 
By Jan. |, Company Says 


In response to many inquiries, Carl 
J. Hollatz, of Raytheon Mfg. Co., has 
explained the reasons for the delay in 
the resumption of output of radio re- 
ceiving tubes for civilian use. 

During the war, Raytheon devoted 
practically all its efforts to the manu- 
facture of radar equipment for the 
Navy. Raytheon designed and was the 
sole supplier of the ship search radar 
gear known as SG and also made more 
microwave tubes than all others com- 
bined according to company officials. 

For this reason it has taken Ray- 
theon longer to reconvert its tube 
activity than some others in the field. 
However, Raytheon is rapidly recon- 
verting and expects to have its full line 
of radio receiving tubes available 
around January 1, 1946. 


Above: Queen Mary is shown viewing a plastic model electric cooker during her visit 
to the first Women's Electrical Exhibition arranged by the British Electrical Develop- 
ment Association in London. Below: The Duchess of Kent, who opened the exhibition, 


inspects the Bendix automatic home laundry. 


CROSLEY RESUMES CIVILIAN RADIO PRODUCTION—Iin the same plants where 


thousands of military radio receiver-transmitters for the armed services have been 
made, skilled workers are now producing civilian radio receivers for American homes. 
Frank A. Schotters, vice-president, left, examines chassis of one of the first 1945-46 
models. Clarence G. Felix, center, radio product manager and J. J. Fitzpatrick, 


works manager, discuss it with him. 
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REMA Sees |,000,000 
Home Freezers Sold 
During Next Year 


Demand for approximately 1,000,000 
home and farm freezer units in the 
next year was predicted recently by 
the _ Refrigeration Equipment Manu- 
facturers Association. The estimate 
was based on a compilation of facts 
gathered through consumer surveys 
and reports issued by government 
agencies, university extension depart- 
ments, farm and trade publications and 
farm organizations. 

A large percentage of this first mil- 
lion freezers probably will go into 
farm homes, according to F. J. Hood, 
president of the association, who 
pointed out that it was the nation’s 
farmers who pioneered the use of 
home freezing units and that these 
same farmers now have total reserves, 
available for buying consumer prod- 
ucts, of more than 12 billion dollars. 
Total farm income in 1944 alone 
reached the total of nearly 28 billion 
dollars. 

In addition, Mr. Hood said, electri- 
fied farms are expected to increase at 
least 50 percent as a result of programs 
of the Rural Electrification Adminis- 
tration and public utilities. Some 2,- 


600,000 farm families now receive? 


central station electric service, he 
added. 

But growing popularity of the home 
freezing method of preserving foods is 
by no means confined to farm families, 
the REMA statement continued. In 
cities and urban communities, this 
method has shown a definite upward 
trend since the start of the war, partly 
as a result of the activities of Victory 
gardeners. While it is recognized that 
much war-induced home gardening 
now will cease, REMA believes that 
the present rate of increase in the 
number of families attracted to home 
freezing and frozen food advantages, 
now estimated by the Department of 
Agriculture at 1,000,000 a. yea will 


be maintained. 


Frantz Mfg. Buys Burgess Plant 


The Frantz Mfg. Co., Canton, 
Ohio, recently announced the pur- 
chage of the Burgess Co, manufac- 
tufifig ‘plant in Cleveland, where it 
will “shortly move its Washing 


Machine Replacement Parts Divis- 


Walter A. Frantz, Sr., president, 


present Iotation ofthe 
e¢ompanyywill be ill-suited to’ expansion 
oveowhale the «new plant ‘will’ be ‘more 
tom guitableb tos! filb ‘the company's °ex- 
pandingy basinress: bedoe ai 
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Production Under Way at Easy; 
Pre-War Prices, Discounts Announced 


Production of washing machines is 
once again under way at the Syracuse, 
N. Y. plants of the Easy Washing 
Machine Corp. and manufacturing will 


be limited for the meantime to a single 
model—the 8 SS 46 Spindrier. The 
washers will be sold under the same 
retail price and discount structure that 


prevailed before the war, pending ap- 
proval of OPA, W. Homer Reeve, 
vice-president in charge of sales, told 
distributors and divisional sales man- 
agers at a two-day sales meeting Oct. 


30 and 3lst. 
Plant Improvements 


Easy has invested over $2,000,000 in 
completely modernizing its plants and 
facilities, according to H. Paul Nelli- 
gan, president. Approximately $1,000,- 
000 is being spent on new plant con- 
struction and improvements, and about 
the same amount will go into new en- 
gineering and production facilities. 
Complete new research and engineering 
laboratories have been built for de- 
velopment work on “new and better 
ideas in home laundry equipment.” The 
same plant also houses the new sales 
division which features a sales audi- 
torium, Mr. Nelligan said. This pro- 
gram of expansion, he pointed out, will 
practically double Easy’s pre-war ca- 
pacity to build and sell home laundry 
equipment. 


Portable Washer Added 


Once the first model production is 
under way, the’ company intends to in- 
troduce a new type of portable washing 
machine, it was indicated. Present 
plans also call for production of elec- 
tric ironing machines shortly after the 
first of the year. 

An automatic type washer, as well 
as other related products in the home 
laundry field, are also part of Easy’s 
post-war product program. 


Soles Meeting Highlights 


Featuring slide film techniques, the 
meeting was highlighted by product 
presentation, which normally keynotes 
the company’s annual new-line an- 
nouncement this time of the year. 


Spindrier first model; 
portable washer, ironer 
and automatic included 
in company's ‘46 plans 


In launching Easy’s immediate post- 
war top washer model a product skit 
was staged to dramatize the Spin- 
drier’s many improvements and refine- 
ments. A newcomer, the portable Easy 
Whirldry washer, was also introduced 
with the results of a nation-wide mar- 
keting survey showing pronounced con- 
sumer demand for this type of port- 
able laundry equipment. 


Promotional Plans 


Richard E. Weiss, advertising man- 
ager, outlined the company’s promo- 
tional program for the next few months 
ahead, pointing up a national newspaper 
advertising schedule. The consumer 
magazine advertising program was 
presented by various executives of the 
company’s advertising agency, Batten, 
Barton, Durstine & Osborn, Inc. 


Training Shortcut 


At the meeting great emphasis was 
placed on the vital necessity of dealers 
doing a quick, thorough job of sales 
training. A novel training “turnover”, 
that is expected to shortcut the train- 
ing of new men entering the field of 
specialty selling, was presented as the 
spearhead piece of Easy’s training pro- 
gram. 


Emphasis on Dealers 


According to Mr. Reeve, Easy’s mer- 
chandising plans call for keeping in 
closer touch with the dealer than ever 
before. Predicting a return to old- 
fashioned selling, Mr. Reeve said, “Our 
national advertising, our promotion, 
our store layout plans, our sales train- 
ing plans all have just one end in 
view—to help the dealer move more 
merchandise !” 


MAYTAG LIGHTS UP AGAIN—The big 
roadside signs, erected in 1936 east and 
west of Newton, lowa, to call the public's 
attention to the home of the Maytag 
washer, were darkened after Pearl Har- 
bor. Now with the resumption of washer 
manufacture the big signs are blazing 
again. At left, Roy Bradt, vice-president 
in charge of sales and advertising, and 
Verne Martin, general sales manager, 
officiate at the lighting up ceremony. 
That's a real Maytag E2! in the show- 
case window. 


BLACKSTONE WASHER NO. L—President O. A. Lenna and Vice-President John M. 
Wicht of Blackstone are shown with the first post-war washer to come off the lines. 
Although first deliveries will be on conventional washers and ironers, the newly- 
developed combination laundry—three matching units, washer, ironer and dryer— 
is scheduled for the near future, according to company officials. 
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Hotpoint Adopts 
Uniform Pricing 


Ranges Get OPA 
Approval Ceilings 


Edison General Electric (Hotpoint) 
Appliance Co. has announced a nation- 
wide pricing policy by which all of its 
appliances would be delivered to con- 
sumers in Chicago, New York, or San 
Francisco at a uniform price, instead 
of the formerly practiced f.o.b. fac- 
tory policy. Previously the company 
had announced that its electric ranges 
and water heaters would sell at 1942 
prices. 

The new policy covers refrigerators, 
home freezers, washing machines, 
ironers, dryers, dishwashers, dispos- 
alls, and metal cabinets, as well as 
ranges and water heaters, according to 
Ward R. Schafer, vice-president. The 
company has factories at Chicago, 
Erie, Pa. and Bridgeport, Conn. 
Schafer said the move was aimed at 
protecting the public against “un- 
authorized over-charges” that might 
result under the company’s announced 
low price post-war selling plan. 

He noted that changes in wiring on 
customer’s premises, where necessary, 
could not be included in the nationally 
advertised prices, but the otherwise 
total price of each appliance would be 
national, and advértisements showing 
that were now in preparation. 


Names National Range Prices 


The “same as 1942” characterize 
Hotpoint range prices to consumers 
across the nation, including transpor- 
tation and federal tax, as approved 
October 20 by OPA, effective at once, 
according to Gregory L. Rees, man- 
ager, range sales division. 

The deluxe Masterpiece RC 8, with 
timer oven control clock and seven 
quart “thrift” cooker will deliver to 
consumers at $244.50; the “middle- 
priced” Hostess RB 17 with automatic 
timer control will sell for $177.75; 
while the lowest cost Century, RB 15, 
also a full size range, will cost users 
$116.95. 

Rees said that final prices to dis- 
tributors had not been issued as yet, 
but that Hotpoint was following a 
pricing policy aimed at complete price 
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protection for the consumer with a 
minimum of “absorption” by dealers 
and distributors. 


Westinghouse Starts 
Radio Shipments 


The Westinghouse Electric Corp.'s 
home radio division, Sunbury, Pa, 
has completed the first Westinghouse 
post-war home radio receivers, and 
shipments have started to about 10,000 
retailers throughout the United States, 
Alaska and Hawaii. They are fore- 
runners of the 3000-to-5000 sets per 
day which will be produced. 

Included in the line are nine sets 
ranging from an ultra-modern 6-tube 
portable table model, similar in price 
and size to their first receiver built in 
1921, to a 14-tube combination radio- 
phonograph console equipped for stand- 
ard, foreign shortwave and FM bands. 
Prices will range from about $25 to 
$350. Television receivers are not in- 
cluded in the first run, but Division 
Manager Harold B. Donley said these 
sets will be “ready for the market early 
next year.” In the meantime, both 
television and FM receivers made in 
the Sunbury plant will be employed in 
flight tests of Stratovision, the new 
airborne system of television and FM 
transmission announced recently by 
Westinghouse and the Glenn L. Martin 
Co., scheduled to begin this fall, ac- 
cording to Mr. Donley. 

“Production will be stepped up as 
rapidly as possible until we attain our 
capacity of from 3000 to 5000 sets 
per day,” Mr. Donley explained, “and 
there is good reason to believe we will 
have receivers in the hands of retailers 
in time for the Christmas trade. This, 
however, is a matter over which we 
have no control, since reconversion de- 
lays are hampering subcontractors ho 
are building to our specifications.” 
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Here’s a life-size G-E “Speed Cooking” display that’s 
loaded with sales appeal—and it’s ready for you, NOW! 

People can’t help stopping when they see this beau- 
tiful G-E Range reproduction in your window! And 
see how it points out every one of those wonderful, 
exclusive G-E Range features! 


Each piece of the display is beautifully finished and 
sturdily constructed. 8 colors on the Range sheet. 10 
colors on the other two sheets. Worth so much more 
than the nominal cost of only $3.50. Order this sure- ( 
sales display from your distributor—today! 


These attractive side pieces 
offered separately! 


- Order as many as you need from your distributor. They're 
all colorful, hard-selling! Each set of side pieces .. $1.95 


G-E Range advertising volume tops 
any in the field! 


We're right in back of you... with maga- Regularly, full-color pages in leading 
zine and radio advertising on G-E Ranges magazines (with circulations totaling way 
that’s outdistancing any other range pro- up in the millions) are helping you sell! 
motion. 


And every day — Monday through Friday 
(4 p. m., E.S.T., CBS)—the “G-E House Party” 
goes on the air for you! Art Linkletter, as the genial 
master of ceremonies, recently presented a spar- 
kling new G-E Range to former Army Sgt. Wayne 
L. Woods, a contest winner, (G-E Range promo- 
tion like this means sales!) 


Exclusive G-E features have built 
huge preference for G-E Ranges! 


Look at this! Recent surveys show that 214 times more women 
prefer G-E Ranges than any other range. There are plenty of 


G-E “Speed Cooking” possible! Really fast, 5 cooking speeds. 
Even, controlled. 

- @Tripl-Oven. 3 ovens in one. Master Oven containing Speed 
Oven and Broiler. 


reasons . . . 

G-E Ranges offer wonderful, “wantable” features. And no 
other range has them all! So get started now. Get set to feature 
the General Electric Range—the one with the features women 
are waiting for! 


* Calrod Units. Most important, because they make marvelous 


« Tel-A-Cook Lights. Tell instantly, in color, what heat’s on 
and where. 

* No-Stain Oven Vent. Cleverly placed to help keep walls, 
ceiling, curtains cleaner. 


« Automatic Oven Timer. “Watches over” oven meals while 
a housewife’s out visiting or at the movies. 


“G-E APPLIANCES—MOST WANTED BY MOST WOMEN” 
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RIAN OLS 


Help win the peace—Buy and hold Victory Bonds 


GENERAL @ ELECTRIC 
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Miracle Electric 
Presents New Line 


Miracle Electric Co., Chicago, manu- 
facturers of coffee-makers, food mix- 
ers, irons, hotplates, toasters and 
cleaners, held a post-war showing of 
its entire line Oct. 30 

Three to four hundred distributors 
were welcomed by J. M. Friedman, 
president. The meeting was conducted 
by G. A. Boivin, manager of sales and 
advertising. After-dinner speaker at 
the meeting was A. Walter Seiler, 
president of the Cramer-Krasselt Co., 
Milwaukee, advertising counsel. 


G6. A. BOIVIN 


Distribution of the small appliance 
and cleaner ‘line of Miracle Electric 
will be entirely through jobbers on a 
multiple-distributor basis, Mr. Boivin 
pointed out. Merchandise will be al- 
loted by quota to distributors on basis 
of buying power index of their areas. 
Early production on some items is pre- 
dicted and complete production will 
follow as quickly as materials are 
available. 

The company, organized in 1925, 
is capitalized at over $1,000,000 and 
has expanded its program to an esti- 
mated first-year production of $9,515,- 
000 to meet post-war appliance de- 
mand. Mr. Boivin, former sales man- 
ager of the Dormeyer Corp., before 
that vacuum cleaner sales supervisor 
for Sears, Roebuck, announced that a 
large number of orders are on hand 
from distributors already appointed. 
Many revolutionary new features for 
the appliances to be produced are 
claimetl. 


Liberty Distributors 
Formed in Hardware Field 


A relatively new organization in the 
hardware field—Liberty Distributors, 
comprising 24 non-competing hardware 
wholesalers organized to buy and mer- 
chandise collectively on a _ national 
basis—has been announced by Wm. 
George Steltz, executive manager. 
Headquarters of the company are in 
Philadelphia. 

The organization claims that it rep- 
resents 70,000 dealers, served by Lib- 
erty distributors, located so that their 
1,200 salesmen cover every city, town 
and country crossroad store in the 
United States. These dealer accounts 
are said to purchase over $100 million 
worth of merchandise annually. Some 
43 warehouses are maintained and 125 
Liberty buyers are constantly in the 
market looking for new merchandise. 
Buying offices are located in New 
York, Philadelphia, Chicago and Los 
Angeles. 


“AGE 8 


BENDIX WASHER ADVERTISING PROGRAM OUTLINED—At South Bend, Ind., 
Walter J. Daily, advertising director of Bendix Home Appliances Corp., details plans 
for a $3,000,000 advertising and promotion program to encourage the sale of 
650,000 Bendix automatic Home Laundries in the next 14 months. 250 representatives 
of 125 firms that supply parts to Bendix observe the spotlighted map of Cleveland 
at Daily's left, which shows graphically how the main thoroughfares have been dotted 
with outdoor neon signs in a $1,500,000 identification program just completed. 


Bendix Enlists Suppliers’ Aid 
In Meeting 600,000 Unit Goal 


Judson S. Sayre, president of Bendix 
Home Appliances, Inc., will go down 
in history as the innovator of two 
new things in conventions: 


(1) When the early going was tough 
for Bendix he frankly revealed all his 
service troubles, and showed how they 
were being licked. 

(2) Last October 22 Bendix Home 
Appliance, Inc. revealed to a group of 
200 suppliers the intimate workings of 
Bendix distribution, and proved that the 
company's expectancy of 600,000 in sales 
this coming year was not a shot in the 
dark inspired by a pipeful of marijuana. 
(Total Bendix sales in five years have 
been 330,000.) 


Idea was to enlist the aid of sup- 
pliers in meeting these orders. 


Potential Market Surveyed 


Like corn popping in a_ skillet, 
Walter J. Daily, advertising and sales 
promotion manager, pointed out things 
have been happening that led Bendix to 
realize gradually they had a real op- 
portunity in their hands. Dumping 
many surveys together in a common 
bathtub and stirring lustily, Mr. Daily 
came up with the figures that Bendix 
preference in all surveys averaged 30 
percent with a theoretical market of 
1,620,000 machines. 

Department store interest in the 
Bendix washer, Daily said, is tremend- 
ous. Nearly 300 of the top stores of 
the country have bought a large “De- 
partmental” display. It means a real- 
ization of $250 a square foot on the 
sale of only 200 machines a year. 


“Bendix Day” 


Although last September 17 was 
Bendix Day, when every dealer had 
one Bendix put in as a sample, some 
firms such as W. & J. Sloane and 
The Fair department store have been 
running Bendix windows for weeks, 
even though the buyers are charged 
$50 to $100 per day by the manage- 
ment. On Bendix Day, Mr. Daily 
stated, whereas Bendix ran 100,000 
lines of advertising, dealers on their 
own hook ran some 700,000 lines. Some 
500 department stores installed Bendix 
Announcement Day displays using the 


South Bend convention 
presents analysis of company 
distribution, potential market 
and promotion 


same display during the same week, 
something they have seldom or never 
done before. 

As a tarpon fisher learns from the 
tug on his line that he has a bite, 
Bendix was not long in realizing it 
had hooked an opportunity. 


Advertising Promotion 


For a year now Bendix has been 
busy putting up electric signs to iden- 
tify retail outlets, and had about 3,000 


BENDIX WASHER DISPLAY—Over 500 
department stores throughout the coun- 
try used the Bendix automatic “washer” 
special department store display for 
"B-Day," according to W. J. Daily, ad- 
vertising director of Bendix Home Appli- 
ances, Inc. 

The stores prepared and used identi- 
cal display material supplied to them in 
advance, and all unveiled their windows 
on the same day announcing the arrival 
of the first model for demonstration pur- 
poses. The display material was created 
by Arthur Grossman Associates. 


NOVEMBER 15, 1945—ELECTRICAL MERCHANDISING 


out. As soon as manufacture! the 
following orders for retail displays wil) 
be. distributed : 


3,048 large exterior neon signs, |3 feet, 
11 feet and 6 feet. 
8,900 inside signs. 
7,211 jewel floor displays for dealers, 
234 spot displays. 
293 departmental displays for depart. 
ment stores. 


Mr. Daily revealed that Bendix jg 
the largest purchaser of imprinted book 
matches in the country today supply- 
ing these for advertising. The com. 
pany has lined up electric alarm clocks 
as gifts for tipsters, has arranged its 
telephone book advertising, and jin 
short is set to direct traffic to the 
retail outlets as quickly as machines 
can be supplied to the trade. 

In setting up a $3 million advertising 
and sales promotion project for 1946, 
reaching 85 million readers monthly, 
Mr. Daily proved to the suppliers that 
the company regards a volume of 600. 
000 machines as a foregone conclusion. 


Bendix Distribution Set-up 


Harlow Lyons, a team mate of Mr 
Sayre at Kelvinator in earlier days. 
said the Bendix distribution plan was 
based on the fact that there are 72! 
primary towns in the United States 
which account for about 65 percent 
of the national potential market. There 
are some 3,078 secondary towns which 
do 15 percent of the national potential, 
and farms and small rural towns 
(3066) do the balance. For example, 
the Cincinnati territory, a 1 percent 
market with 78 dealers, is expected to 
sell 6528 Bendix washers in 12 months. 

W. F. Linville, Bendix sales man- 
ager, says there will be four regional 
sales managers and 20 divisional sales 
managers. The company has five de- 
partment sales managers and two 
branches, he said. There will be 
177 wholesale men working on Bendix, 
79 home service regional directors, 79 
service representatives, 8,754 dealers 
and 25,000 retail salesmen working for 
dealers, according to Linville. 


lroner Introduced, Dryer Coming 


Bendix will make an ironer and a 
dryer. The new automatic home ironer 
has already been introduced to the 
trade—the new automatic home dryer 
will be presented after January House 
wares and Furniture Shows. 

“Bendix has signed orders for 573,- 
814 washers from customers already,” 
Mr. Linville pointed out. “These orders 
have either money down or are from 
customers who have charge accounts. 
The only thing that is holding the 
company back is the suppliers, and as 
quickly as the essential parts come 
into the two Bendix assembly plants 
these orders can be taken care of.” 

Edwina Nolan, home economist for 
Bendix, revealed that every Bendix 
buyer will get a home demonstration 
on the proper use of the machine, on 
the washing of new post-war fabrics, 
new detergents, soap, ironing hints, etc. 
She has just concluded a 5-weeks train- 
ing course of 80 home service directors. 
A school for utility girls has recently 
been concluded and a consumer book, 
“Six Steps to Laundry Planning”, will 
be ready for distribution December |. 


Ekco Appoints Home Economist 


Marjory L. Van Warmer, formerly 
with the Milk Foundation, has been 
made director of home economics 0! 
the Ekco Products Co., Chicago. Lee 
B.Thomas is president of the company. 
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Like a lifebelt: 
— This young 
lady who helps 
make Clark ele- 
ments shows 
how they en- 
cirele Clark 
storage tanks. 


ELECTRICAL M 


THE FEATURE THAT SETS THE CLARK ELEC- 
TRIC WATER HEATER APART FROM ALL OTHERS 


ASSURES LONG, TROUBLE-FREE SERVICE 
BY ELIMINATING THE CAUSE OF TROUBLE 


Here's Why 
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YOUR CUSTOMERS BUY SERVICE 


You can sell almost any kind of heater This old Clark Heater 
gave 134 years of 


! service in extremely 
today! But the customers you sell today a SS ao 


should be the boosters you will need when repairs. 


competition gets tougher—and boosters are made by perform- 


ance, not promises. That is why responsible dealers closely 
examine the service angle of every appliance they consider 
selling. That is also the reason more dealers are turning to Clark 
for electric water heaters. They know that a twenty year record 
of proved performance is positive assurance that every Clark 


they sell will GIVE service—not DEMAND service. 


A CLARK FRANCHISE 
MAY STILL BE OPEN. 


FOR YOUR TERRITORY 
WRITE FOR DETAILS 


A TOASTMASTER PRODUCT 


ELECTRIC WATER HEATERS 


HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38 
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NEW! BETTER! DELIVERING 


LUXE MODEL 


with 


HUMIDIFIER 
$19.77 


OPA RETAIL—PLUS TAX 


Here is something new — something to talk up in promotion: A Heater with 
a Humidifier that keeps home air healthfully moist and comfortable! When 
you heat air, it gets dry and scratchy on nose and throat— but not when 
you have a REC!-HEAT Humidifier. 

REDI-HEAT CONVECTION means heating the whole room — not just one 
spot (as a reflector heater would). Cold air is drawn up from floor, heated, 
then propelled up through open grills. 

STEEL CONVECTOR FINS located over the heating element direct the air 


Standard Model 
REDI-HEAT 
ELECTRIC HEATER 


$16.95 


PLUS TAX. 
(Without Hinged Top 
or Humidifier) 
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REDI-HEAT 


Kadiator-Couvectiou 


LECTRIC HEATER 


COLD AIR IN 


Wat, Phone ox Wine Orders to 


REDI-ELECTRIC CO. 


141 West 24th Street 
New York 


MOISTENED WARM AIR OUT 


HUMIDIFIER 
Aealthully 


MOISTENS 


ORDER Now! 


upward. More, they become glowing hot and miniature radiators of 
own. Thus REDI-HEAT Heating Efficiency is doubled. 


TWO HEATS: TWO SWITCHES. 660 watts to take chill out of room, 13 
watts to heat it. 125 volts, AC-DC. 


IMPROVED DESIGN: No exposed or moving parts to get out of ord 
STURDY ALL STEEL BODY: 612” deep, 18%” high, 22” long. 
DURABLE FINISH in Brown Baked Enamel. 


A long, cold winter ahead! DON’T WAIT! ORDER NOW! ORDER ENOUGH! 


New York 11 
Tel. WAtkins 9-4872 
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luncheon, cafeteria style, finds Ralph Simons, 1900 Corp., St. Joseph, Mich., looking 
grim, but happier faces can be found on: Paul Zimmerman, R. & S. Co., Milwaukee; 
Harry Markow, Mar-Cone Sweeper Co., St. Louis; and Wm. A. Schwefel, R. & S. Co. 


Parts Jobbers Debate 
Service With Sales 


Whether or not members of the Ap- 
pliance Parts Jobbers Association 
should operate service departments 
along with their parts sales caused a 
debate at the Chicago meeting Oct. 
25-27 which formed a high point of 
the session. 

Newspaper surveys giving vast num- 
bers of washers for repair, plus the 
fact that the forthcoming automatics 
offer entirely new problems, were the 
mainspring of contention of those who 
thought service advisable. The nega- 
tive pointed out that most GI loans 
were going toward service setups, and 
the vast majority of returning veterans 
would go into servicing, which would 
eventually right any repair laxities. 


Washer Parts Booklets 


Cleveland, with luncheon ticket. 
‘oe nied . The association is arranging to 
complete the printing of approximately 
; 40,000 booklets and catalogs on wash- 
be ing machine parts. These books will 
include the illustration and descrip- 
tion of all fast moving parts of all 
makes of washers, and will also include 
the manufacturers’ list prices on all 
these parts. The association had pre- 
viously completed the printing of 
more than 11,000 temporary catalogs 
now being used by its members and 
dealers. 

With a change in the constitution 
about to bring in $12,000 annually in 
dues, it was felt that a permanent full- 
time secretary should be employed, in- 
asmuch as Wilfrid L. Cloutier is a 


W. L. ("Bill") Colutier, secretary pre- 
sents John Krull, manager, Parts & Ser- 
vice Dept., Apex Electrical Mfg. Co., 


TER 


Charles B. Mattis of Boston and Robert 


Jiators of 0. Thompson of Detroit watch the practicing attorney in Detroit and can- 
camera and the proceedings. not devote all of his time to this work. 
of room, 
t out of ord 
ong. 
ENOUGH! 


Russell D. Jones of Harrisburg, Pa., and Earl L. Kloop of Philadelphia examine a 
map showing jobber members of the eastern section of the country, now 40 in all. 
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Petrillo Link Seen in f 
FM Station Closings 


In a move linked to their new con- 


troversy with James C. Petrillo, pres- 
ident of the American Federation of 


Musicians, as well as to the change 


in wave length assignments recently 


ordered by FCC, four networks in 
New York City recently closed their 
frequency modulation stations — The 
National Broadcasting Co. closed its 
FM station, WEAF-FM; Columbia 
Broadcasting System its WABC-FM 
station; Mutual Broadcasting System’s 


WBAM;; and American Broadcasting 


Co., which does not own an FM sta- 
tion, its affiliates. 

FCC’s final decision on allocations 
in the new FM bands necessitates fhe 
installation of new equipment, and 
while the changes are being made ex- 
isting transmitters have to go off the 
air, the networks explained. These 
changes, they estimate, will take any- 
where from a “few weeks to several 
months.” 


“Fortunate Coincidence” 


Executives of the broadcasting sys- 
tems regarded it as “a fortunate coin- 
cidence” that they could get off the 
air by October 29th, the date set by 
Petrillo for the effectiveness of his 
new FM order stipulating that a 
broadcaster must hire a double crew 
of musicians if a musical program is 
broadcast simultaneously over both 
FM and standard outlets. This demand 
is regarded by the broadcasters as an 
“impossible economic burden,” and 
they have been considering substitut- 
ing recorded and transcribed music for 
their “live” programs. The only hitch 
here is that some radio officials feel 
that the use of records might antag- 
onize the musicians’ union further, 
remembering that the record subsidi- 
aries of RCA, parent company of 
NBC, and Columbia were prevented by 
the union from making new discs for 
18 months in the dispute they had over 
canned music two years ago. 


New Receivers Delayed 


A further complication in the con- 
fused FM situation is the fact that 
new receivers are not coming off the 
assembly lines as quickly as had been 
expected. Differences between parts 
makers and OPA on the subject of 
price ceilings are holding up produc- 
tion. RCA said it was 45 days behind 
its schedule on set manufacture. 

In connection with the problem of 
shifting transmitters to the new FM 
band, industry circles say that equip- 
ment was scheduled to be on the mar- 
ket soon to enable a broadcaster to 
continue service under both the present 
and new allocations, an arrangement 
for which the FCC also has made 
specific allowance. Several independ- 
ent stations plan to use transmitters 
on both hands and not interrupt service 
to FM listeners, it was said. 


Westinghouse Re-Styling 
Traffic Appliances 


The complete line of traffic appli- 
ances made by Westinghouse is being 


_ restyled with the aid of Lurelle Guild, 


nationally-known industrial designer, 
as consultant, it was announced by 
Ralph Z. Sorenson, manager of traffic 
appliances. 

The restyling program has been un- 
derway for a year and a half, Mr. 
Sorenson reported, and a newly-de- 


signed coffee percolator will be among 
the first of the table appliances to ap- 
pear on the market. _ 

The new designs will be available 
early next year, the traffic appliance 
manager stated, and will mark the 
initial showing by the appliance in- 
dustry of matched and specially de- 
signed creations in the small appliance 
field. 


Forticel—New Plastic 
Announced by Celanese 


What is believed to be the first new 
plastic to-come out of the laboratory 
ready for commercial manufacture 
since the war, was announced recently 
by Celanese Plastics Corp., a division 
of Celanese Corp. of America. 


FORTICEL RADIO CASE—Superior form 
retention, high impact resistance and 
limitless colorability are claimed for 
Celanese Corp.'s new cellulose pro- 
pionate plastic, Forticel, shown above 
in a radio housing. 


Named Forticel, the new plastic, 
which is made from cellulose and pro- 
pionic acid, is expected, because of its 
unusual properties, to greatly enlarge 
the field of application of the widely 
used cellulosic plastics. A display of 
products made from it pointed up the 
design possibilities and colorability of 
Forticel and gave credence to the pre- 
diction that these qualities, combined 
with its special mechanical and physi- 
cal properties, would give it an advan- 
tage over many other plastics in ap- 
plications such as radio housings, steer- 
ing wheels, housewares, telephones, ap- ~ 
pliances, toothbrushes, tool handles, 
builders hardware, topographic map 
bases, packaging, printed dials, elec- 
trical insulation, mathematical instru- 
ments, glazing materials, etc. 

In announcing the new plastic, W. S. 
Landes, vice-president of the corpora- 
tion in charge of the Plastics Division, 
said that cellulose propionate, from 
which Forticel is made, had been a 
laboratory plastic for years until Cel- 
anese succeeded in developing a new 
process for producing for the first 
time in this country propionic acid from 
natural gases in commercial quantities 
and at reasonable prices. He said 
that the new process is in operation 
at the Company’s chemical plant at 
Bishop, Texas.. While present produc- 
tion of Forticel is limited to a small 
pilot plant the Company anticipates at- 
taining a steady moderate production 
by January next to be followed by large 
scale production just as soon as plans 
already approved for this purpose can 
be carried out. 
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Our production lines are rolling! Our volume 
on ~%M~ Irons, Toasters, Stoves, Heaters, 
Heating Pads, Infra-Red Lamps and Vaporizers 
is being stepped up hour by hour, day by day. 
Other appliances to complete the line will 
follow shortly. Some needed materials are still 
critically short, but our purchasing agents and 
expeditors are sparing no effort or expense to 
get them. 


To get more and more ~*%M~ appliances into 
your hands at the earliest moment—that is 
the round-the-clock purpose of every department 
at “%M~ and will be until your needs are satis- 
fied. Despite tremendous pressure for merchan- 
dise, we will not put inferior or makeshift 


appliances on the market. Your reputation and ours is too valuable for that! 
Meantime, thanks for waiting. You’ll find it’s worth it! 


-MONARCH OFFERS YOU A COMPLETE LINE!... 


President 
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y by day. | We’re Stepping-up Production of These Items. 
are stil Other ~KM~ Appliances to Complete Our Line 


Will Follow Soon. 
New Reflex Heater Actomatic Iron 


epartment EM 3-Heat Stove with New HEM Toaster 


are st: Embedded Dur-A-Life Elements 
nakeshift ~K:M~ New Multi-Control 


for that! Infra-Red Ray Lamp Heating Pad (100 heat selections) 


“KEM Appliances have exclusive patented selling features. 
They are worth waiting for! 


KNAPP-MONARCH COMPANY 


ST. LOUIS 16, MISSOURI, U.S. A. 


.PROFIT PROVED! BACKED BY 20 YEARS EXPERIENCE! 


NDISING 
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NEW POSITIONS 


NEAL SCHUMAN 


Bendix Home Appliances, Inc. 


Appointment of Col. Grant Layng 
as manager of the Apartment House 
and Builders Division of Bendix Home 
Appliances, Inc., has been announced. 
He will operate under W. F. Linville, 
sales manager, from the home office in 
South Bend, Ind. 


bm 


COL. GRANT LAYNG 


Mr. Layng joined the company di- 
rectly from the armed forces. Prior 
to entering the army in 1940, Mr. 
Layng spent many years as sales man- 
ager of the Crosley Distributing Corp. 
in New York City. 


Divisional Managers 


Harold P. Bull has been named di- 
visional manager for Bendix. Mr. Bull 
was formerly domestic sales manager 
for the Public Service Co. of New 
Hampshire. 

Charles G. Mason has recently 
joined Bendix as division manager 
representing the sales department in 
Michigan, Indiana, Illinois and Ohio. 
Mr. Mason was recently released from 
the armed forces after serving three 
years in the Navy. He has been em- 
ployed in the sales departments of 
Nash-Kelvinator, Public Service Co. 
of Indiana, and the Wisconsin Power 
and Light Co. Mr. Mason will make 
his quarters in South Bend. 

Neal F. Schuman has been named 
division manager for Bendix, with 
headquarters in Seattle, Wash. Mr. 
Schuman has spent six years as di- 
vision manager of the O-Cedar Corp. 
on the West Coast. He previously 
was associated with Mandel Bros., 
A. S. Boyle Co., Marshall Field and 
Co. and the J. L. Hudson Co. 
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HAROLD BULL 


CHARLES MASON 


Premier Division 
Electric Vacuum Cleaner Co., Inc. 


Edwin A. Hamala returns to the 
position of advertising manager of the 
Electric Vacuum Cleaner Co., Inc., 
Cleveland, Ohio, the post he held prior 
to two years military service with the 
Army Ordnance Department’s Re- 


E. A. HAMALA 


search and Development Service. The 
company manufactures Premier vac- 
uum cleaners. 


V. J. Rader Returns 


Premier Division, Electric Vacuum 
Cleaner Co., Inc., Cleveland, Ohio, has 
announced the return to that organiza- 
tion of V. J. Rader, after a leave of 
absence of 31 months in government 
service. Mr. Rader returned to his 
former post as manager of the Phila- 
delphia Division with headquarters in 
that city. 


Vv. J. 


Horton Mfg. Co. 


The board of directors of the Horton 
Mfg. Co., Fort Wayne, Indiana, has 
promoted Al. Nelson from the position 
of assistant treasurer to that of treas- 
urer, announced A. E. Askerberg, 
president. 

Mr. Nelson’s succession to the office 


of treasurer, a position which Mr. 


Askerberg formerly held jointly with 
his office of president, frees the latter 
to devote his full energy to his many 
executive functions as president. 


Crosley Corp. 


Appointment of H. J. Fitzpatrick, 
formerly works manager of Plant 9 
of The Crosley Corp. in Cincinnati, as 
works manager of all Crosley plants in 
Cincinnati, was announced recently by 
Frank A. Schotters, vice-president of 
Crosley in charge of production. 

In his new capacity, Fitzpatrick will 
have direct supervision of production 
of Crosley home radio receivers, as all 
Crosley radio production will be con- 
centrated in its Cincinnati plants. 
Other products may later be built in 
the Cincinnati plants. 

Before joining the Crosley organiza- 
tion in 1942, Fitzpatrick served as gen- 
eral production manager with the 
United Wallpaper Factories, Inc., of 


Cc. J. STEVENS 


Chicago, and in executive positions 
with the Nash-Kelvinator Corp. and 
the Apex Company of Cleveland. 


Regional Manager 


Appointment of C. J. Stevens as 
regional manager in the sales depart- 
ment of the manufacturing division of 
The Crosley Corp. has been announced 
by E. C. Brode, manager of distribu- 
tion. 

Mr. Stevens’ territory will include 
Central and Southern Illinois, Mis- 
souri, Kansas, Oklahoma, Iowa, Ne- 
braska, Colorado, and part of Wyom- 
ing. 


H. J. FITZPATRICK 


SELMA M. ANDREWS 


Home Economist Appointed 


To serve the women who will be 
using Crosley major household appli- 
ances as soon as they are on the mar- 
ket, Mrs. Selma M. Andrews has just 
been appointed home economist in the 
manufacturing division of The Crosley 
Corp. 

Mrs. Andrews will cooperate with 
the various Crosley household product 
managers in merchandising the com- 
pany’s new peace-time products. 

For the past, four years, Mrs. An- 
drews has been serving as home sery- 
ice director of the Bluefield division 
of the Appalachian Electric Power 
Co. in Bluefield, W. Va. Previously, 
she had been director of the Roanoke 
Dairy Council, in Roanoke, Va. which 
was affiliated with The National Dairy 
Council of Chicago. 


New Crosley Engineer 


Appointment of D. J. Sweeney as 
engineer in charge of mechanical de- 
velopment of the research and advance 
development department of the engi- 
neering division of The Crosley Cor- 
poration was also announced by L. M. 
Clement, Crosley vice-president in 
charge of research and engineering. 

For the past 10 years, Mr. Sweeney 
was associated with the General Elec- 
tric Co., Bridgeport, Conn. Previous 
to that time, he was associated with 
RCA and Western Electric. 


Good Housekeeping Magazine 


John R. Buckley, vice-president and 
business manager of Good Housekeep- 
ing magazine, has announced the ap- 
pointment of Harry Chamberlaine as 
advertising manager of the magazine. 

Jack Herbert, recently returned from 
overseas service with the U. S. Marine 
Corps, will succeed Chamberlaine as 
Eastern advertising manager with 
headquarters in New York. 

Mr. Chamberlaine has been associ- 
ated with Good Housekeeping for 18 
years and was formerly western adver- 
tising manager with headquarters in 
Chicago. 


Grand Home Appliance Co. 


James Mitchell, President of Grand 
Home Appliance Co. of Cleveland, has 
announced the promotion of A. B. 
Cameron to the position of sales man- 
ager, replacing W. L. Marshall, re- 
signed. 

Mr. Cameron has been with Grand 
since July, 1944, as assistant sales 
manager in charge of product develop- 
ment. He served for some 15 years as 
sales manager and manager of Phil- 
gas Division of Phillips Petroleum Co. 


| 


D. J. SWEENEY 


NOVEMBER 15, 1945—ELECTRICAL MERCHANDISING 


> | | 


od 

will be 

ld appli- 
the mar- + 

has just | 

st in the 


Crosley 
ate with 
| product e 
hel 
4 .-- to help you cash in 
Mrs. An- 
me sery- 
division 
_Powe on the G-E Home Laundry Line! 
Roanoke 
‘a. which 
ial Dairy 
Yes sir—you’re back in the home laundry business! 
And General Electric is all out to help you make it the biggest, most profit- 
eeney as able home laundry business in the history of appliances! 
ical de- 
t a Ae We’ve prepared a complete new G-E Promotion Package. Everything you'll 
the engi- need to get back in the home laundry business with a bang. Mammoth dis- 
aft plays. Demonstration ideas. Direct mail. 
ident in And we're right there with up-to-the-minute advertising, too. All through 
Serene the past years, we’ve been advertising in leading magazines and on the air, 
ral Elec- to the huge market that’s waiting. (Results of 20 authoritative surveys 
Previous recently compiled by G-E show 3,145,000 people want home laundry appli- 
ited with ances.) 
Now it’s up to you to show "em and tell "em you have 
wonderful new General Electric Home Laundry equipment. 
ssine Ask your G-E distributor for your back-in-business kit — 
bite today! It’s well worth its nominal cost. General Electric Co., 
ou! o> Appliance & Merchandise Dept., Bridgeport, Conn. 
1 the ap- 
rlaine as 
magazine. 
‘ned from 
5. Marine 
rlaine = Here’s what you get in this 
el whopping-big G-E Self Starter Kit 
 associ- 
1g for 18 2 window or store displays of Washer — actual size. (First one 
rn adver- shown here.) Side cards featuring “G-E House Party” and laundry 
arters equipment ¢ Store Merchandiser—one-sheet poster size (Hand- 
some wooden frame, equipped with ads for merchandising) ¢ 
Demonstration Kit ¢ Dealer Mats ¢ Direct mail folders on 
rotary ironers, flatplate ironers, dryers, full line ¢ Booklets ¢ 
0. Dealer catalog ¢ Handbook pages ¢ Vest pocket notebooks. 
of Grand 
eland, has 
of A. B. 
ales man- 
shall, re- 
ant sales We’re backing you up with And a radio show that’s a “pulleroo! 
t develop- H 3 
5 years as sell-packed magazine ads! It’s “The G-E House Party”—a new daytime idea— packed with fun, 
of aoa games, and thrills. (Monday through Friday, 4 p. m., E.S.T., CBS.) 
oleum Co. 


Art Linkletter as master of ceremonies has proved to be the hit of 
the daytime shows. Millions listen! A coast-to-coast andicnee, i clud- 
ing your customers, who get entertainment, generously mixed with firs:- 
hand, up-to-the-minute information about G-E Home Laundry 
equipment. 


“THE APPLIANCES MOST WOMEN WANT MOST” 


Striking color pages, like this, run regularly in these magazinesizs 
Collier’s (reaching 2,799,664 people) 

Parents’ (reaching 772,632 parents of small children) 

Woman’s Home Companion (reaching 3,698,678 women) 

EENEY Farm Journal (reaching 2,534,619 farm readers) 
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WIN THE PEACE—SUY AND HOLD Victory BONDs 
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SUNLAMP 


Backed by full pages in Saturday Evening Post and Collier's 


Look! New Sperti Portable Sunlamp—compact as a camera 


It’s the most sensational gift item of the season. With a power- 
packed promotion behind it that will keep this amazing Sperti 
Portable Sunlamp moving fast. Read just a few of its quick- 
selling features: 

* Compact. Measures only 6x3'%2x11 inches 

* Full-power mercury arc unit. Operates on AC or DC 

* Fast tanning in 3-minute exposures 


* Smart black metal case with built-in polished aluminum 
stand 


* RETAILS AT ONLY $32.50 complete with goggles 


West of Rockies $34.50 


Spente CINCINNATI 12, OHIO © RESEARCH © DEVELOPMENT © MANUFACTURING 
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Remember, there’s a tremendous pent- f* 

up demand for sunlamps. And with the Sperti 

Portable ... with its convenience ... its amazing low price... 
you’re in a position to cash in big, cash in fast. For quick re- 
conversion has made Sperti Sunlamps one appliance that will be 
available in quantity for your Christmas trade. This Christmas. 


Contact your distributor. Get your order in early to insure 
adequate Christmas stock. Ask about generous co- 
operative newspaper advertising plan . . . complete 
merchandising helps and point-of-sale material 
available to help you cash in on the big month- 
after-month national advertising program. 


Also available. Sperti improved Pedestal-Style Ultra-Violet 
Lamps. Many exclusive features. HI-41 Sunlamp (right). 
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Proctor Electric Co. 


Lt. Col. C. G. Duy, Jr., has joined 
Proctor Electric Co., Philadelphia, as 
advertising and sales promotion man- 
ager, it has been announced by Robert 
M. Oliver; vice-president. In this 
capacity, he will be responsible for the 


LT. COL, C. G. DUY, JR. 


planning and directing of all Proctor 
advertising; the educational training 
of wholesale and retail sales personnel ; 
planning and conducting of sales meet- 
ings and demonstrations ; merchandise 
presentation and informative labeling 
of products and general consumer edu- 
cation concerning them. 

Lt. Col. Duy comes to Proctor with 
a record of over 14 years of utility and 
appliance sales, advertising and pro- 
motional experience. He served in the 
Army Air Corps from 1942 to the 
present time. Prior to entering the 
armed forces, Lt. Col. Duy spent six 
years with Westinghouse in advertis- 
ing, sales promotion and sales develop- 
ment executive positions, and before 


TRUMAN BALL 


WALTER KELLY 


LT. COL. C. P. CULBERT 


E. |. SNYDER 


that was with the Pennsylvania Power 
and Light Co. for eight years. 


Western Sales Manager 


Lt. Col. Charles P. Culbert, after 
three years with the Army Air Forces, 
has been reappointed Western regional 
sales manager for Proctor. During 
the war, Col. Culbert was chief of 
the Supply and Maintenance Equip- 
ment Branch, Procurement Division, 
Air Technical Service Command, 
Army Air Forces, Wright Field, Day- 
ton, Ohio. 

Col. Culbert recently opened a Proc- 
tor regional office at the Foreman 
Building, 707 S. Hill St., Los Angeles, 
where he will supervise activities in 
the states of Alabama, Northwest 
Florida, Louisiana, Mississippi, Ten- 
nessee, Texas, Colorado, New Mexico, 
Utah, Wyoming, Montana, Oregon, 
Washington, Idaho, California, Neva- 
da and Arizona, with the following 
district managers: 

Carl Birkhold, New Orleans, La.; 
W. R. Edmondson, Dallas, Texas; 
J. C. Ivy, Denver, Colo.; E. I. Snyder, 
Seattle, Wash.; T. W. Ball, San 
Francisco, Cal.; and George E. New- 
lin, Los Angeles, Cal. 


Other Appointments 


T. J. Kenna has been appointed 
Chicago district manager for Proctor. 
Mr. Kenna has been district manager 
at the Philadelphia office since 1940, 
and prior to that time he was sta- 
tioned at Baltimore. He has now set 
up his office with Walter Trittipo, cen- 
tral sales manager, at the Merchan- 
dise Mart in Chicago. 

Walter Kelly has been appointed 
district manager of the Philadelphia 
territory in Mr. Kenna’s place. Mr. 
Kelly held a similar post in Baltimore. 


T. J. KENNA 
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Boston Edison Co. 


George C. King has been appointed 
sales manager of Boston Edison Co. A 
native of Texas and a graduate of 
Annapolis, 1924, in 1929 he became 
power engineer for the El Paso Elec- 
tric Co., and in 1936, coming to New 
England, he was appointed sales man- 
ager for the Brockton Edison Co. 
Called to active service in 1941, he took 
part in engagements in North Africa, 
Sicily, Salerno, and other points in the 
Atlantic war theatre, being released 
from the service with the rank of com- 
mander. 


Graybar Electric Co. 


On November 1, 1945, Herbert Metz 
took over the duties of assistant east- 
ern district manager for the Graybar 
Electric Co. in Eastern District Head- 
quarters at 180 Varick Street, New 
York City. He has served since 1939 
as general lamp and lighting sales 
manager in the company’s executive 
offices, Graybar Building, 420 Lex- 
ington Avenue, New York City. 

Mr. Metz entered the student course 
at the Western Electric Co. in Chicago. 
In 1915 he came to the Advertising 


HERBERT METZ 


Department at General Headquarters 
in New York. In 1917 he was trans- 
ferred to the Western Electric Sales 
Office in Denver. In 1920 he was 
made power and light sales manager, 
and in 1923 when the Western Electric 
Supply Department was set up as a 
separate entity, he became advertis- 
ing manager. When Graybar was 
organized in 1926 he became advertis- 
ing manager of Graybar and a few 
years later was made sales promotion 
manager. He was elected a director 
of the Graybar Management Corp. in 
1933 and of Graybar Electric in 1940. 


R. W. Webb Appointed 


Ralph W. Webb is taking over the 
duties of merchandising manager for 
Graybar in the Cincinnati area. 

He began his work in the appliance 
field in 1935 with the Rockhold Sales 
Co. in Dayton, Ohio. In 1937 he 
joined Elder & Johnson Co., one of 
Dayton’s leading department stores, 
as manager of the Major Appliance 
Department. Two years later he moved 
to Sears Roebuck in Cincinnati in a 
similar capacity and in 1941 he’ joined 
Graybar in Columbus. 


New Orleans Manager 


L: J. Olivier has been appointed 
manager for the Graybar Electric 
Company in New Orleans. Mr. Olivier 
has continuously worked in the city 
since 1927, having been associated 


with the Louisiana Power and Light 
Co. 
New Branch at Boise 


Graybar also announced the open- 
ing of a new branch office at Boise, 


L. MAYNARD SMITH 


Idaho, and at the same time announced 
the appointment of L. Maynard Smith 
as manager there. Mr. Smith began 
his career with Graybar in 1929 at 
Jacksonville, Florida. Shortly after 
he was moved to Miami, where he 
remained until 1940 when he was pro- 
moted to sales manager at Orlando. 


Frigidaire Div., 
General Motors Corp. 


H. M. Kelley, appliance sales man- 
ager, Frigidaire Division, General Mo- 
tors Corp., Dayton, Ohio, has an- 
nounced that D. C. McCoy had been 
delegated to handle Frigidaire’s home 
freezer sales. 

Mr. McCoy is believed to be one of 
the foremost authorities in the country 
on the subject of frozen foods and low 
temperature refrigeration. In his 20 
year association with Frigidaire, Mr. 
McCoy has been engaged as sales engi- 
neer, specializing in ice cream cabinet 
sales ; zone manager, covering both ap- 
pliance and commercial sales; and 
has been the manager of the com- 
mercial section of Frigidaire’s Product 
Development and Application Depart- 
ment. 


D. C. McCOY 


During the past three years, Mr. 
McCoy has devoted practically all of 
his time and effort to Frigidaire’s ex- 
tensive frozen food research program. 


Knapp-Monarch Co. 


Phillip T. Doherty has rejoined the 
Knapp-Monarch Co. as New England 
representative. During the war he 
was associated with RCA as a pro- 
curement specialist, with headquarters 
in Boston. 
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NEW POSITIONS 


Gibson Refrigerator Co. 


F. E. Basler, vice-president in 
charge of sales, Gibson Refrigerator 
Co., has announced the appointment of 
J. Leonard Johnson as manager of Gib- 
son brand sales for the company, to 
strengthen sales facilities and person- 
nel. 

Starting in 1921, Mr. Johnson served 
in the merchandising division of West- 


J. L. JOHNSON 


inghouse in several capacities. In 
1932 he became manager of Treman 
King & Co., Westinghouse distributor 
at Ithaca, N. Y. He returned to West- 
inghouse in 1935, becoming succes- 
sively district merchandise manager, 
eastern district appliance manager, 
eastern war industry sales manager 
in 1941, and district appliance manager 
of the northwestern district in 1944. 

Albert D. Vining will continue in the 
sales department as assistant. 

The Gibson sales. promotion and 
advertising department will continue in 
full charge of John L. Stephens, who 
has managed the department for nine 
years. 


Eastern District Manager 


F. E. Basler, vice-president in charge 
of sales, Gibson Refrigerator Co., has 
announced the appointment of Arnold 
C. Baldwin as divisional sales manager 
for the territory which includes New 
York state west of the Hudson, north- 
ern New Jersey and eastern Pennsyl- 
vania, exclusive of Philadelphia. 


A. C. BALDWIN 


Mr. Baldwin joined Gibson in 1923 
and has held several different positions 
with the company during the past 22 
years. He has been credit manager for 
the past MH years. 
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Northwest Division Manager 


Appointment of a divisional sales 
manager for western Wisconsin, Min- 
nesota, North and South Dakota, Ne- 
braska, Colorado and eastern Wyom- 
ing is announced by F. E. Basler, vice 
president in charge of sales, Gibson 
Refrigerator Co. The new divisional 
sales manager is Floyd H. Aarvig, 
whose first job was with Holabird and 


FLOYD H. AARVIG 


Roche, architects, of Chicago, as a 
layout man in 1922. Aarvig then 
joined the Radio Corporation of 
America in 1923. After two years as 
an RCA distributor salesman, Aarvig 
sold motors and wiring devices for 
General Electric until 1933, when he 
joined the Robophone Co., manufac- 
turers of animated displays, returning 
to General Electric in 1936. Aarvig 
joined Gibson Refrigerator Co. in 
1940 as a wholesale salesman. 


Eastern Central Manager 


F. E. Basler, vice-president in charge 
of sales for the Gibson Refrigerator 
Co., Greenville, Michigan, has an- 
nounced the appointment of Herbert 
W. Lincoln as divisional sales manager 
for division 23. 

Mr. Lincoln has served in sales and 
engineering positions with Westing- 
house Electric Corp., with public utili- 
ties, distributors and dealers in the 
east and in the middle west. He will 
have his headquarters in Philadelphia 


H, W. LINCOLN 


and will cover distributing points in 
Virginia, Delaware, Maryland and 
parts of New Jersey, Pennsylvania, 
West Virginia, Kentucky and North 
Carolina. 


A. H, VIGDOR 


Holcomb & Hoke Mfg. Co. 


To meet the increased demand for 
“Fire Tender” stokers, Mr. Frank 
Hoke, general manager of Holcomb & 
Hoke Mfg. Co., has announced a com- 
plete revamping of their production 
facilities and an enlargement of their 
sales personnel for a more complete 
coverage of all territory where bitumi- 
nous coal is used. 

Heading the home office sales pro- 
gram will be A. H. Vigdor as sales 
director. Mr. Vigdor, assisted by 
several district managers, will special- 
ize on the establishment of new dealer 
and distributor accounts. Dealer sales 
will be in the hands of Kenneth Fisk 
as sales manager, with sales promotion 
and advertising in the hands of I. C. 
Stevenson. 

Vigdor, Fisk and Stevenson have 
been identified with Holcomb & Hoke 
for a combined total of 65 years. 


Modern Maid Co., Inc. 


Election of Leonard P. Lynch to 
the office of vice-president and director 
of sales was announced recently by 
Mrs. Charlotta Carr, president and 
chairman of the board of directors of 
the Modern Maid Co., manufacturers 
and distributors of electric dishwashers 
and bathroom clothes-washers. Mr. 
Lynch also will serve as a director of 
the Modern Maid Company. 

Until recently Mr. Lynch was head 
of the War Manpower Commission’s 
Training-Within-Industry Division in 
the Chicago region. 

In 1940-41, as a member of the staff 
of Stewart-Warner Distributors Co., 
Mr. Lynch was engaged in the sales 
promotion of domestic refrigeration 
and the development of metropolitan 
markets. He is a director of the Re- 
frigeration Patents Corp. and was an 
associate in developing domestic air 
conditioned refrigeration embodying 
low temperature food freezing. 


Eureka Vacuum Cleaner Co. 


Frank Noble has been appointed sales 
promotion manager of the Eureka 
division of Eureka Vacuum Cleaner 
Co., it was announced recently’ by 
George T. Stevens, vice president arid 
manager of the division. Noble will 
be in charge of all sales promotion ac- 
tivities and display materials for the 
Eureka division. 

Noble has been with Eureka since 
June, 1943, working on war projects 
in the contract engineering department. 

Prior to joining Eureka, he was a 
superintendent of distribution for Dos- 
sins Food Products, Pepsi Cola bot- 
tlers, and previously served in the sales 
promotjon department of National Dis- 
tillers Products Corp. 


KENNETH 


FISK 1. C. STEVENSON 


Cory Glass Coffee Brewer Co, 


Cory Glass Coffee Brewer Co. ha; 
announced the appointment of N. H 
Schlegel as advertising manager. H¢ 
returns to the advertising field afte 
having spent the last two years with 
the War Department as assistant chie/ 
of the Inspection Branch, Chicago 


Ordnance District. Prior to that, 
Schlegel was advertising manager oi 
Cribben & Sexton Co. and before that 
served as an assistant to the advertis- 
ing manager of Fairbanks-Morse & 
Co. 


The Estate Stove Co. 


F. A. Deininger, who has for nearly 
four years served as government con- 
tact representative for the Institute 
of Cooking and Heating Appliance 
Manufacturers, has returned to the 
sales management group of The Es- 


F. A. DEININGER 


tate Stove Co. He will direct sales of 
Estate Heatrola products through <is- 
tributors located in the Middle Atlantic 
Division. Mr. Deininger joined the 
Estate staff in 1925, 
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NDISING 


here! 


THE G-E “PACEMAKERS” IN REFRIGERATION! 


Here they are—and the opportunity is ready and waiting to 
turn handsome sales profits for you! 

The new, immediately available General Electric models 
now are off production lines—the 7-foot de luxe and the 7-foot 
standard—the models most eagerly sought today, as shown by 
exhaustive consumer surveys. 


G-E for ‘’Firsts’’ 
Naturally any refrigerator line will sell just now. But isn’t it wiser to 
make your best bid for the future as well . . . by handling, from this 
point on, the refrigerator line that’s best for your business? 


Remember— G-E was first to produce the all-steel (no wood parts) 
cabinet —finally adopted by the entire industry. 

Remember— G-E was first to install the famous “sealed in steel” 
unit—later copied by others. 

Remember— G-E’s byword is dependability of performance year after 
year after year (over a million refrigerators in use 10 years or 
longer). 

Remember— Experienced personnel plus pioneering in research—a 
G-E combination that has always meant the best in refrig- 
eration first. 
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Space 
“Super. frozen foods 


Let These Figures Point Up 
a Sales Moral for You 
In producing refrigerators from 1927 to 1944, G-E reduced the unit 
weight from 202 lbs. to 62. It more than doubled refrigerating capacity. 


It more than halved current consumption. It increased the ice freez- 
ing rate by almost 5 times. 


Other Big Advances Just 
Around the Corner 


And now —watch for new G-E models soon to be rolling to you. Models 
with ingenious new features and improvements. Models made through- 
out with G-E’s customary care, skill, and precision. Models that sim- 
ply can’t help meaning spectacular sales for you! 


For it’s only logical that since G-E makes “the refrigerators that 
most people want most”... then G-E is the refrigerator that you want 
to sell most! 


Refrigerators 


“THE REFRIGERATORS MOST PEOPLE WANT MOST” 


GENERAL ELECTRIC 


S-E 7-fo0t De Luxe! 
Generous Storage space for frozen 
10.1 “quart, high-humidity drawer, 
550 cu..in. fresh meat Compartment. 
This G-E Modes (JB-7) sells for 
| $188.25. prices inc, Federal 
al 2 Excise Tax, delivery your home and 
5-year Protection Plan, 
G-E's 7-fo0% Standard Model 
aid freezing trays, | release lever, Glass 
: j 4 chiller tray keeps meats at low tem. y 
Peratures, G-E Model (LB.7) 
nn a sells for $151.50, All prices include 
Federal Excise Tax, delivery ty Your 
) 


NEW POSITIONS 


Timken Silent Automatic Div., 
Timken-Detroit. Axle Co. 


T. A. Crawford has been appointed 
general manager of the Timken Silent 
Automatic Division of The Timken- 
Detroit Axle Co., it was announced 
recently by Walter F. Rockwell, presi- 
dent. 


T. A. CRAWFORD 


Mr. Crawford is a veteran in the 
heating and air conditioning industry, 
has been active in the Oil Heat Insti- 
tute of America, and is one of the 
founders and directors of the Indoor 
Climate Institute. 

He joined the Detroit Branch of 
‘Timken Silent Automatic as a retail 
salesman in 1926, and subsequently 
served as salesman, crew manager, and 
branch manager. In 1929, he was pro- 
moted to advertising and sales promo- 
tion manager of the factory organiza- 
tion, and worked up to the position 
of general sales manager, a post he 
has held since 1936. 


Clark Water Heater Div., 
McGraw Electric Co. 


Clark M. Osterheld, who designed 
and built one of the first storage type 
electric water heaters ever made, has 
been appointed general manager of the 
Clark Water Heater division of the 
McGraw Electric Co., Chicago, to re- 
place A. E. Julian, who died recently. 

Mr. Osterheld holds over 50 patents 
on water heater improvements and at 
one time manufactured the Clark 
heater which bears his name in 
Stoughton, Wis., but sold his interest 
to McGraw Electric Co. in 1928. He 
has been with the company since 1938 
as chief engineer in charge of research 
and development. 


Cc. M, OSTERHELD 
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Toastmaster Products Div., 
McGraw Electric Co. 


W. E. O’Brien, general sales man- 
ager, Toastmaster Products Division, 
McGraw Electric Co. has announced 
the appointment of Harold E. Adams 
and Arthur S. Miller, Jr., as Eastern 
and Western sales managers respect- 


HAROLD E. ADAMS 


ively of the Domestic Appliance De- 
partment. 

Harold E. Adams joined McGraw 
Electric early in 1935, and after serv- 
ing in various capacities was appointed 
Chicago district manager. During 
the war he assumed the duties of pers- 
onnel manager. 


ARTHUR S. MILLER, JR. 


Arthur S. Miller, Jr., joined Toast- 
master in 1939, and in 1940 was ap- 
pointed New York district manager. 


Edison General Electric 
Appliance Co., Inc. 


Don W. Rennewanz has been ap- 
pointed sales manager of the range di- 
vision, Edison General Electric (Hot- 
point) Appliance Co., according to 
Gregory L. Rees, manager, Range and 
Water Heater Sales Division. Renne- 
wanz has been a range and water 
heater specialist in the Seattle, Wash., 
sales district. 

Hotpoint also announced the appoint- 
ment of H. L. Cushing as district sales 
manager, Dallas, Tex.; Harold B. 
Cromleigh, district sales manager, 
Philadelphia, Pa.; D. C. Risher, dis- 
trict sales manager, Charlotte, N. C.; 
and Samuel J. Houston, general repre- 
sentative for the eastern region with 
headquarters at the company’s New 
York office. 


Wincharger Corp. 


James J. Fenlon has been named 
advertising and sales promotion man- 
ager for the Wincharger Corp., it was 
announced recently by R. F. Weinig, 
vice-president and general manager. 
Mr. Fenlon has been sales promotion 
and public relations manager for the 
company. 

The new advertising and sales pro- 
motion manager was a reporter on the 
Sioux City Tribune before going to 
New York City to engage in advertis- 
ing and public relations work there. 


JAMES J. FENLON 


Mr. Fenlon was discharged from the 
Army early this spring. 


Barlow & Seelig Mfg. Co. 


Appointment of Major Reg. P. 
James as division manager for the 


MAJ. R. P. JAMES 


east-central division comprising the 
states of Ohio, Indiana and Michigan, 
has been announced by P. J. Daniels, 
director of sales for Barlow & Seelig 
Mfg. Co., Ripon, Wisconsin. 


Bendix Aviation Corp. 


The appointment of Jack T. Dalton 
as manager of distribution was an- 
nounced here recently by Leonard C. 
Truesdell, general sales manager for 
radio and television of Bendix Avia- 
tion Corp.’s Radio division. 

Dalton, who assumed his present 
position as eastern district manager 
for the New York territory in Novem- 
ber, 1944, will move from his New 
York headquarters to the Bendix 
Radio division in Baltimore where he 
will supervise the Bendix field organi- 


JACK T. DALTON 


zation which now consists of 14 men, 
Truesdell stated. 

Replacing Dalton in New York for 
Bendix Radio will be W. H. Auten- 
reith, veteran radio sales executive, 
who has been appointed district man- 
ager for the metropolitan New York 
territory, including Newark and New- 


W. H. AUTENREITH 


burgh, according to Truesdell. 

Dalton formerly was eastern sales 
manager for the Crosley Radio Corp. 
and Grigsby-Grunow (Majestic) radio 
companies, and was with RCA-Victor. 


Noblitt-Sparks Industries 


Glenn W. (Tommy) Thompson, 
vice-president in charge of sales for 
Arvin products, recently announced 
the appointment of Guy C. Cyr as ad- 
vertising manager of Noblitt-Sparks 
Industries, Inc. 


Formerly with Farnsworth 


Mr. Cyr was, prior to his present 
connection, assistant advertising man- 
ger at Farnsworth Television and 
Radio Corp. and in the same capacity 
at Bendix Home Appliances. Previ- 
ous to that he was in the promotional 
department of the Studebaker Corp. 
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MODEL F-15 


Coolerator officials admire 
the first Coolerator Freezer 
to roll off the Assembly 
Conveyor. 


With production of the famous new Coolerator Electric scheduled 


lell. to start this month, we know our friends will be interested in these 
“i — Also in Production during October—the newest 
Corp. 
stic) radio 
~A-Victor. 


- 
> 


Yi = z = equipment. ‘This is a reminder to keep in touch with your Coolerator 


photographs showing actual volume production of the freezer and ice 


Coolerator Ice Conditioned Refrigerator. ‘ ? 3 
refrigerators. With the end of the war and the reconversion of our 


plant to the building of peacetime products, the makers of Coolerators 


are ready and more than anxious to supply you with the best possible 


distributor so that you will have the latest information on availability 


of Coolerator’s profitable line. 


A favorite with American housewives as proven in survey after survey! No 
other name has ever been associated as long or as strongly with fine ice 


refrigeration. Almost 1,000,000 women say it’s tops! THE COOLERATOR COMPANY, DULUTH |, MINN, 
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THE NEW 
UORESCENT 
‘PACKAGE MERCHANDISE” 


UNITS 


The “ADD-A-LIGHT” Strip...which in addition to being a 
complete fluorescent lighting unit within itself .. the be- 


unit is connected... additional units may be extended any 
distance required (see male and female plugs above). onan 


@ MOE-BRIDGES is proud to present “ADD-A-LIGHT” an entirely 
new type FLUORESCENT LIGHTING UNIT. “ADD-A-LIGHT” is 
a new conception in fluorescent lighting, not an old fixture with a 
new dress. It is a new “package lighting” line...and opens up a 
new market in lighting equipment sales to commercial institutions, 
homes and offices. “ADD-A-LIGHT” is equally as effective and ef- 
ficient for complete new installations ...the replacement market... 
or as a supplement to existing equipment. “ADD-A-LIGHT” can be 
merchandised in the same simple manner as toasters, coffee makers 
and all other portable electric appliances. “ADD-A-LIGHT” can 
be installed anywhere without regard to electrical outlet... and 
can be either pinned-up on picture hooks or ermanently and 
quickly mounted using wood screws with bayonet foc k-up mounting 
holes. You must see “ADD-A-LIGHT” to appreciate its complete 
simplicity and marketing possibilities. JOBBERS are requested to 
write for full information and to place their quantity commitments 
as soon as sible. DEALERS will find “ADD-A-LIGHT” a real 
addition to their package merchandise counter, and are invited to 
contact their Jobber immediately. 


SHEBOYGAN, WISCONSIN 
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DISTRIBUTOR NEWS 


CALIFORNIA 


Charles G. Hadicke and John J. 
Lukanish announce the formation of a 
partnership to be known as C. G. 
Hadicke Co. The firm, located at 
a5 S. Van Ness Ave., San Francisco, 
will be Motorola distributors. 

Leo J. Meyberg Co.’s office and 
warenouse on Tenth St., San Fran- 
cisco, recently suffered a serious loss 
by fire, with reported damage of some 
$300,000. The firm’s other warehouse 
was undamaged. The Meyberg Co. 
has disposed of its supply business to 
concentrate on appliance distribution. 

Marshall Wells, formerly with the 
Westinghouse Lamp Division, recently 
oined the organization of the newly 
formed Sues-Young Co. in Los 
Angeles. 

Edward J. Rising has been named 
manager of the appliance and radio di- 
ision of the California Electrical Sup- 
ly Co. of San Francisco, manufac- 
turers’ representative in northern Cali- 
ornia. Mr. Rising formerly oper- 
ited his own appliance business and 
vas manufacturers’ representative in 
San Francisco. 


COLORADO 


Appliance Distributors, Inc., new 
Denver wholesale firm located in the 
Wazee Market, 112 Wazee St., will 
shortly change its quarters. Pete 
Kanekeberg, vice-president and man- 
ager of appliance distribution, and 
E. J. Carpenter, secretary-treasurer, 
are both former employees of the Pub- 
lic Service Co. of Colorado. 


FLORIDA 


The S. B. Hubbard Co., 32 W. Bay 
St, Jacksonville, has withdrawn from 
the retail field and will devote one of 
ts two stores to the wholesale appli- 
ance field, T. J. Kenny, new president 
i the company, announced. 


GEORGIA 


H. R. Kreutter recently joined Lind- 
say and Morgan Co. of Savannah as 
manager of the Service Department. 
Mr. Kreutter has been manager of the 
Technical Service Section, Receiver 


H. R KREUTTER 


Division of the General Electric Co. 
at Bridgeport. 

More than 100 franchised Farns- 
Worth dealers attended a dealer meet- 
‘ng held in Atlanta recently under the 


sponsorship of the W. T. Shackelford 
Co., with Walter H. Burke, sales 
manager, in charge. 


ILLINOIS 


A Garod Radio Corp. dealer meeting 
held in Chicago recently by the 
Leonard Ashbach Co. of 152 W. 
Huron St. drew an attendance of over 
500. Louis Silver, Garod’s sales man- 
ager, presented the firm’s new models. 

Offices of the newly established Mid- 
west Monitor Corp. will be at 540 N. 
Lake Shore Drive, Chicago, it has been 
announced by the Monitor Equipment 
Co. of New York. W. J. Conners, 
who becomes a director, was formerly 
with General Motors and Chrysler. 

The Pierre L. Miles Co. 35 E. 
Wacker Drive, Chicago, is moving to 
the Merchandise Mart in Chicago 
shortly, it has been announced. The 
firm represents Webster Electric Co., 


acquired buildings on both sides of its 
present warehouse building and office, 
thus enabling it to increase space to 
60,000 square feet. W. A. Link is 
general manager of the firm. 

The Smith Rankin Distribution 
Corp. of Louisville, capital $10,000, has 
been incorporated to deal in electrical 
appliances, radios and similar merchan- 
dise. Incorporators are James E. and 
Katherine A. Smith and A. T. Rankin. 


MARYLAND 


Stephen Seth & Co., Baltimore, an- 
nounces the app intment of Charles 
C. Ayers as manager of appliances. 
Mr. Ayers, forinerly sales manager for 
Raymond Rosen & Co., Philadelphia, 
succeeds Edward W. Ament here. 

Eastern Wholesalers, Inc., Baltimore 
and Washington distributors for elec- 
tric appliances, will shortly occupy 
new and larger quarters at 34 South 
St. and 400 W. Lombard, Baltimore. 
The firm is now located at 28th St. and 
Barclay. Among the lines it handles 
are Rex Air vacuum cleaners, Interna- 
tional oil space heaters and Temple 
radios. 


ORSON WELLES CHATS WITH SPONSOR—Orson Welles, whose commentary pro- 
gram over the American Broadcasting Company network every Sunday is sponsored 
by Lear home radios, is shown here in a chat with William P. Lear, president of Lear, 
Incorporated, Mrs. Lear, and Don Searle, vice president of the network. Welles’ 
commentary is unique in that he is not limited in the comments that he makes, having 


a free hand on the entire production. 


Shields Electrical Co. of Boston has 
announced the appointment of George 
Stanley as manager. Mr. Stanley, well 
known to the trade in this area, was 
formerly buyer of appliances for the 
Jordan Marsh Co. 


NEW JERSEY 


Myron D. Rutkin, president of Ap- 
pliance Wholesalers, 279 Halsey St., 


AL. A. EISENBERG 


Newark, announces the appointment of 
Al. A. Eisenberg as sales manager and 
manager in charge of operations. Mr. 
Eisenberg formerly operated the Sur- 
rey Hotel in Miami Beach. 

The organization of Electronics Dis- 
tributor, Inc., 1146 Raymond Com- 
merce Bldg., Newark, has been an- 
nounced by Walter Ferry, director of 
sales, who, along with C. P. Gorrie, 
formed the concern. 


NEW YORK 


The last in a two-week series of 
Wilcox-Gay distributor meetings was 
held in New York City recently to 
present the firm’s new line to East 
Coast distributors. The new selection 
of Recordios was presented, featuring 
radio, record-player, home-recording 
units, and Recordio discs and Recordio- 
point needles were exhibited. Wilcox- 
Gay executives in charge of the 
program were W. L. Hasemeier, vice- 
president in charge of sales; D. F. Mc- 
Graw, sales manager; G. E. Murphy, 
sales supervisor; Ward Hynes, edu- 
cational supervisor; and W. 'E. 
“Dutch” McConnell, service manager. 


Electromaster, Electric Steam radia- 
tors and Victor Electric products. 
Barrett King, recently of the U. S. 
Navy, has joined the firm as a partner. 


INDIANA 


F. B. Tucker has been named sales 
manager of the Frigidaire Refrigerat- 
ing Equipment Co., Indianapolis, dis- 
tributors of Frigidaire appliances. 


KANSAS 


H. J. Hill of the Hill Electric Co. 
recently purchased a building on the 
northwest corner of Douglas and 
Chautauqua Sts., Wichita, and will 
remodel the structure to display a com- 
plete line of Westinghouse equipment. 


KENTUCKY 


Paul Tafel, head of the Tafel Elec- 
tric & Supply Co., distributors of 
household appliances in Louisville, has 
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MASSACHUSETTS 


Youngstown Equipment Co., Boston, 
in keeping with its expanded activities 
as a full-line distributor of major appli- 
ances, radio and oil-burning heating 
equipment, has changed the firm name 
to Allied Appliance Co., it has been 
announced by Ralph S. Cron, vice- 
president and general manager of the 
company. Sales operations of the com- 
pany will be carried out in separate 
divisions, with a sales manager and 
individual sales force in each division, 
Samuel Dane, president of the organ- 
ization, points out. 

More than 400 dealers turned out 
for a Garod Radio showing recently 
in Boston, under the sponsorship of 
the K Stores Co. Max Katz, president 
of K Stores, was in charge of the 
meeting, and the presentation was in 
charge of Louis Silver, Garod’s sales 
manager, and Louis Shappe of Shappe- 
Wilkes, Inc., Garod’s advertising 
agency. 


IRONS IN CALIFORNIA—Hands trained 
to handle parts manufactured by General 
Electric for the U. S. war machine, now 
turn their skill to peacetime production 
of company's new automatic irons. Here 
workers in G.E.'s plant in Ontario, Calif., 
give irons final inspection and packaging. 
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Established 1932. Wittie’s War Role—designing, en- 
gineering, and building ventilating equipment used 
. in tanks, planes, and ambulances. 


WITTIE MFG. & SALES CO. 


ELECTRIC 


the safer 


most people 


prefer 


U°VE never seen a heater like this! Wittie 
Portable Electric Heater provides real STEAM 


heat . . . quickly and economically. Not just “fire- 


place” heat . . . but uniform warmth that’s air-circu- 
lated to every corner of the room. Wittie is safer 
and cleaner, because it has no exposed glowing coils 
to cause fire or burn. In light-weight luggage design 


—handsome as a piece of furniture. 


SPECIFICATIONS: 2142 x 17 x 7% inches; automatic 
safety shut-off; 2-stage heat regulator; operates on AC 
current; three attractive colors; in “Fan-Blow” or Con- 
vection models to suit individual needs. 


General Offices and Plant: 1414 S. Wabash Ave., Chicago 5, Ill. 


Branch Offices and Representatives in New York, Kansas City, Los Angeles, and Detroit. 
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DISTRIBUTOR NEWS 


Sol J. Levy, vice-president of the W. 
Bergman Co., Inc., electrical appli- 
ance distributors, has announced the 
appointment of Richard S. Levy and 
John Lonneke as parts division man- 
ager and service manager respectively. 
Mr. Levy has been in the service and 
Mr. Lonneke formerly was field engi- 
neer for Philco. 

An order for a 1946 quota of home 
radio receivers was placed last week 
with the Stromberg-Carlson Co. of 
Rochester, N. Y. by Benjamin Gross, 
president of Gross Distributors, Inc., 
570 Lexington Ave., New York City. 
The order was believed to be the larg- 
est yet signed in the metropolitan 
New York area by any radio manu- 
facturer. Charles M. Sherwood, east- 
ern district merchandiser for the 
Stromberg-Carlson Co., represented 
the company in the record transaction. 


NORTH CAROLINA 


A new building will be erected in 
the 1200 block of W. Morehead St. as 
an extra warehouse for the Southern 
Radio Corp., it was announced re- 
cently by J. P. McMillan, sales man- 
ager of the concern. 


NORTH DAKOTA 


Harold R. Tait, upon his release 
from the Army, will operate the Tait 
Distributing Co. P. O. Box 749, 
Fargo, and will distribute the Monitor 
line of appliances. 


Eugene P. Zachman, who for years 
has been business manager of the Cin- 
cinnati Electric Assn., has joined the 
Harry Knodel Distributing Co. as 
vice-president and sales manager. Mr. 


E. P. ZACHMAN 


Zachman was formerly in the distribu- 
tion field in Cincinnati. 

The Williams & Martin Corp. has 
been formed in Cincinnati for the dis- 
tribution of Bendix radios, Apex 
Washers and cleaners. Incorporation 
papers list capital at $100,000 and prin- 
cipals are Joseph E. Martin who was 
formerly with the H. & S. Pogue Co., 
and once with the General Electric 
Supply Corp. Tom M. Williams was 
formerly sales manager of the Tri- 
States Distributing Corp., Cincinnati. 

The Toledo Merchandise Co., 31 S. 
Superior St., Toledo has been named 
distributor of laundry equipment pro- 
duced by the 1900 Corp., St. Joseph, 
Mich. announced D. C. Rolli, vice- 
President. The firm has also been 


named distributor for Weber Show- 

case and Fixture Co., Los Angeles, re- 

frigerated display cases. 
Announcement has been made of the 


W. S. REINHART 


appointment of Wm. S. Reinhart as 
general sales manager of the Griffith 
Distributing Corp., 2410 Gilbert Ave., 
Cincinnati. Mr. Reinhart was formerly 
associated with Frigidaire, Kelvinator 
and Bendix Home Appliances. More 
recently he has been with the War 
Production Board. 

Lifetime Sound Equipment Co. of 
Toledo, of which William H. Manoff is 
manager, is a newly appointed distribu- 
tor of Garod Radio. The firm will 
occupy newly remodeled quarters in the 
Davis Building. 

Jack Koscik has been named sales 
supervisor of Cleveland Distributing 
Co., 2323 E. 67th St., Cleveland, which 
is expanding its sales organization in 
anticipation of having appliances and 
radios to distribute in the near future. 

L. A. Isermann has been appointed 
manager of sales for the Cincinnati ap- 
pliance distributing branch of the 
General Electric Co., it has been an- 
nounced by Paul C. Wilmore, manager 
of the branch. Mr. Isermann was for- 
merly with G-E in New York. 


OREGON 


Graybar Electric Co. has appointed 
Norman A. Hayes as merchandising 
manager at Portland, while L. V. 
Schroder will fill a similar position at 
Spokane, Wash. Mr. Hayes for the 
past 12 years has held the position of 
merchandising manager for the Stubbs 
Electric Co. of Portland. Mr. Schro- 
der joined the Graybar Co. in 
1939 and served as appliance salesman 
in the Spokane territory until 1942 
when he took a icave of absence to 
work for OPA. 

The first post-war sales conference 
and advance showing of products by the 
Frigidaire division of General Motors 
brought 175 dealers to Portland re- 
cently as guests of the Sunset Electric 
Co. A. L. Shellworth, general mana- 
ger of Sunset, was host, and presen- 
tation of new refrigerators and ranges 
was made by R. G. Hutchison, regional 
manager, James Foote, regional engi- 
neer, and F. W. Beecher, California 
zone manager, all of the San Francisco 
Frigidaire branch of General Motors. 

Hutchison said that “sugply will 
catch up with demand much sooner 
than most persons expect”. 
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PENNSYLVANIA 


Leon M. Goldsmith has recently 
been appointed marketing director of 
I. and M. Sufrin, 1207 Muriel St., 
Pittsburgh, Stewart-Warner distribu- 
tors. 

Mr. Goldsmith was formerly in 
government service and with I. and 
M. Sufrin’s New York office as gen- 
eral sales manager. 


L. M. GOLDSMITH 


RHODE ISLAND 


Samuel I. Cohen, president of Provi- 
dence Electric Co., has announced the 
appointment of Raymond E. Stone as 
appliance and radio sales representa- 
tive. 

Lawrence Cook of Providence has 
been appointed service manager of 
Tracey & Co., Inc., distributors of 
Providence. 


SOUTH DAKOTA 


Leo C. Lippert, of L. C. Lippert Co., 
electrical appliance distributors of 
Sioux Falls, has announced his firm’s 
new location at 221 S. First Ave. 


TENNESSEE 


J. G. McDonald, of McDonald 
Brothers, 963 Union Ave., Memphis, 
has made known the appointment of 
H. E. Edmonston and the return of R. 
M. Dexter as territory representatives. 

Allied Appliance Distributors of 
Memphis, Inc., headed by V. Powell, 
has opened at 1095 Union Ave. 


UTAH 


The Salt Lake office of the General 
Electric Supply Corp. has announced 
the appointment of A. E. Fleming to 
manage the supply sales division and 
of James L. Schricker to head the ap- 
pliance sales division for that district. 
Fleming has been in the area since 
1928, first with the Utah Power and 
Light Co., then with G-E and more 
recently with the U. S. Engineers 
office. Schricker has been associated 
with the supply company for the past 
25 years in Boise and Salt Lake City. 


VIRGINIA 


With Harry L. Snyder as general 
manager, the Norfolk Distributing Co. 
has just been formed here as whole- 
sale distributors of household appli- 
ances, radios, etc. Temporary quar- 
ters have been opened at 151-161 
Church St. 


WASHINGTON 


Kenneth Connelly and Frank C. 
Porter of F. B. Connelly Co., Seattle, 
have announced the return of Gilbert 
F. Fanning as territory representative. 


GILBERT F. FANNING 


Mr. Fanning has been serving with 
the U. S. Army as Ship Transporta- 
tion agent. 

The Spokane wholesale house of 
Harper-Meggee, Inc., recently moved 
into the F. S. Harmon warehouse at 
N134 Division, which has been re- 


modeled. 


THORDARSON HONORED—L. G. Winney, (right), vice president of the Thor- 
darson Electric Manufacturing Division, Maguire Industries, receives a "Golden Anni- 
versary Certificate’ testifying that the brand name “Thordarson” has served the 
public for 50 years. George L. Russell, Jr., chairman of the Brand Names Research 
Foundation and president of the John B. Stetson Co. of Philadelphia, makes the 
presentation in the presence of 150 executives of branded product companies and 
advertising leaders at a luncheon recently in Chicago. 
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its field! 


NOW SELLING! 


A gigantic Norge factory at Effingham, Illinois, 
devoted to the production of ranges exclusively, 
is turning out the new 1946 Norge gas ranges 
in ever-increasing quantities . . . they are whisked 
away to Norge distributors and dealers, and from 
there they are eagerly welcomed into homes all 


COOKING TOP AND 
BACK GUARD is one- 
piece, acid-resisting, por- 
celain-enameled steel. 
Rounded corners and 
angles accentuate beauty, 
facilitate cleaning. 


SPIRO-SPEED BURN- 
ERS, one of them giant 
size, deliver clean, spiral- 
patterned flames which 
are accurately controlled 
to provide even heat dis- 
tribution and maximum 


economy. 


LARGE, TANK-TYPE 
OVEN, 16 x 14% x 20 
inches, is porcelain-en- 
ameled, with pressed-in 
rack guides and stops; has 


Fiberglas insulation and 
is vented trough back 
guard. 


over America. 


The new Norge Model N-401 gas range (illus- 
trated) is 38” wide, 2634” deep, 42” in over- 
all height and 36” high at cooking top; oven 
size, 16” x 1444” x 20”. It has one giant and 
three standard Spiro-Speed burners; four Hi-Lo 
click simmer valves; automatic top burner lighter; 
one-piece, porcelain-enameled cooking top and 
back guard; tank-type oven and broiler lining; 
low-heat, Modi-Fire oven burner; oven temper- 
ature control; safety oven lighter; Fiberglas in- 
sulation; two utensil drawers; pull-out, drop- 
front broiler with smokeless grill; flush-to-wall 
design; front toe-recess. For natural, artificial or 
bottled gas. 


Gas range sales will come easy to the Norge 
dealer. . . . Model N-401 is the first of several, 
each designed to be the greatest value in its 
price field! 


4 HOUSEHOLD "See NORGE before you buy” 


APPLIANCES 


NORGE DIVISION, BORG-WARNER CORPORATION « DETROIT 26, MICHIGAN 
IN CANADA: ADDISON INDUSTRIES, LTD., TORONTO, ONT. 
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Shortages of materials rapidly are being 
overcome, “bottlenecks” are being elimin- 
ated, and the finest ROYALS ever built are 
going to Distributors in ever increasing 


NEW FACTORY CONSTRUCTION 


A huge new addition to the ROYAL 
Factory soon will be completed, which, plus 
day and night — of the entire plant, 
will multiply 

quality, famous for thicty-four years, is not 
being maintained, but actually improved. 


See Your ROYAL Distributor NOW 


Be sure you have your Franchise on display 
and if you have not received—a partial de- 
livery of samples, Denn your 

for schedule date. 

sible is being doné to speed deliveries so 
that all Dealers may have samples to use for 
holiday sales. 


OYAL output. ROYAL 


istributor 
verything humanly pos- 


The P. A. Geier Company 
540 E. 105th St. 


Cleveland 8, Ohie 


Continental Electric Company. 


Ltd., 
Toronto, Ont., Canada 


U. S. S. MISSOURI OFFICERS GET RADIOS—Two top officers of the Missouri were 


presented with the first home radios manufactured by G-E since Pearl Harbor, as a 


signal for the return of peace. 


Left to right: Dr. W. R. G. Baker, vice-president, 


G-E, in charge of Electronics Department; Captain Sturatt S. Murray, skipper; John 
L. Busey, president G-E Supply Corp., who presented the sets; and Commander 


Arthur F. Spring, executive officer. 


Bendix Radio Unveils 
Line to N. Y. Distributors 


November Deliveries on 


Table Set Scheduled 


To a preview-audience of some 200 
Bendix radio distributors and their 
representatives from Eastern states, 
and numerous members of the press, 
Bendix Radio Division of the Bendix 
Aviation Corp. held the first showing 
of their post-war home radios and 
radio-phonographs in New York re- 
cently. 


16 Models Revealed 


Presenting 7 chassis housed in 16 
cabinets and featuring engineering ad- 
vancements which are the outgrowth 
of the “$500,000,000 experience” in 
radar and radio for aviation indus- 
try, and departures in cabinet styling, 
the new line embraces plastic table 
models which will retail from ap- 
proximately $19.95 with a new con- 
cealed grip and enclosed back; wood 
table sets embodying new style fea- 
tures; table combinations with single 
control record changers ; consoles with 


new “Furniture” style treatments for 
the countless buyers who still want 
“a radio that looks like a radio”: 
radio-phonograph combinations of 
period design in which the new 
“Swingadoor” record changer is 
featured and special attention focused 
on large record-storage space and 
ease of operation. 


Table Model in Production 


Production of the plastic table set 
is already under way and _ shipping 
quantities are being built up with de- 
liveries planned for November. 

Local advertising will be corre- 
lated with shipments of sets, as ship- 
ments are made to Bendix Radio dis- 
tributors. These initial shipments are 
based on relative potentials of total 
national volume. 

In November, Bendix Radio Divi- 
sion plans to ship the 6-tube wood 
table model and in December, the 
company feels it will be able to be- 
gin delivery on the first floor model 
combination; moreover there is, it 
was stated, a definite possibility that 
Bendix will be delivering table com- 
binations in time for late Christmas 
shoppers. 


types. 


ROYA 
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There is a ROYAL Cleaner to suit 
every purse and meet every need—in 


both revolving brush and "cylinder" 


LEADS the WORLD 


fer Value 


ESTATE “DREAMLINED” KITCHENS—Plans for three “dreamlined" kitchens were 
presented recently by the merchandising department of The Estate Stove Co., Ham- 
ilton, O. They include features such as gracefully curved cornice board after sink 
and range to conceal fluorescent light; combined breakfast nook and baby's play 
pen; glass bricks to provide light for work areas; meatcutting block; breakfast bar 
with chairs designed to fit flush when not in use. The three designs in water color 
are available for dealers’ show windows and walls together with booklet with floor 


plans and specifications. 
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New Westinghouse 
Finance Division 


Appointment of Chester F. Gilbert 
4s manager of a newly-created Retail 
Finance Division of the Treasury De- 
partment has been announced by L. H. 
Lund, vice-president and treasurer of 
the Westinghouse Electric Corp. 

“The company anticipates that a 
large percentage of products which 
lend themselves to installment selling 
will be purchased on time,” Mr. Lund 
said. “The new division will be re- 
sponsible for contractual relationships 
with leading finance companies and 
banks of the country in developing 
techniques of installment selling. 


CHESTER F. GILBERT 


“This responsibility will include the 
coordination of policies and practices 
of all departments of the company with 
respect to financing dealers, and pro- 
ducts sold through dealers, distributors 
or agent jobbers ; development of retail 
finance plans that will stimulate the 
sale of products by these groups; and 
the providing of means to assure satis- 
factory and efficient service by financ- 
ing institutions on all retail sales.” 


Formerly With Bank 


Mr. Gilbert, a native of San Fran- 
cisco, Calif., has, for the past four 
years, been associated with the Bank of 
America in San Francisco, and, at the 
time of joining Westinghouse, was an 
assistant vice president of that institu- 
tion, ' 
Previous to his association with the 
Bank of America, Mr. Gilbert was for 
15 years with the Commercial Invest- 
ment Trust, Inc., where in 1930 he 
became an assistant vice president. 


Admiral Consolidates 
Main Chicago Offices 


Admiral Corp. has consolidated its 
main offices in its principal plant at 
3800 W. Cortland St. ' Space previ- 
ously occupied at 444 Lake Shore Drive 
will be taken over in its entirety by 
Appliance Distributors, Inc., the com- 
pany owned distributor of its products 
in the Chicago area. 

The move brings to Cortland Street: 
L. H. D. Baker, vice president of the 
appliance division; Wallace Johnson, 
national field activities manager; Har- 
old Conklin, manager of the electric 
range division; Seymour Mintz, ad- 
vertising manager; Sam Adler, chief 
designer; Willie Mae Rogers, home 
economist, and their respective staffs. 

Extensive remodelling at the Cort- 
land Street plant is still in progress, 
and when completed will include a 
model kitchen, special display and test- 
ing quarters, and additional .engineer- 
ing research accommodations. 


Right now, Lyon salesmen are taking 
orders for complete kitchen cabinet 
displays and stocks from which you 
can sell. 

With a minimum stock you'll have 
everything you need to create ‘‘custom- 
made” beauty for any size and type of 
kitchen. 

New simplicity in layout and con- 
struction cuts selling time and costs 
... makes installation quick and easy. 

Sparked by enthusiasm for this great 
line, the whole Lyon organization will 


Round Corners on all cabinets ...A finish 
unsurpassed for beauty and durability (Fully 
Bonderized)...Tap-o-Matic Hardles (Tap-it open) 
...Snap Shelves Adjusted by hand on 2-inch 


centers...Doors and Drawers fully sound insulated. 


back up Lyon dealers with advertising 
and direct selling help. 

Write for pre-view of 7 complete 
kitchen displays. A check of the sales 
advantages they provide will convince 
you it will pay to be the 
first to offer the distinctive 
Lyon Kitchen Cabinet Line 
in your area. Act today! 


LYON METAL PRODUCTS, INCORPORATED, General Offices: 1121 Monroe St., Aurora, Ill. 


Branches and Dealers in All Principal Cities 


LYON “able... 


Strong... Rigid .. . Lightweight . . . Positive, Simple Release 
. .. the Lyon Ironing Table offers a commanding combination of 
features that will mean “‘love at first sight’’ to millions of house- 
wives. Positive lock when open and closed. Opened in one easy 
motion. Requires minimum storage space. Write for illustrated 
bulletin and details of attractive dealer proposition. 


LYON METAL PRODUCTS, INCORPORATED 1121 Monroe Street, Aurora, ill. 
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Cnstiuclion 


The White Electric Water Heater is a Product of Utmost Quality — : 
Merchandised Exclusively Through Recognized Distributors and Public . 


ty 


Utilities +* Your, Inquiry Will Be Appreciated 


MIDDLEVILLE, MICHIGAN 
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COLORADO 


Denver—Alexander H. Lieske has 
purchased the Cottage Gift Shop 
and radio repair shop, formerly 
owned by William Casey, and will 
install a full line of appliances, ra- 
dios, etc. The store will operate 
as “Cottage Sport Shop.” 


FLORIDA 


Jacksonville—James French, Jr., 
and J. Pope Whittlesey announce 
the opening of their new appliance 
shop, known as French Electric 
Appliances and located at 1530 
Hendricks Ave. 


West Palm Beach—A charter has 
been granted by the state secretary 
to Palm Beach Refrigeration Co., 
electrical refrigeration concern, 50 
shares $100 par value; incorporators 
are E. C. Freeman, Myrtle Ven- 
ters, J. B. Venters. 


Bartow—Newell Terry has been 
discharged from service and is re- 
opening Terry’s Radio Service at 
350 S. Central St., specializing in 
repairs. 


GEORGIA 


Montezuma—The Christopher Fur- 
niture Store, headed by W.. T. 
Christopher, has added a modern 
appliance department, featuring a 
complete line. 


Macon—With Travis Rowland as 
manager, Arlington Furniture Co. 
has opened for business at 94 Ala- 
bama St. S.W., handling home appli- 
ances, etc. 


Atlanta—Otis M. Jackson has re- 
signed his post as general manager 
of Rich’s, Inc., to form his own 
company, to be known as the Moni- 
tor Co. of Georgia. The firm, with 
Mr. Jackson as president, will dis- 
tribute Monitor products through- 
out the state. 


ILLINOIS 


Certificates of incorporation have 


been issued to the following: 


Litchfield—A & H Supply Co., for 
the purpose of wholesaling and re- 
tailing appliances. Listed as in- 
corporators were Keith B,  Lipe, 
Ray E. Hittmeier and Orval Hitt- 
meier. 


Chicago—Tele-Tronics, Inc., 77 W. 
Washington St.; 500 shares com- 
mon, p. v. $50; incorporators: Le 
Roy Rodde, Carl Gerlach, John 
Bartholmae. To deal in electrical 
and radio appliances. y 


Chicago—Sheldon Clock Corp., 37 
S. Wabash Ave.; 500 shares com- 
mon, p. v. $100; incorporators: Sam- 
uel Feldman, Robert Kaiser, Doro- 
thy Jurist. Jobbing and distributing 
electric clocks and appliances. 


Chicago—5050 Radio, Inc., 4732 N. 
Racine Ave.; 100 shares, n. p. v. 
common; incorporators: W. J. Mc- 
Grath, Ruth M. Kassel, Belle Mc- 
Grath. To deal in radios and elec- 
trical appliances. 


INDIANA 


Fort Wayne—The building at 
126-128 E. Wayne St. has been 
leased by Herbert Schueler of the 
Schteler Appliance and Radio Sales 
Co., 2126 Fairfield Ave. At this lo- 
cation a second store will be opened 
early in 1946. 


Anderson—A new electrical -appli- 
ances department is being opened 
by Leath Furniture store, featuring 
well-known appliances. 


Fort Wayne—C. W. Cutshall of 
the Schneider-Kaiser Co., electrical 
appliance store, has become the 
store’s new owner and manager, 
having purchased the interest of 
H. A. Kaiser, who has retired. 


Fort Wayne—Leo Sunshine, owner 
of the Evans Jewelry Store, 1032 
S. Calhoun St., has leased the north- 
west corner of Jefferson and Cal- 
houn Sts., and will expand his busi- 
ness to include appliances. The firm 
will be known as Evans Jewelers 
and Appliances. 


CONGRATULATIONS IN ORDER—Joseph Gerl, president of Sonora Radio &Tele- 
vision Corp. and Howard Smith, president of L. H. Smith, Inc., Pittsburgh (in front 
row) congratulate three radio dealers who drove more than 100 miles to attend the 
Sonora-L. H. Smith radio dealer's luncheon in Pittsburgh recently. Left to right, back 
row: Roy B. Constable, Constable Stores, Johnstonberg, Pa.; Eli Klein of the Select 
Furniture Co., Morganstown, W. Va.; H. D. Kurtz of Kurtz Stores, Columbiana, O. 
More fhan 200 dealers attended meeting. 


HOME SERVICE WOMEN MEET AT BENDIX—First of a series of post-war appli- 
ance meetings for public utility service women held recently at The Bendix Home 
Laundry Institute, South Bend, Ind., dealt with laundering fundamentals. The group, 
in charge of Miss Edwina Nolan, director of the Institute, was addressed by J. S. 
Sayre, president of Bendix; M. R. Rodger, new manager of public utility sales; W. F. 
Linville, sales manager; A. R. Constantine, vice-president in charge of engineering; 
W. J. Daily, advertising director; and C. E. Bick, product engineer. 
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1OWA 


West Union—A new home appli- 
ance store has opened for business 


under the management of Rex 
Longhorn. 


KENTUCKY 


Frankfort —The Killoren Unthank 
Co., capital $10,000, has been incor- 
porated by Theodore T. Dukeshire, 
Charles F. Leining and Marie L. 
Cianci, all of New York, to conduct 
an electric manuacturing and supply 
business. 


Lexington—The Sweeney Electric 
Co., wholesale distributors and elec- 
trical contractors, has been incorpo- 
rated with capital stock of $3,000, by 
Carl and Alex Sweeney and O. L. 
White. 


LOUISIANA 


New Orleans—A modern home ap- 
pliance department is being opened 
by Labiche’s, according to announce- 
ment by Charles F. Labiche, presi- 
dent of the firm. Albert Labiche, 
Jr., vice-president, will become man- 
ager of the department. 


MASSACHUSETTS 


Lowell—Beaudry & Monette, a new 
electrical appliance store, has op- 
ened for business under the ntan- 
agement of Ernest Beaudry and 
Frank Monette. 


MICHIGAN 


Ironwood—With authorized capital 
of 100 shares n. p. v., the Northern 
Electric Co. has been chartered to 
sell and service electric appliances. 
Principals include C. K. Gustafson, 
Hurley, Wis.; L. W. Van Slyck, 
Ironwood; and L. J. Sibhald, Ash- 
land, Wis. 


MISSOURI 


Certificates of incorporation have 
been issued to the following: 


St. Louis—Majestic Furniture & 
Appliance Co., 722 Chestnut St.; to 
deal in appliances; 500 shares p. v. 
$100 each authorized, commence 
with $20,000; incorporators: J. B. 


Gellman, Richmond Heights; M. L. 
Raskin, Clayton; Sam Melman, Jr., 
Creve Coeur; Edward K. Schwartz, 
University City. 


St. Louis—Thirty;Ninth Street Ap- 
pliance Store, Inc., 3901 Castleman 
Ave.; to deal in appliances; 1500 
shares n. p. v. authorized, commence 
with $5000; incorporators: Gid Por- 
ter, Alonzo W. Slayback, Louis N. 
Davies, and Frank Willi, all of St. 
Louis. 


NEW YORK 


Buffalo—A certificate of partnership 
has been filed for the North End 
Electric & Refrigeration, 3260 Main 
St. Partners are Charles E. Niles 
and Edward W. Piper. 


Jamestown — Domestic Appliance 
Co. has been established, principals 
being Loren E. Townsend, 444 
Buffalo St., John Meli, Jr., 41 11th 
St., and John Van Ord, 106 E. 
8th St. 


Canaseraga—Lester M. Spencer of 
South Canaseraga has purchased a 
building to be used as an electric 
appliance shop. 


Buffalo—A certificate of partnership 
has been filed for Dix Hardware & 
Appliances, 324 W. Ferry St. Part- 
ners are Dominic J. DeBlasis and 
Philip J. DeBlasis. 


New corporations in New York are: 


New York City—Esquire Household 
Appliances, Inc.; electrical appli- 
ances; capital 200 shares n. p. v.; 
incorporators: William R. Diamond- 
stein, 135 Ave. P, Brooklyn; Isidor 
Unger, 68-26 Exeter St., Frank 
Capotosto, 63-165 Alderton St., For- 
est Hills. 


New York City—Brenner Electric 
Corp.; electric appliances; 100 shares 
n, p. v.; incorporators: Susan Pap- 
pas Manuel, Samuel Kaufman, 1 
Wall St., Irving Brenner, 305 W. 
52nd St., New York City. 


Brooklyn—Boro Park Radio & Tele- 
vision Corp.; capital 200 shares 
n. p. v.; incorporators: Marcus 
Scherl, 1644 55th St., Herman L. 
Bragin, 757 E. 46th St., Charlotte 
Berger, 297 Lenox Road, Brooklyn. 
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22,000,000 people were given a preview of the possible uses of war-per- 
fected Plexiglas as a building material when LIFE recently featured the 
PLASTIC BOUDOIR.They saw a sparkling plastic boudoir with luminous 
walls, an air-conditioned sleeping space, and transparent doors. The 
boudoir’s walls got their luminosity from edge-lighting. When a design, 
such as that on the shower stall shown above, is carved in Plexiglas and 
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the sheet is lighted from the edge, light comes out only in the pattern of 
the carving. Plexiglas is easily worked. It can be molded at low tem- 
perature, glued, and cut with an ordinary saw. And it’s easy to keep 
clean. LIFE’s interest-stimulating article on Plexiglas is a good example 
of how LIFE regularly brings its 22,000,000 readers knowledge of new 
materials, designs, and devices to make living more comfortable. 
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prospects’ choice appliances for postwar living! 


In your trading area, LIFE advertising is pre-selling your customers 
the electrical goods that you'll soon have on your floor in quantity. 


For LIFE, to a greater extent than any other magazine, has enough 
circulation to cover your neighborhood, to reach the people who 
can reach your store. 


Manufacturers know that LIFE’s influence reaches right down to 
the point of sale. Week after week, they invest more money in 
LIFE’s pages than in any other magazine. 


LI b F has the biggest circulation of any weekly magazine ... and it’s going to be 


far bigger. LIFE has a circulation of more than 4,000,000 copies now, and guar- 
antees 5,200,000 copies by October 7, 1946! 


LIFE sells both husband and wife. For LIFE has not only the biggest audience 


of any weekly magazine but the biggest whole-family audience. And buying a major 
appliance is a family matter, as every appliance salesman knows. 


LI FE has the greatest coverage of any weekly magazine of people in all income 


brackets. 


LIFE sELLs 
YOUR CUSTOMERS! 
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MEANS NEW BUSINESS FOR 


New G-E Dishwasher and§G-E Disposall (G-E Electric Sink) now 
Completely Automatic—slated to Attract New Market ! 


Good news for your customers . . . the G-E Dishwasher washes 
and rinses a day’s dishes in just a few minutes—automatically! 
Dishes dry in their own heat—cleaner, brighter than by hand. 
G-E Disposall disposes of food waste electrically. Fits most 
any kitchen sink. 


All New Merchandise! No Trade-ins! 

G-E Electric Sink being the youngest major appliance has the 
least saturation of any of them. It’s a clean deal—no trade-ins 
to worry you. High unit sales and a real volume future. 


Five Models Now Available! 


No prewar models. This is the line-up: (1) G-E Dishwasher and 
Disposall (G-E Electric Sink); (2) Sink with Dishwasher; (3) 
Free-standing Dishwasher; (4) Disposall for installation in present 
sink; (5) Dishwasher for installation in present work surface. 


Saves More Work than Any Single Other Kitchen Appliance! 


What other major appliance can save so many steps, do so many 
things? Simplifies the housewife’s day, does away with one of 
the most irritating of family “chores.” Because the dishwashing 
—and drying—are automatic it saves time for other things. 


@ LEFT: G-E Free-standing Dishwasher 
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MAJOR APPLIANCE DEALERS 


@ G-E SINK combines G-E Dishwasher and G-E Disposall 


Twelve times More Advertising and Promotion! 


This great labor-saving unit is being backed with just about 
twelve times the promotion it had in prewar days. Idea is to 
get the American family to think of the G-E Electric Sink 
as indispensable as an electric refrigerator or range or wash- 
ing machine. 


Ads run in Life, American Home, Better Homes & Gardens, 
House & Garden, Parents’, Small Homes Guide. Plugs on the 
famous G-E radio show, “The G-E House Party.” 

The General Electric Co., Appliance and Merchandise 
Dept., Bridgeport, Conn. 


HELP WIN THE PEACE — BUY AND HOLD VICTORY BONDS! 


DISHWASHER AND DISPOSALL' 


U.S. PAT. OFF. 


The Complete Table-To-Shelf Dish Job Done Automatically 


GENERAL@ ELECTRIC 
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Albany—Stylecraft Electric Appli- 
ance & Heating Co., Inc.; electrical 
appliances; 100 shares n. p. v.; in- 
corporators: N. Bernard Silberg, 
75 State St., George Eisnitz, 7408 
Madison Ave., Ruth M. Silberg, 69 
Euclid Ave., Albany. 


New York City—Queens Modern 
Appliances, Inc., Queens; electric 
stoves, ironers, etc.; $20,000 in $100 
shares; incorporators: Charles I. 
Friedman, Betty M. Quinlan, Nor- 
man L. Adolf, 37-55 73rd St., Jack- 
son Heights. 


New York City—Jay-Bern Radio 
Stores, Inc., Bronx; vacuum clean- 
ers, toasters, etc.; 150 shares n. p. v.; 
incorporators: Jerome Kern, Vera 
Glazer, Dora G. Passamanek, 123 
William St., New York City. 


Mt. Kisco—Swanson Appliance Co., 
Inc.; capital $10,000 in $100 shares; 
incorporators: Peter J. Swanson, 
Burrell A. Gallaher, Alice S. Galla- 
her, 67 Woodland St., Mt. Kisco. 


New York City—Brighton Elec- 
tric & Refrigeration Corp., Brook- 
lyn; 200 shares n. p. v.; incorpo- 
rators: Ida Sandman, Alice Gara- 
brant, Saul Bernstein, 250 W. 57th 
St., New York City. . 


New York City—Forest Hills Elec- 
trical Appliance Co., Queens; 200 
‘shares n. p. v.; incorporators: Del- 
mer E. Mereness, 90-20 70th Drive, 
Louis A. Fehl, 7027 Juno St., Forest 
Hills; Paul Mercilliott, 539 Fur- 
manville Ave., Middle Village. 


Business names have been filed for: 


Buffalo—Kenmore Radio & Appli- 
ance, 2793 Delaware Ave., by Har- 
rison J. Greene. 


Buffalo—Eastern Appliance Co., 
291 Busti Ave., by Samuel G. Cam- 
Pieri. 

Buffalo—Thieroff Electrical Appli- 


ance Co., 1330 Kenmore Ave., by 
Benedict B. Thieroff. 


Akron—Akron Appliance Store, 
Main St., by Richard C. Babel and 
Ralph Q. Mann. 


Buffalo—Johnnie’s Electrical Appli- 
ance Co., 1870 Hertel Ave., by 
John J. and Dorothy K. Caccamise. 


Buffalo—Modern Electric Appli- 
ance Co., 124 E. Genesee St., by 
Frederic Scherer. 


Buffalo—Delgato’s Home Appliance, 
1146-48 E. Lovejoy St., by Nicholas 
Delgato. 


NORTH CAROLINA 


Charlotte—Radio Sales & Appli- 
ances Co. has opened for business 
at 222 S. Church St., with W. A. 
Barber and J. B. Jones as co- 
operators. 

The following are new incorpora- 
tions: ‘ 


Hickory—Hickory Electric Co.; to 
deal in electrical materials; author- 
ized capital stock, $100,000; sub- 
scribed stock, $300; incorporators: 
H. J. Bryant, F. P. Larson and 


'C. D. Felts, all of Gastonia. 


Wingate—Union Equipment Co.; to 
deal in appliances; authorized capi- 
tal stock, $100,000; subscribed stock, 
$40,000; incorporators: James R. 
Brasewell, George F. Mason, and J. F. 
Brasewell, all of Wingate. 


NORTH DAKOTA 


Fargo—The following wholesale 
electrical firms have opened in Fargo 
recently: 


The Larson Co., 806 Northern Pa- 
cific Ave. 

S. C. Hayer Co., 814 First Ave. 
North. 

Shirley & Onstad, 104 Broadway. 


OHIO 


Toledo—R. A. Shuster Co., 1203 
Dorr St., has been organized as an 
electrical appliance firm. Mr. Shus- 
ter has been with Lamson’s De- 
partment Store and Treurhaft Bros. 


New Ohio incorporations include: 


Toledo—Modern Home Equipment 
Co., 2002 Glendale Ave.; 100 shares 
n. p. v. common stock; to deal in 
electrical appliances and air condi- 
tioning equipment; Leroy Mackley, 
president. 


Mansfield—Automatic Laundry Dis- 
tributors, Inc.; 250 shares n. p. v.; 
incorporators: M. L. Taylor, L. C. 
Strite, James V. Will of Richland 
Trust Co. Bldg. 


Cleveland — Modill-Stevens Elec- 
tronics Co.; 250 shares n. p. v.; in- 
corporators; Hal H. Griswold, J. 
Wilbur Corry and Frank G. Vold- 
rich; former is in Standard Bldg. 


Corvallis—MacDonald Electric Co. 
has opertéd@at tit Second St. 


RADIO MIDGET—Belmont Radio, Ray- 
theon subsidiary, are now making these 
little superhet pocket radios, which weigh 
10 oz. through utilizing sub-miniature 
tubes. Retail prices start at $30, depend- 
ing on the finish, and the company ex- 
pects to have them in retail stores by 
Christmas. 


with a complete line of home appli- 
ances. 


Corvallis—Witzig Electric Co. of 
408 Madison St. has re-opened with 
a full line of fixtures and appliances. 


Portland—Robert Ratter, owner of 
Ratter’s Home Appliances, has 
added a full line of electrical appli- 
ances to his stocks at 8112 N.E. 
Glisan St. 


Heppner—Harold Hill now oper- 
ates the electrical department at 
the Heppner Hardware & Electrical 
Co. 


SOUTH CAROLINA 


Columbia—C. C. Thompson, owner 
of the Thompson Plumbing & Heat- 
ing Co., and B. M. Vise, owner of 


“the Vise Refrigeration Service, an- 


LONE DEALER—"How does it feel to be the lone electrical dealer in a government 
owned town?," was asked the operator of the single electric store in Richland, Wash. 
“It might be all right if | had any appliances to sell," replied Ken Wilson, proprietor. 
Richland is a government town of about 17,000 population where workers at Hanford 
Engineer Works (atomic bomb) live. This dealer, who has been in business there 
about 2!/2 years, says that so far he has had to draw far more out of the business 
than his proportion of what he took in. With fourteen families using one flat iron and 
maybe half a dozen the same washer he thinks he will fare better when he gets some 
merchandise to sell. Phonograph records and some radio servicing kept his door open 


throughout the war period. 
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nounced recently that they had 
merged, under the name of Vise- 
Thompson, Inc. 


New charters in South Carolina in- 
clude: 


Sumter—Neimans of Sumter; to deal 
in home appliances; capital stock, 
$75,000; officers, Maurice Neiman, 
president; David Neimans, vice- 
president and treasurer. 


Bishopville—_M. & W. Sales Co., 
Inc.; to conduct a general appliance 
business; capital stock $5,000; offi- 
cers Edwin Wilson, president; E. 
B. McCutchen, Jr., secretary and 
treasurer. 


TENNESSEE 


Memphis—V. Vowell, formerly with 
the Dictograph Co., has opened the 
Allied Appliance Distributors of 
Memphis, Inc., at 1095 Union. 


VIRGINIA 


Norfolk—L. Snyder’s Department 
Store have announced the opening 
of their new radio and appliance de- 
partment, which will be located on 
the main floor. 


Richmond—Richmond Washer Ex- 
change, Inc., has been granted per- 
mission to change its name to Lind 
Appliance Co., Inc. P. E. Lind is 
president. 


Norfolk—Lums Appliance Corp. 
has been granted a certificate of in- 
corporation to deal in electrical -ap- 
pliances. Maximum capital is $20,- 
000 and E. Edgar Winn is presi- 
dent. 


Roanoke—A charter has been is- 
sued to the Electric Service Corp.; 
maximum capital, $25,000; to do an 
electrical supply business ; Otto Goode, 
president, Route 1, Vinton. 


WASHINGTON 


Spokane—Electric Center has op- 
ened at 2508 Second Ave., special- 
izing in automatic electric water 
tanks and appliances. 


Spokane—White’s Heating Radio 
& Appliances has opened at 908 W. 
First Ave., specializing in the Eddy 
Stoker. 


Seattle—The Bon Marche has com- 
pleted plans for the opening of a 
major appliance division, with Har- 
old Soden as buyer. 


WEST VIRGINIA 


Charleston—The opening of the 
East End Radio Service, 200 Oney 
St. at Washington, has been an- 
nounced by C. T. Patrick, man- 
ager. 


WISCONSIN 


Sun Prairie—The T. & S. Appli- 
ance Co., which has recently been 
formed by Maxwell Thorpe and 
Charles Sweet, has purchased the 
Fred Mueller store building for a 
‘retail store and is remodeling. 


CANADA 


Kitchener, Ont.—Boegel Appliances 
recently opened for business at 63 
Queen Street, South. They will 
stock a complete line of appliances. 
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Refrigerators, washing machines and steel kitchen cabinets identified with 
a DULUX finish sell easier, faster! Look for DULUX seal! 


GOOD NEWS! DULUX is again available to manufac- 
turers of home appliances. And this means that in a 
short time, refrigerators, washing machines, and other 
appliances finished in DULUX will be ready for your 
sales floor, ready to help you sell more merchandise. 


FAVORITE FINISH. One of the questions most frequently 
asked by the appliance prospect is “What kind of fin- 
ish?’”’ The name of DULUX is well known and accepted. 


For DULUX is tough, stainproof, and easy to keep 
clean. It stays brilliantly white. It resists chipping. 


SEAL THAT MAKES SALES. The identifying seal on a 
DULUX-finished appliance works for you. It assures 
your customers of outstanding durability —helps clinch 
many a difficult sale. 

E. I. du Pont de Nemours & Co. (Inc.), Finishes 
Division, Wilmington 98, Delaware. 


BETTER THINGS FOR BETTER LIVING 


PAGE 36 


THROUGH: CHEMISTRY — 


NOVEMBER 15, 


1945—ELECTRICAL MERCHANDISING 


RANA hi 
$4 
G 


EASY WHIRLDRY Washer 


Easy Washing Machine Corp., 
Syracuse, A 


Device: Portable, All-Purpose washer 
for small washes, “undies” and “baby 
things”. 

Selling Features: Washes, rinses and 
gently spins clothes damp-dry; no 
wringer; small, compact (18 in. 
high, 16 in. wide) tucks away in 
closet or kitchen cupboard; weighs 
33 Ibs.; white porcelain enamel in- 
side and out. 

Electrical Merchandising, 
15, 1945 


November 


General Electric Co., Bridgeport, Conn. 


Models: Leader, Airliner, and Strato- 
liner, 

Selling Features: Leader, 37 in. long; 
2 small and 1 large Calrod surface 
unit, each with 5-heats; 6-qt. Thrift 
Cooker ; tilt-out storage bin; 2-unit 
oven; No-Stain oven vent; lowest 
priced model in line except for apart- 
ment house model. Airliner, 37 in. 
medium priced range has three 3-heat 
Calrod surface units, 6-qt. aluminum 
Thrift Cooker ; large oven and built- 
in automatic oven timer and clock; 
color indications on switch buttons ; 
lamp; 3-storage drawers. 
Stratoliner, high priced model, 39 
in. long, has three 5-heat Calrod 
units and a high-speed, 5-heat, 7 qt. 
Calrod Thrift Cooker; Tel-a-Cook 
lights in color ; Tripl-Oven with Cal- 
tod units can be arranged for capac- 
ity baking, high-speed baking of a 
smaller amount of food, and for fast 
charcoal-type broiling ; built-in timer 
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automatically turns oven on-and-off ; 
Calrod equipped warming compart- 
ment; lamp assembly on _ back- 
splasher includes mechanical Minute- 
Minder with bell signal and matched 
salt and pepper shakers; 3 storage 
drawers and a utensil tray in upper 
storage drawer; equipment also in- 
cludes a deep-fat fry basket, a plate- 
warming rack, dessert pan for 
Thrift cooker. 

Electrical Merchandising, 
15, 1945 
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EVERHOT Roaster 
The Swartzbaugh Mfg. Co., Toledo, Ohio 


Model: No. 900—not prewar, but an 
entirely restyled roaster. 

Selling Features: Look-in lid makes 
it possible to see food cooking with- 
out opening lid; moisture control 
insures better browning and flavor ; 
temperature guide gives cooking and 
roasting data at a glance; cover 
lifter; deep roaster pocket provides 
more uniform cooking; timer clock 
makes operation automatic, and is 
optional; stainproof cover; 18 qt. 
liquid capacity, holds a 20 Ib. turkey ; 
white baked enamel finish, blue 
trim; 16 in. long, 11 in. wide, 54 in. 
deep ; 115 volts, 1320 watts, a.c. only ; 


(d.c. on order); larger, sturdier 
cabinet. 
Electrical Merchandising, November 
15, 1945 
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SPERTI Sunlamps 


Sperti, Inc., Appliance Division, 
Cincinnati, O 

Device: “Aristocrat” portable sun- 
lamp No. P-100; and “Selector” ad- 
justable stand model S-200. 

Selling Features: Fits neatly into any 
traveling or over-night bag; projects 
full ray ultraviolet and infra-red ray 


15, 1945 
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light which produces tan in 4 min. ; 
black crackle finish case with chrom- 
jum trim; an integral adjusting sup- 
porting bracket for hanging or 
standing it on table ; a.c.-d.c. 102-125 


volts. 
“Selector” model S-200 deluxe 


sunlamp is selective in projection of 
ultraviolet or infra-red rays or a 
combination of both. Triple reflec- 
tor contains 2 infra-red burners on 
either side of ultraviolet generator ; 
streamlined; a.c.-d.c. contains genu- 
ine mercury generator to generate 
ultraviolet rays; extends to a height 
of 804 in. from stationary stand; 
universal adjustment permits reflec- 
tors to radiate light in almost any 
direction at any angle. 

Electrical Merchandising, November 
15, 1945 


LYON Kitchen Cabinets 


Lyon Metal Products, Inc., Aurora, Ill. 


Device: Packaged kitchen cabinet. 

Selling Features: Tap-o-matic han- 
dles open doors automatically with 
a tap; all drawers slide open noise- 
lessly on ball bearings; rounded 
edges on tops, bottoms and finished 
panels; cabinets can be placed effi- 
ciently to fit any space—a filler sec- 
tion has been designed to take care 
of remaining space less than 3 in.; 
wall finishing ends, ornamental 
shelves, cup hooks, drawer parti- 
tions, sliding cutting board, bread 
and cake box and cutlery tray; new 
type sink top—a 14 gauge steel top 
covered with 3 in. linoleum trimmed 
with stainless steel, with a 2-bowl 
white porcelain enameled steel sink; 
no special cabinets are required for 
these tops; combinations of standard 
Lyon cabinets are arranged under 
them. 

Electrical Merchandising, November 
15, 1945 
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BLACKSTONE Combination 
Laundry 


Blackstone Corp., Jamestown, N. Y. 


Combination automatic wash- 
er, dryer and ironer. 


‘ é Provides automatic 
washing, rinsing, drying and ironing 
in one unit of standard counter 
height and depth and 80 in. long; 
washer has 9 Ib. capacity dry 
clothes; 2? h.p. motor; dryer has 
capacity of full washer load and a 
heating element of 4600 watts ; damp 
dries in approximately 30 min.; 40 
min. bone dry. 

_Ironer shoe is 22 in. long, 6 in. 
diam.; open end roll; 2 speed con- 
trols; 1200 watt element. 
lectrical Merchandising, 


November 
15, 1945 


v 
LaSALLE Heaters 
LaSalle Lighting Products Inc., 


Heater Div., 143 Seneca St., 
Buffalo, N. Y. 


Models: L-195 “Fan-Glo” portable 
heater and L-201 built-in wall 
heater. 

Selling Features: L-195, 2-in-1 heater 


Electrical 


provides roomwide heat with power- 
ful fan, or close-up heat radiated by 
bright red element and highly pol- 
ished chromium reflector; choice of 
wattages—L-195, 1320 watts and 
L-196, 1650 watts; streamlined case 
16 in. high blue and white finish, 
chromium front guard; quiet-run- 


ning induction type fan motor for 
50-60 cycle a.c. 115 volts, no radio 
interference; thrifty hi-lo switching 
permits use of either element with- 
out the other. 

L-201 built-in wall radiant heater 
special elements produce fiery red, 
concentrated glow of heat; chro- 
mium reflector; single and double 
element models available ; 1000 watts 
up to 2000 watts for 115 or 230 volts. 
Merchandising, November 
15, 1945 
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G-E Roasters 


General Electric Co., Bridgeport, Conn. 


Model: C-19. 

Selling Features: Holds 18 liquid 
quarts; signal light shows when 
roaster is on-and-off; automatic 
thermostat controls cooking tempera- 
tures from 150 to 550 degs.; nickle- 
chromium element; blanket-type 
glass wool insulation; heavy-gauge 
wire baking and lifting rack makes 
it easy to remove complete meal at 
a time; sliding cover vent controls air 
circulation for proper browning of 
roasts; white baked enamel finish 
with black wood feet. 

Availability: Production starts in 4th 
quarter 1945. 

Electrical Merchandising, November 
15, 1945. 
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Sperti, Inc., Appliance Division, 
Cincinnati, O. 

Device: Automatic iron. 

Selling Features Positive heat 
control (Thumb-therm unit) lo- 
cated on handle calibrated for linen, 
wool, silk, etc.; 750 watts; aluminum 
soleplate; even heat distribution; 
open handle; swing-free cord arm 
built into handle; a.c. only, 105-125 
volts. 

Electrical Merchandising, November 
15, 1945 


PREVORE Broiler 


Prevore Electric Mtg. Co., 122 Eighteeth 
St., Brooklyn, N. Y. 


Model: BR4PN Prevore broiler. 

Selling Features: Broils, bakes, roasts, 
fries, boils; heat indicator eliminates 
guesswork; equipped with enameled 
gravy plate, adjustable wire rack 
with searing and browning posi- 
tions; heating element has Kant-Sag 
element support; 1000 watts high, 
300 watts low, a.c.-d.c.; overall size 
84 in. high; serving tray 164 in. high 
outside diam.; mew detachable 
hinged cover provides fingertip lift- 
ing, automatically holds cover open 
for serving; easy-grip automatic 
self-turning safety Bakelite handle; 
chromium plated; streamlined de- 
sign; 2-heat reversible cord set. 

Electrical Merchandising, November 
15, 1945 
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1900 WHIRLPOOL Portable 
Washer 


Nineteen Hundred Corp., St. Joseph, Mich. 

Device: 1900 Whirlpool portable 
washer. 

Selling Features: Holds 2 lbs. clothes 
—24 gal. water capacity ; can be used 
in bath or kitchen; 13 in. diam, 20 
in. high without wringer; stows 
away in closet or under sink; agi- 
tator specially designed for fine 
lingerie and baby clothes. 

Price: About $34.80. 

Electrical Merchandising, November 
15, 1945 


WESTCLOX Alarm Clock 


Westclox Div., General Time Instruments 
Corp., La Salle, lil. 


Model: Logan self-starting electric 
alarm. 


Selling Features: Two-tone dial, con- 
trasting hands, outlined numerals; 
bell alarm with alarm setting dial 
and convenient shut-off on back of 
clock; current interruption signal 
that is reset by merely tilting clock 
backward while current is on; lac- 
quered metal case; ivory finish, gold 
trim; 43 in. square. 

Price: $4.95 plain dial; $6.50 lumin- 
ous dial OPA maximum. 

Electrical Merchandising, November 
15, 1945 


G-E Irons 


General Electric Co., Bridgeport, Conn. 


Models: F-20 Aluron steam iron and 


F-18 travelling iron. 


Selling Features: G-E Aluron steam 


iron has all features of G-E auto- 
matic irons plus steam ironing, can 
be switched back and forth from 
steam to dry ironing by control knob 
on handle; irons everything from 
lightest synthetic fabrics to heaviest 
linens; amount of steaming can be 
varied to suit fabric; Dial-the-fabric 
temperature control; weighs 44 Ibs. 


empty, 5 Ibs. when filled with 4 pt. 
water. 

F-18 travelling iron weighs only 2 
Ibs.; folding handle, and traveling 
case; indicator on top shows correct 
soleplate temperature for safe iron- 
ing ; Textolite plug is reversible ; and 
handle has thumb rest on both sides 
for right or left hand use. 


Availability: In production. 
Electrical Merchandising, November, 
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ADD-A-LIGHT Fluorescent 
Moe-Bridges Corp., Sheboygan, Wis. 


Device: Add-A-Light fluorescent 
“package merchandise” lighting 
units. 


Selling Features: Designed to sell 


over the counter, can be installed 
anywhere without regard to outlet 
—can be pinned-up on picture hooks, 
or permanently mounted; additional 
units may be extended any length 
required—each unit equipped with 
male and female plug and fits flush 
into the next. 

Line consists of basic strip (24-48 
and 96 in. lengths) and five different 
adaptations for the use of attach- 
ments; attachments include adjust- 
able metal reflector, a fixed 
reflector, a fixed glass reflector, an 
ornamental louvre and a plastic en- 
closer. 


Electrical Merchandising, November 


15, 1945 
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Model: Model “S”. 


SAMSON Heating Pads 
Samson United Corp., Rochester, N. Y, 


Models: 6684, 6685, 6686, 5588. 
Selling Features: Models 6684, 6685, 
6686, wetproof 3-heat pads,—low 125, 
medium 150 and high 175 degs: 
permanent cover of “Fairprene” , 
DuPont waterproof coated fabric; 
heat selector switch; 4 safety con 
trols; stain-perspiration resistant 
covers; 55 watts, 110 volts, ac. o 
dc. 
Model 5588, hospital type, automatic 
heating pad has 3 fixed heats, 125- 
150 and 175 degs.; Safe-T circuit 
has 10 safety controls; wetproof 2 
washable covers with tie-tapes. 
Prices: No. 6684, $5.25; 6685, $5.70; 
6686, $6.65; 5588, $8.35. 
Electrical Merchandising, November 
15, 1945. 


TORIDHEET Oil Burner 


Cleveland Steel Products Corp., 
Toridheet Div., Cleveland, O. 


Selling Features: Streamlined con 
struction—no exposed parts, stands 
close to heating plant when i 
stalled; Airometer air control ; com- 
plete electrode assembly and tube to 
nozzle are removable through back 
of burner; 4 h.p. motor; 110 volts, 
25-30-50- and 60-cycle, ac.; 110 
10,000 volt ignition transformer ; uses 
oil not heavier than No. 3 Commet- 
cial Standard grade, also No. 4 ail 
having a viscosity not greater that 
70 seconds; maximum oil rate, 3 
gal. per hr. 

Electrical Merchandising, Novembt 
15, 1945 


A & H Hotplate 


A&H Electric Co., 339 Rockaway Ave 
Brooklyn, N. Y. 

Device: Models AAA and AAA‘! 
single burner hotplates. 

Price: AAA $1.45, consumer supply 
ing a heater cord; AAA-l, with 
cord $1.80. 

Electrical Merchandising, Novembe 
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SMITHWAY Stoker 


A. O. Smith Corp., Milwaukee, Wis. 
Device: Smithwav stoker. 
Selling Features: 1-piece welded hop- 


g Pads per assembly includes turret-top, 

larger opening to permit filling with- 
hester, N. Y, out spinning ; lower hopper construc- 
36, 5588 tion makes it easy to fill; Monotwin 
See assembly of food tube and air duct 
Ss 6684, 6685, allows for angle installations in 
ds,—low 125 cramped quarters; special plug-in 
175 degs.: motor connection; Smithway capaci- 


Fairprene” g tor type motor; direct drive double 
vated fabric; worm transmission; packaged unit 
} safety con. drive; “Smoothway” clutch; dual 
. diameter feed screw; quiet, high 


speed fan; controlled air circulation ; 
volts, ac. or new anti-backdraft; Smithway ther- 
mostat control for even ome 
pe, automatic regardless of outdoor changes ; “F¥r- 
1 heats, 125- saver” and “Limitron” prevents fire 
afe-T circuit from going out during mild weather 
wetproof 2 furnace against over 
eating. 
“0685, $5 70: Electrical Merchandising, November 
15, 1945 
, November 


WABASH Flash Midgets 
Wabash Photolamp Corp., 335 Carroll St., 


Brooklyn, N. Y. 
Device: 2 new Superflash photolamps 
—25B and SF 


Selling Features: 25B, blue Super- 
flash for daylight color films; total 
light output of over 14,000 lumen 


mlined con- seconds ; designed for use with Day- 
parts, stands light Ansco color or Kodachrome 
tt when it regular. 

ontrol ; com- SF (Speed Flash)—a_ gas-filled 
and tube to (oxygen) lamp for amateur use with 
hrough back fast films; 5,000 lumen seconds out- 


r; 110 volts, put. Both midgets have been in con- 
, ac.; 11d tinuous production for government 
former ; uses since 1941. 

3 Commer Price: 25B, 20¢; SF, 11¢. 

30 No. 4 oil Electrical. Merchandising, November 
greater than 15, 1945 
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ackaway Ave. 

and ELECTROMODE Heater 

umer supply: Electromode Corp., Mishawaka, Ind. 

AA-1, with Device: Portable fan type room heater. 
ihe Selling Features: For use in bathroom, 

, Novem nursery, dressing room, bedroom or 

living room; resistor wire is com- 
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pletely enclosed in tubular sheath 
which is sealed in a 1-piece finned 
aluminum casting; high thermal 
conductivity plus large convection 
surface radiates heat rapidly; 110- 
120 volts a.c.; 1320 watts; “on” and 
“off” switch is double-throw so 
that heater fan combination may 
be used or fan only. 


Electrical Merchandising, November 
15, 1945 


FLOOROLA Floor Polisher 


Floorola Products Inc., 560 Maryland 
Ave., York, Pa. 


Model: Model “C” 2-brush floor model. 

Selling Features: Scrubs, waxes, 
polishes, buffs; made of aluminum; 
weighs only 18 lbs.; for homes, 
clubs, hotel, etc.; self-lubricating 
thruout; Universal motor; operates 
on a.c. or d.c.; standard equipment 
consists of l-set waxing brushes; 1 
set polishing brushes; 1 set buffing 
pads and 4 cans Floorola wax. 

Electrical Merchandising, November 
15, 1945 


A-P Oilifter 


Automatic Products Co., Milwaukee, Wis. 


Device: Oilifter—pumps oil from re- 
mote storage to vaporizing burner 
installations in upper floors of homes, 
flats or tenements. 

Selling Features: Adaptable for use 
in any structure heated by vapor- 
izing burner appliances, an ideal 
“assist” for barber shops, schools 
and public halls, detached garages; 
maintains constant supply of fuel oil 
without needs for hand pumping; 
storage tank may be 100 ft. away, 
horizontally, from Oilifter unit—ex- 
cess fuel in reservoir chamber of 
unit syphons back automatically into 
inlet supply line—no wastage. 

Electrical Merchandising, November 
15, 1945. 
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RED JACKET Water System 
Red Jacket Mfg. Co., Davenport, lowa 
Device: Centri-Jet “RC” pump and 


water system for shallow well use. 


Selling Features: Self-priming—re- 


primes itself whenever the water 
level drops below shallow well limits 
and the recirculation of water in res- 
ervoir through the injector elim- 
inates the air, the pump then re- 
sumes pumping when water again 
rises above foot valve—entirely auto- 
matic; available in 4, 1/3 and 4 
h.p. sizes. 


Electrical Merchandising, November, 


15, 1945 


Empire Ilroner, Inc., 817 Main St., 
Cincinnati, 2, Ohio 


Device: Portable ironer. 
Selling Features: Weighs only 23 Ibs., 


may be used on any table—even a 
bridge table; 21 in. roll; starts and 
stops by slight touch of elbow on 
lever, leaving both hands free to 
guide clothes; motor and gears in- 
side roll. 


Electrical Merchandising, November 


15, 1945 


EDDY Stokers 


Eddy Stoker Corp., 4711-21 W. North 


Ave., Chicago, Ill. 


Models: 30 and 50. 
Selling Features: Capacities of 30 


and 50 Ibs. coal per hr; rectangular, 
sectional retorts; sectional-air Ven- 
tuyeres; worm tube and 
chassis; cast iron fan housing; tur- 
bine type fan wheel; precisjon built 
gear case; V-belt drive; ¢lean out 
port in hopper base for easy re- 
moval of foreign objects; heavy 
gauge steel hopper. 


Electrical Merchandising, November 
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15, 194 


SYLVANIA Lamps 


Sylvania Electric Products Inc., 
Salem, Mass. 


Models: 3-light lamps for IES type 


table and floor lamps, and a group 
of small incandescents for 115-125 
volt service. 


Selling Features: 3-light bulb PS-25 


provides 50-100-150 watt levels of 
illumination ; 30 bulb is rated at 100- 
200-300 watts; both have inside 
frosted, 3-contact bases for low, 


medium or high lighting; 1000 hrs. 
average life. 

Small incandescents for a wide range 
of applications including refrigera- 
tor, vending machine, instrument, 
indicator, night, exit, decorative and 
other forms of lighting from 6 to 10 
watts. 


Electrical Merchandising, November 


15, 1945 


REDI-HEAT Heater 


Redi-Electric Co., 141 W. 24th St., 
New York, 11, N.Y. 


Device: Radiator type heater. 
Selling Features: Convection type 


heater in 2 models—Standard and 
Deluxe; both have 2 switches for 
high and low heat; 660 and 1320 
watts, 125 volts, a.c. or d.c.; heat- 
ing element is a ceramic coil 14 in. 
long in standard model, 18 in. long 
in deluxe ; 6 vertical convector flues 
over heating clement in standard 
model, and 8 in. deluxe model, de- 
flect heat evenly upward through 
radiator; baked crinkle enamel finish 
in brown or ivory; deluxe model has 
humidifier in pan under hinged top 
of the heater. 


Price: Standard $14.95; Deluxe with 


humidifier, $17.95. 


Electrical Merchandising, November 


15, 1945 
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Only the Smituway 
Water Heater 
Has This 
Mirror-Smooth 
Lining 


sparkling clean as the 
water source itself! 


SMITHway Water 
Heaters, lined with 
Permaglas...the 
sparkling blue, mir- 

a ror-smooth glass- 
There's only ONE re- 

Permegies sist rusting and cor- 
roding under all water conditions! 
Tests with the waters from every state 
prove it. 


Send today for the picture booklet, 
“The Inside Story of Permaglas.”” See 
for yourself how Permaglas is a great 
aid to sales! 


The New Sales Story for Water Heaters 
With SMITHway Permaglas Water 
Heaters you have the most dramatic new 
sales story in the home-appliance busi- 
ness... 

A one-piece, glass-lined tank. 
Sanitary as a clean drinking glass. 
Freedom from all tank rust and 
corrosion. 

No “corrosion-dirt” in the bath. . . 
no “tank spots” on clean clothes. 
Sparkling clean hot water as pure as the 
source itself. 


O. (MITH Corporatic 
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ELECT 


APPLIANCE 


NEW RADIO PRODUCTS 


BELMONT Pocket Radio 


Belmont Radio Corp., 5921 W. Dickens 
Ave., Chicago, Ill. 


Device: 5-tube superheterodyne pocket 
radio receiver. 

Selling Features: Designed to fit 
pocket or purse; uses sub-miniature 
tubes developed by Raytheon Mfg. 
Co. for the Variable Time radar 
proximity fuse; weighs 10 oz. includ- 
ing batteries; 3 in. wide, } in. thick 
and 6} in. high; finished in gold, 
sterling silver; plain and 2-tone 
metal, morocco, pin seal, alligator, 
suede and other leathers. 


Price: Starts at approximately $30. 


Electrical Merchandising, November 
15, 1945 


BENDIX Radios 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md. 


Models: No. 526-B, plastic table ra- 


dio; 646-A, end-table radio; 676-B. 


and C, Consolette combination. 
Selling Features: No. 526-B plastic 
table model has built-in concealed 
handle for convenient carrying ; dust- 
proof enclosed back; illuminated 3- 
color, curved slide rule dial; Full 
standard broadcast; police reception, 
535-1725 k.c.; built-in antenna ; beam 


power output; improved AVC; Al- 
nico core speaker; a.c.-d.c.; 7-tube 
performance through 5-tube super- 
het circuit, using 2 double purpose 
tubes; Ivory finish. 

No. 646-A end table model in 
Sheraton period furniture design has 
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invisible slide rule Phantom Dial: 
Standard and police broadcast; INR 
noise reducing circuit; special tone 
purifying feed back; 3-gang con- 
denser; tuned radio frequency am- 
plification feed back; 3-section ac. 
hum filter; 8-tube performance 
through 6-tube Superhet; available 
in mahogany with inlays. 

No. 676-B & C Radio-Phonograph 
in Regency styled cabinet features 
the Bendix “Swing-A-Door” record 
changer with automatic shut-off 
that turns player off and returns 
pick-up to starting position after 
last record is played. 6-tube chassis 
with large record-storage space; 3- 
c@or, 3-dimensional vertical slide 
rule dial ; a.c. only; choice of Ameri- 
can Walnut or Knotty Pine. 

Electrical Merchandising, November 
15, 1945 


SENTINEL Radio 

Sentinel Radio Corp., Evanston, III. 

Device: Sentinel vest pocket radio. 

Selling Features: Self-contained bat- 
teries; aerial contained in wire lead- 
ing to ear-piece, which is inconspicu- 
ous, of the approved hearing-aid 
type; complete unit includes radio, 
batteries, tubes, in small compact 
case size of a cigarette case. 

Electrical Merchandising, November 
15, 1945 


ANSLEY Paneltone 


Ansley Radio Corp., Long Island City, 
N. Y., and distributed through Paneltone 
Corp., 1841 Broadway, N. Y. 


Device: Ansley Paneltone radio de- 
signed for built-in installations— 
where radio is wanted without addi- 
tional piece of furniture. 

Selling Features: Built on heavy stec! 
panel, requires only 44 in. depth; 
available in 2 models: a 7-tube sct 
on a 14x14 in. panel in a.c. or ac-dc; 
and a 17-tube deluxe model wit! 
FM and regular broadcast, 14x26 in 

Price: $99.50 and $250. 

Electrical Merchandising, November, 
15, 1945 
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ELECT APPLIANCE Ship it 
in a 
Wirebound 


Pressure Cooker @n d ge 


Landers, Frary & Clark, New Britain, 
Conn. 


Device: “Minute-Saver” aluminum 

pressure cooker—non-electric. @ 

Selling Features: Elliptical shaped 
cover fits inside container rim pro- 
viding safe, effective closure; care- 
fully weighed and machined vent 
maintains correct cooking pressure; 

“Squeeze-Easy” handles provide fi Gur eee 
l-hand operation in opening and 
closing; interior cooking pres- 
sure producing air-tight seal between 
cooker and replaceable Neoprene 
gasket of cover; “Over-Tempera- 
ture” release provides safety by dis- 
charging all pressure quickly and 
automatically. 

Electrical Merchandising, November 

5. 


SMOOTHIE Ice Cream Freezer 


Ralmac Corp., Michigan National Bank 
Bidg., Grand Rapids, Mich. 


Device: Ice cream freezer for use in 
refrigerator freezing compartments. 

Selling Features: Special Smoothie 
Whip (charged bulb), which is in- 
sert in bottom of Smoothie after in- 
gredients are put in, applies pres- 
sure to ingredients of mixture, aerat- 
ing them; heavy cast aluminum in 
modern design; capacity 1 qt. ; 94 in. 
long. 

Electrical Merchandising November 
15, 1945 


Wirebound Box Manufacturers 
Association, Room 1826, Bor- 
land Building, Chicago 3, IIl. 


JUICE KING Juicer 


National Die Casting Co., Touhy Ave. at 
Lawndale, Chicago, 


Device: Juice extractor—non-electrical 

Selling Features: “Single stroke” 
handle halves time formerly required 
to squeeze fresh fruit juice; “Juice- 
all” strainer with serrated ribbing 
holds fruit pulp firmly in position; 
deep well cup prevents squirting; 
interlocking cup and strainer keeps 
seeds from slipping into glass; open 
design permits large size glass. 

Prices: $3.95; $4.95 and $9.95 

Merchandising, November 
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Strength... Wirebound 
Boxes and Crates are de- 
signed to take all of stresses, 
strains, shocks and stacking 
loads encountered in ship- 
ment and warehousing. 


Lightweight ... medern 
Wirebound Boxes and 
Crates add the strength of 
steel to lighter construction 
to assure maximum product 


Ease of Assembly . . . Wire- 
bound Boxes and Crates 
come to you at least two- 
thirds assembled, and most 
sizes can be made-up, 
ready to pack in less than 
a minute! 


Save Shipping Room Space 
. » » Wirebound Box and 
Crate mats store flat and 
may be assembled in but 
a few moments as needed! 


Send today for your free copy of 
this 24-page book, “YOUR 
PRODUCT. .. How to ship it safely 
and at lower cost.’’ Here are a few 
of the important points covered ... 


@how to reduce @gain greater 
shipping charges 
with a Wirebound strength, eliminat- 


that safely elimi- ing costly loss and 
nates excessive 
weight! damage claims! 


@ save50%ormore @ save valuable 
timein assembling space in your ship- 
and closing! ping department! 


PAGE 41 


| 
protection. 
A 
JAC 
| 
Ng 

ds. 
3 
| 
| 

— LK} BOXES & CRATES | 


Firs | Ironrites 
» Expressed to 


om 
4 
4 


7 left to > right: Hal 'L Biddle, lronrite Sales Promotional 
>, Manager; H. A. Sperlich, lronrite President; Geo. S. Ferreira, 
z | American Airlines; W. R. Dabney, lronrite Sales Manager. 


New Factory to Increase lronrite Production 300% 


lronrite postwar production was started October Ist. 


Four days later, air express shipments of new Ironrite ironers 


were streaking through the sky to lronrite distributors all over the 
country. 


From coast to coast—east, west, north, south—these air express 


shipments saved anywhere from three days to three weeks in get- 


ting ironers into the field for demonstrator training and dealer 
showings. 


Keen interest was reported everywhere. Columns of newspaper 
space were devoted to stories and pictures. Inquiries poured in. 
Homemakers everywhere wanted to know where they could see 
the new Ironrites—and how soon they could get them. 


In the meantime, lronrite production mounts rapidly—with a new 


factory “moving day” only a few weeks away, and a 300% in- 
crease in plant capacity to follow shortly. 

Below is shown a picture of the new plant, in Mount Clemens, 
Michigan. It has a floor space of 115,000 square feet and is now 
being prepared for lronrite’s greatest production program. 

Thus lronrite—-a proven performer—the leader in its field—plans 
for the greatest sales program in its history—likewise the greatest 
dealer opportunity lronrite dealers have ever known. 

Months ago, Ironrite promised ironer dealers a real volume sales 
operation. This is it! lronrite dealers will profit handsomely thereby! 


THE IRONRITE IRONER COMPANY 
38 Piquette Avenue Detroit 2, Michigan 


Quality Leader for a Quarter 
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DEPARTMENT STORES 


New Manager of St. Petersburg 
Branch, Associated Stores of 
Florida 


Richard H. Wanner has been ap- 
pointed manager of the St. Petersburg 
branch of Associated Stores of Florida, 
according to an announcement by H. 
A. Brennan, vice-president. Mr. Wan- 
ner for the past seven years was con- 
nected with the Good Housekeeping 
Shops of Detroit, Mich., in an execu- 
tive capacity. 

Mr. Brennan also announced the ap- 
pointment of Doyle N. Wyre, formerly 
of LaSaile & Koch, Toledo, Ohio, to 
manage the firm’s Orlando, Fila., 
branch. 


New Appliance Manager for 
Foley Bros., Houston 


Foley Bros., Houston, Texas, has 
made Walter O. Cueves appliance 
manager. Mr. Cueves comes from Lake 
Charles, La. 


Leonard's, Fort Worth, 
Opens “Electrical City" 


The Leonard Department Store, 
Fort Worth, Texas, has devoted 2,500 
square feet of floor space to what will 
be called “Electrical City.” This de- 
partment will carry everything from 
a pocket sized radio to a complete elec- 
trical kitchen, the advertising of the 
firm states. 


Maison Blanche, New Orleans, 


Remodels 


Maison Blanche, New Orleans, La., 
department store, has remodeled quar- 
ters for its appliance, radio and record 
department. 


Blankenship Joins 
Carson, Pirie, Scott & Co., 
Chicago 


After serving for three years in the 
U. S. Navy, Walter E. Blankenship 
has joined Carson, Pirie, Scott & 
Co., Chicago, Ill., as sales manager 
and assistant buyer of major appli- 
ances and kitchen furniture. 


Leonard D. Frum Manager at 
Bradshaw-Diehl, Huntington, 
W. Va. 


Bradshaw-Diehl Co., Huntington, 
W. Va., has just announced the ap- 
pointment of Leonard D. Frum as 
manager of its major appliance depart- 
ment. Mr. Frum recently associated 
with Wiant & Barr, Parkersburg, is 
well known to the appliance trade. 


Stanley Resigns 
from Jordan Marsh 


George Stanley has resigned as 
buyer of electrical appliances at Jordan 
Marsh Co., Boston, Mass., after 21 
years with that store. He has ac- 
cepted the post of manager of Shields 
Electrical Company, Boston. 


New Assistants 
at Michael's Bros. 


Michael’s  Bros., Brooklyn, New 
York, has named two assistants to 
Walter Endel, merchandise manager of 
the appliance division. They are James 
Murphy and William Karp. 


Bower's, Knoxville, to Add 
Appliance Department 


Bower’s, Knoxville, Tenn., will add 
an electrical appliance department in 
the near future, to be followed by the 
addition of appliances in the other 
Bower units located in the South. 


Promotion at People's 
Outfitting, Detroit 


Steven Lukina, formerly buyer of 
housewares, etc., at People’s Outfitting, 
Detroit, Mich., has been promoted to 
merchandise manager of major appli- 
ances and radios. 


Max Fishman Joins 
Hecht Co., Washington 


Max Fishman has joined the Hecht 
Co., Washington, D. C., as buyer of 
radios and major appliances. For- 
merly he held a similar position with 
Kauffman’s, Pittsburgh. 


DISPLAY FEATURES 300-YEAR-OLD-IRON—An historical window display of irons 
featuring styles from a 300-year-old Chinese charcoal to the present-day Proctor 
“Never-Lift" invited the customers of L. Bamberger & Co., Newark, N. J., to cast 
their votes at the Proctor Iron Design Poll at the Housewares Fair on the 7th floor. 
All types were shown, from old-time “slug” irons, through the gasoline-heated kind, 
to the present-day electric model. 


vit 


a 


VICTOR & CO.'S NEW RADIO DEPARTMENT—The modernization program of the 
Victor & Co. store, Buffalo, N. Y., undertaken by Robert Heller Associates, Inc., in- 
dustrial designers, of New York, includes this new radio department. The entrance 
features reeded cypress backgrounds for display, while the interior is lined with fluted 


d 


Transite boards against which models are r 


The over-all lighting of the depart- 


ment is accomplished with recessed fluorescent units with plastic shields, while 
feature displays are highlighted by incandescent spots. The ceiling is of acoustical 
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Steiger Co., Springfield, 
Returns to Appliances 


The Albert Steiger Co., Springfield, 
Ind., is returning to appliance mer- 
chandising by opening a separate de- 
partment store for electrical appli- 
ances. Theodore E. Bedell, formerly 
appliance sales manager of the H. P. 
Wasson Co., Indianapolis, is the buyer 
for the new department. 


Hodgkins Joins Pray Co., Boston 


Leonard Hodgkins has joined the 
John H. Pray Co., Boston, Mass., as 
manager of that firm’s new electric 
appliance department. 


Manouge Joins 
Pfeifer Bros., Little Rock 


E. A. Manouge has joined Pfeifer 
Bros. Department Store, Little Rock, 
Ark., as buyer and manager of appli- 
ances. Most recently Mr. Manouge 
has been associated with John Meck 
Industries, Plymouth, Ind., and before 
that he was with People’s Outfitting 
Co., Indianapolis. 


Kern Co., Detroit, Gets 
New ‘Buyer and Merchandiser 


David Reddeway, formerly buyer of 
appliances for People’s Outfitting, De- 
troit, Mich., has joined the Ernest 
Kern Co., Detroit, as buyer and mer- 
chandiser of that firm’s new major 
appliance department. 


Appliance Manager Named 
for Sloane's, New York 


W. Harold Hoiles has been ap- 
pointed manager of the new household 
appliance department at W. & J. 
Sloane, New York. Previously Mr. 
Hoiles was planning engineer for Ane- 
mostat Corp. of America and he has 
also been associated with Frigidaire. 


New Buyer for Lachman Bros., 
San Francisco 


Clinton Fortune, recently released 
from the Navy after three years serv- 
ice, has joined Lachman Bros., San 
Francisco, Cal., as buyer of major 
appliances. 


Belk Matthews Co., Macon, 
Gets New Manager 


Emmett F. Garrett, associated for 
several years in the electrical appliance 
field in Macon and Middle Georgia, is 
the new manager of the Home Appli- 
ance Department of Belk Matthews 
Co., Macon, Ga. 


Bigelow's, Jamestown, N. Y., 
Open Appliance Store 


Bigelow’s Department Store, James- 
town, N. Y., has remodelled a two- 
story building adjacent to the main 
store and is opening an appliance store 
under the management of Ragnar Mil- 
ton. The store will be temporary. 


New Assistants at Hearn's, 
New York 


Two additional assistants to Max 
Sass, housewares buyer for Hearn’s 
Department Store, New York, have 
been appointed. They are Harold L. 


. Lanchantin, formerly Brooklyn district 


manager for Hoover Vacuum Cleaner, 
who will be assistant in major appli- 
ances, and Robert Golden, formerly 
assistant buyer of housewares at B. 
Gertz, Jamaica, who will be assistant 
in small appliances, etc. 


Stewart & Co., Baltimore, Prepares 
New Major Appliance Department 


Stewart & Co., Baltimore, Md., has 
set aside 3,500 square feet on the first 
floor for its new major appliance de- 
partment. According to Louis P. 
Seiler, vice-president of the firm, the 
new department will be in operation 
about the first of the year. 


Hudson's, Detroit, Selling 
Commercial Equipment 


It is likely that commercial electrical 
refrigerators, restaurant size electric 
ranges and deep-fat fryers—all items 
the housewife never sees—will con- 
tinue to be sold by the J. L. Hudson 
Co. of Detroit, Mich., in the future. 
The Hudson store was caught with a 
frozen stock of these items during the 
war and used direct-mail to liquidate 
them. Its success has encouraged it to 
continue. 
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YOU 
FARMERS 


One of the largest and fastest expand- 
ing markets for electrical merchandise 
is the two and one-half million farms 
which are electrified—and the million 
and a quarter more which will be sup- 
plied with power within the next three 
years. 


The best prospects among these elec- 
trified farms have already been selected 
—400,000 of them. They were chosen 
on the basis of potential power use and 
equipment buying ability by field repre- 
sentatives of Power Companies and 
R.E.A. Co-ops. All of these 400,000 pre- 
selected farms receive ELECTRICITY 
ON THE FARM Magazine as an in- 
tegral and important part of their power 
service. 


The electric companies pay for this 


LECT R ITY ELECTRICITY ON THE FARM 
24 West 40th Street | 


ON THE FARM Magazine 
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magazine to go to these farmers because 
of its value in educating them in the use 


of power for better farming and finer 
home living. ELECTRICITY ON THE 
FARM Magazine —the only publica- 
tion of its kind — is exclusively devoted 
to this purpose. Its editor, George W. 
Kable, and staff are all authorities in 
the field. Every issue is packed with 
autheritic, up-to-the-minute, live-wire in- 
formation showing farmers how to get 
the most use out of electric power. 


ELECTRICITY ON THE FARM 
Magazine is your helping hand in pre- 
selecting prime prospects and in condi- 
tioning them for the use of your mer- 
chandise. Write for a sample copy today 
and discover what ELECTRICITY on 
THE FARM Magazine is doing to de- 
velop this market for you. 


New York 18, New York 


6 No. Michigan Ave. 


605 Market Street 
Chicago 2, illinois 


Son Francisco 5, Calif. 


DEPARTMENT 
STORES 


Wolf & Dessauer, 
Fort Wayne, Expands 


Wolf & Dessauer, largest depart 
ment store in Fort Wayne, Ind., has 
taken over a two-story building on 
S. Clinton St. which it acquired sev- 
eral years ago, and has started re- 
modeling work preparatory to its occu- 
pancy as a radio and appliance store. 
The building will connect directly with 
the present Wolf & Dessauer appliance 
store on E. Washington St. 


"lowa Dream Farm Home" to Be 
Presented by Younkers 


In the Younkers Store for Homes, 
which will be connected by subway to 
the Des Moines, lowa, department 
store, will be a dream farm home, con- 
taining everything the farmer’s heart 
can desire, it has been announced. 
The home will be built to specifica- 
tions supplied by Successful Farming, 
a magazine published at Des Moines. 
Only appliances will be shown in the 
new store. 


Stix-Baer-Fuller, St. Louis, 
Opens Separate Appliance Store 


Making a radical change over pre- 
war appliance promotion methods, the 
Stix-Baer-Fuller Department Store in 
St. Louis, Mo., has announced the 
opening of its new “Appliance House” 
—an entirely separate building devoted 
entirely to major appliance merchan- 
dising. Merchandise arrangement will 
follow a mass display theme, accentu- 
ating a wide choice in brands and price 
ranges. 


Hoover Furniture Store, 
Lexington, N. C., Enlarges 


Glenn Hoover, head of the Hoover 
Furniture Store, Lexington, N. C., is 
planning to enlarge the electrical ap- 
pliance department. A three-story ad- 
dition to the Hoover building, now 
under construction, is expected to be 
completed and ready for occupancy 
early next year. 
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ELECTRIC BLANKET WASHING—The 
G-E electric blanket can be washed suc- 
cessfully, the G-E Consumers’ Institute 


says, if a few rules are followed: Don't 
scrub or wring; use lukeworm (100 degs. 


F) water; wash for 3 minutes only; hang 
blanket lengthwise over tightly drawn 
clothesline—2 parallel lines are better. 
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Dave Davis Buyer 
for Macy, Bamberger's 


Major Dave Davis, recently dis- 
charged from the U. S. Army, has 
been named radio and television buyer 
for R. H. Macy & Co., New York, 
and L. Bamberger’s, Newark, N. J., 
it was announced recently. Before en- 
tering the service, Mr. Davis was 
Macy’s radio buyer for almost seven 
years. 


F. & R. Lazarus, Columbus, 
Expands 


F. & R. Lazarus & Co., Columbus, 
Ohio, largest department store in cen- 
tral Ohio, is remodeling the Columbus 
Auditorium, at the corner of Town and 
Front Sts., to provide 105,000 square 
feet of floor space for the housewares, 
hardware, gas and electric home ap- 
pliances, home appliance parts, and 
service departments. The building is 
being modernized, both inside and out, 
and will be known as the Lazarus 
Annex Building, announced Robert 
Lazarus, general merchandise man- 
ager. 


Keuerleber Bros., Dover, Ohio, 
To Handle Appliances 


Keuerleber Bros. Furniture Store of 
Dover, Ohio, recently purchased by 
O. J. Herrington and Charles A. Deu- 
vall, will handle electrical appliances, 
refrigerators, etc. 


A. F. Williams Furniture Co., 
Oklahoma City, Appoints New 
Manager 


Walter B. Carter, formerly with 
Harbour-Longmire Department Store, 
has been made manager of the appli- 
ance department of the A. F. Williams 
Furniture Co., Oklahoma City, Okla. 
The Larrison Radio Service Co, is 
joining the Williams store. 


J. B. White & Co. to Open 
at Greenville, S. C. 


J. B. White & Co., Greenville, 
S. C.’s newest department store, fea- 
turing a large stock of electrical appli- 
ances, held its formal opening recently. 


Sherman Clay, San Francisco, 
Adds Appliance Departments 


Home appliance departments have 
been added in eight of the Pacific 
Coast stores of Sherman Clay & Co., 
San Francisco. 


Correction 


On the “Department Store Ap- 
pointments” page of our October 
issue we stated incorrectly that Jos. 
Hoffman had been appointed man- 
ager of the appliance and radio de- 
partments of the Hecht Co., Balti- 
more, Md. We apologize for our 
error. Mr. Hoffman is manager of 
the radio department; all major ap- 
pliances are under the supervision 
of S. Frank Kahn. 


h You can sell the famous Oster 
Massagett with confidence of win- 


the sales-building, controlled-massage feature sing another satisfied customer. 


. .. the only home massage instrument wit 


7 For Suspended Motor Action— 

Suspended M otor Actio n a patented design feature ex- 

clusive with Oster — helps 

increase the health-giving 

benefits of massage in conditioning the body and in relaxing 

tired nerves and muscles . . . Ask your jobber to let you 
know when Oster Massagett is again available. 


John Oster Mfg. - Racine, Wisconsin 


{ 


Many of your customers—and potential customers— 
are among the millions of readers of Esquire and 
Liberty who are “pre-sold’” on Massagett by 
Oster’s national advertising appearing every month. 
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. . . told factually, entertain- 
ingly, in the new 412-page 
book GREAT DAY COMINGI 
by a recognized leader in 
the home appliance field .. . 


GEORGE F. TAUBENECK 


. . editor of AIR CONDITIONING 
& REFRIGERATION NEWS for the 
post 15 years. A keen student of 
business and its trends, he writes 

authoritatively, yet in lively, 
interesting manner. 


GREAT DAY COMING! is devoted 
to a thorough appraisal of this im- 
portant consumers durable goods 
field, with special emphasis being placed on the distribution side 
of the picture. Problems in production, marketing, the shifting dis- 
tribution pattern, selling and service ... timely and thorough 
studies of the coming markets for home freezers, television, locker 
storage plants, automatic laundries and other aids to better living. 
You will find it worth many times its moderate cost in providing 
valuable, factual information on the future of the appliance field. 


Mail your check $3 
post 


ay for 


BUSINESS NEWS PUBLISHING COMPANY + 5233 CASS AVE., DETROIT 2, MICH. 


WATERBURY HANDY PLUGS 


are available again! 


TO ASSEMBLE SIMPLY INSERT WIRE AND SCREW ON CAP 


® No Bare Wires—No Short Circuits 
® Easy To Attach—Handy To Use 

® Long Uninterrupted Service 

® Safer For Public Use 


Write for complete information 


WATERBURY COMPANIES, Inc. 


FORMERLY WATERBURY BUTTON CO., EST. 1812 


VOLT WAY, WATERBURY, CONNECTICUT 
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NEW LITERATURE 


AND SALES HELPS 


Amana Society 


A booklet has recently been issued 
by the Refrigeration Division of the 
Amana Society which describes in 
detail their new Freezer-Cooler, model 
200. This is a large, walk-in type 
cooler and a sharp freezer and frozen 
food storage cabinet combination. The 
booklet contains several pictures show- 
ing interior and exterior views of the 
cooler as well as complete description 
and specifications. 


G-E Lamp Department 


Anticipating an even greater trend 
in the field of visual merchandising, 
the General Electric Lamp Department 
is presenting an attractive open window 
sales and storage carton for their lamp 
bulbs, called “Handy Household Cabi- 
net” which will receive its field tests 
early in November in a number of 
selected areas throughout the country. 


gLecTe@e 


The open faced carton is designed to 
hold six lamps in a comparatively wide 
range of bulb sizes. However, the 
field tests will be made on the basis 
of the research findings which are two 
each of the 100, 60, and 40 watt sizes. 
The carton has been so designed that 
it can be produced for special imprint- 
ing of lamp bulb sizes for areas where 
buying habits differ greatly from the 
national pattern. 


Cleveland Heater Co. 


“The Service of Selling” by Kenneth 
Lawyer, Associate Professor of Com- 
merce and Industry, Western Reserve 
University, is the title of a set of two 
books, covering every important prob- 
lem of personal selling, written for 
the home appliance salesman. These 
books will be ready for distribution by 
the Cleveland Heater Co., 2310 Super- 
ior Ave., Cleveland 14, Ohio, about 
Nov. Ist, as their contribution toward 
full employment and peace prosperity. 

Vol. 1 deals with the principles of 
salesmanship; the principles of busi- 
ness, economics, and ethics; people, 
what they are, why they buy, and how 
they buy. 

Volume 2 covers the selling process, 
how to get attention, create interest, 
overcome objections, etc. A companion 
volume, “Enthusiasm, Personality and 
Friendships,” is recommended to the 
man or woman who wants to get 


ahead. 


Columbia Recording Corp. 


The 1946 Columbia catalog is now 
off the presses and is being distributed 
to record dealers throughout the coun. 
try. This new 512-page catalog is the 
largest ever to be made by Columbia, 
Completely cross indexed for ready 
reference, it is a veritable encyclo. 
pedia of the finest in recorded music. 
With the lifting of the recording ban, 
Columbia released a considerable num. 
ber of new recordings during the past 
year, so that the general alphabetical 
section which contains both Master- 
works and Popular selections offers a 
much wider choice than ever before. In 
addition to the alphabetical listing you 
can find at a glance Ballet Music, Band 
Music, Drama, Educational Records, 
Organ Music, etc. Also included is a 
handy pronunication guide, a glossary 
of musical: terms and biographies of 
Columbia’s great artist. 


Cory Glass Coffee Brewer Co, 


A dramatic slide film has just been 
released by Cory Glass Coffee Brewer 
Co. A 20-minute presentation, it traces 
the history of coffee-making equipment, 
culminating in a description of the 
features of the Cory glass coffee 
maker. The film concludes with a 
sales demanstration which provides 
retail clerks with an example of how 
easy it is to see the Cory. 


Electric Shaver Div. 
Remington Rand Inc. 


J. S. Engel, general sales manager 
of the Electric Shaver Division of 
Remington Rand Inc., Bridgeport 2, 
Conn., has announced their reconver- 
sion program in a large twelve page, 
full color broadside, just mailed to all 
their distributors and 40,000 retail 
merchants. 


Motor Products Corp. 


“New World A-Comin’”, a report 
on home freezers has been issued by 
the Deepfreeze Division of Motor Pro- 
ducts Corp. The over-all picture of 
the place of home freezers in all types 
of homes today is discussed, as well as 
the advantages to the dealer in selling 
Deepfreeze. 


Premier Div. 
Electric Vacuum Cleaner Co.., Inc. 


To aid and stimulate selling clean- 
ers, Premier has prepared a group of 
booklets and pamphlets, packaged in 
a colorful broadside, and called “Pre- 
mier Priority Plan.” The kit con- 
sists of: Serially numbered Priority 
Certificates, a series of four mailing 
cards, proofs of five different sizes ot 
newspaper ads, one “get-started-adver- 
tising” mat, and literature on Premiet’s 
first available model. Star feature 
of the kit is a comprehensive four- 
color brochure titled, “The Premier 
Program for Successful Selling”, 
which includes a separate booklet {or 
salesman, “How to Sell a Premier 
Floor Model.” 
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Gits Molding Corp. 


Gits Molding Corp. of Chicago have 
developed and are preparing to ship to 
dealers a 7-color, cut-out display easel 
featuring two distinct types of un- 
breakable molded plastic flashlights. 


ABLE 
"tas, 


The display, “nearly four feet high,” 
is made of rigid, heavy cardboard for 
use on the counter, in windows, or 


standing on the floor. Dealers wishing 
complete details on this new merchan- 
dising program may obtain it by writ- 
ing to their jobbers or direct to the 
manufacturer, The Gits Molding Corp. 
at 4600 West Huron St., Chicago 44, 
Ill. 


Tide Magazine 


Tide, the newsmagazine of adver- 
tising and marketing, has just issued a 
booklet called “Television Audience 
Research.” It contains audience re- 
actions to television programs, as re- 
vealed by CBS Television Audience 
Research Institute, and is a reprint of a 
series of nine articles appearing in 
Tide. The titles ares “Background and 
Method”; “Curiosity and Immediacy” ; 
“Limitations and Advantages”; “Home 
Movies and Radio Habits”; “Audi- 
ence Orientation”; “What People 
Like”; “And Now, the Sponser” ; “Po- 
tential Audience Problems”; “Present 
and Future Problems”. Copies may be 
had by writing to Tide, 232 Madison 
Ave., New York 17, N. Y. 


EXCEPTIONAL 
BUSINESS OPPORTUNITY 
IN 
HEALTHFUL. THRIVING 
SOUTHWESTERN AREA 


IM health forces owner to make immediate disposal of 
well established, financially strong business conssting 
of two seperate operations: 


1 — Hotel, Restaurant and Butcher Supply 
business. 

2 — Wholesale Domestic Appliance busi- 
ness 


Both businesses have many exclusive Distributor Fran- 
chises representing top national manufacturers, and the 
company will bear thorough investigation. 
Bonafide inquines, with supporting financial ret 
are invited. 

Address your reply to: 


B0-837, Electrical Merchandising 
; 520 North Michigan Ave., Chicago 11, DL 


WHERE HISTORY WAS MADE 


Faneuil Hall 


“Cradle of Liberty” 
- one of America’s 
most historic shrines 
. « visited by thousands 
of Americans yearly. 


SELL THE “MARKET OF THE MILLIONS..:. 


REPRESENTED BY HEARST ADVERTISING SERVICE 


Where Mass Profits Are Made... 


It’s a far cry from the days of General Warren and his gallant band to the 
modern Boston as the world knows it. A great thriving market... the 
5th largest in the nation ... in which live 2,890,204 people... 745,347 
families .. . all of them concentrated in a 30-mile area within a half-hour 
commuting distance of Boston’s famed State House. Best of all, they’re 
mighty prosperous . . . with ready purses for retail purchases .. . pur- 
chases totaling $1,189,521,000 every year, the highest per capita in the 
country. And the Record-American and Sunday Advertiser blanket this 
tremendous market, and plenty of cities and towns beyond it, with far 
greater circulation and family coverage than any other Boston news- 
paper! Yes, the Record-American gives you over 500,000 daily ... and 
the Sunday Advertiser over 600,000. If you want maximum coverage in 
Boston ... if you want Mass sales in Boston . . . pick the media that 
will give them to you! 


Z 
Z BOSTON RECORD AMERICAN 
SUNDAY 
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HAVE YOU HEARD WHERE TO BUY 


tHe Cow has General Elec- Pp & A 
tric working for her. G-E engineers arts, ervice ccessories 
have developed a stock tank de-icer 
that floats on the surface of the water UNDISPLAYED RATE: DESPLATED BATS: 


and remains at body temperature to | 31.00 per line or fraction per insertion— $12.50 per inch per insertion. Contract 
keep ice from forming. About the size minimum $4.00. First line small black rates on request. (An advertiatng inch 
¢ : : face type. Discount 10% full payment is %” on one | 4 
rerg , 
of an overgrown pancake, the de-icer i in advance for 4 consecutive insertions. 48 inches to a page.) 


a hollow metal disc encircled by a 
heating element, and has a thermostat 
inside which goes on and off as neces- 
Sary. 


CENTER POST WRENCH 


With this tool, you can remove and install center posts 
on 95% of all makes of washers. Hailed by service men 
as the greatest time-saving tool ever developed. 


Adjustable to all sizes and styles of 


posts by simply adjusting twolarge 00 


Lr. Cor. James A. Ramsey, New 
England district manager of the Gen- 
eral Electric Co.’s Appliance & Mer- 
chandise Department, died recently as 
a result of injuries received in London. | 


thumb screws. Grips and holds the 
post for removing or assembling. 


PEARSOL APPLIANCE CORP. 
2122 EUCLID AVENUE CLEVELAND 15, OHIO 
* Washing Machine and Vacuum Cleaner Parts * 


Rotanp H. Cramer has joined the 
Chicago office of McCann-Erickson, 
Inc., aS an account manager of the | 
Household Appliance Division. 


Epwin A. KoHLHASE, a recognized 
leader in the appliance field, died re- 
cently in Highland Park, Ill. Mr. | 


was HERE 1S QUALITY — HERE IS PRICE 


: 20 Ft. Rubber covered Sweeper Cords (approved) .77 each 
Yes, we’re back on the job... 
10 Ft. Rubber covered Washer Cords (approved) 51 each 


once again filling the needs | 


of the people who insist on Premier Duplex Sweeper Belts (first Quality) 5.50 per C. 
Sweeper Bags (all types) .80 each 
sure, dependable USALITE G. E. “ H. P. Carbon Brushes .06 each 
Flashlights and Batteries. NATIONAL MARKETERS AGENCY | 
Very much in evidence in 620 Empire Bldg. Pittsburgh 22, Pa. |} 
the USALITE line is the expe- ———————————————— 
rience of many years in qual- gs 
ity flashlight and battery WASHING MACHINE PARTS WHERE TO BUY 
For any and all makes Senin 
manufacture... plus the | Most complete stock in N. W. supplements other advertising in this issue 
with these a announcem prod- 
added knowledge gained in wets and serene of special intrest in the sale 
, h ene f | Minnesota Appliance Parts Co. other merchandising opportunities. 
supplying huge quantities o 191 W. 7th St. St. Poul, 2, Minn Electrical Merchandising 
USALITE| EDWIN A. KOHLHASE 
Flashlights | 
: | 
and Batteries | chisso ani, «47, had baome ove of ||] DEARCHLIGHT SECTION 
the industry's outstanding executives. | (Classified Advertising) 
to our Armed | He became vice-president of the firm | SELLING : "OPPORTUNITIES" : MERCHANDISE 
Forces. | when only 28 and, upon the death of his EMPLOYMENT : : BUSINESS 
father, Frank L. Kohlhase, was elected —— RATES ——— DISPLAYED 
There’s | president of the company. or ebverticing mer INDIVIDUAL SPACES with border rules for 
fi th Word, sarge $3.00 prominent display of advertisements. 
profit, there’s positions, (Wir pat | ate per ich fo 
customer t M. Z1GMAN, president of the Mor- rates payable in all advertising on other than a 
| han Exporting Co., New York City, | BOX Dew 
isfaction in announces that his company has been | vetically on 
inte sve 7 vertica on a ma — ns — 
LITE Flash- of radio receiver sets. 
lights and HOME-APPLIANCE EXECUTIVE 
Batteries. Or- ‘ Emmett Bt RRows, a 27 year-old } EXCEPTIONAL Wide experience in top-flight national and retail 
| honor ably discharged Army officer Pp NITY merchandising on arettigerators, washers, heat and 
der from your from New York, found himself getting BUSINESS — . planning. promotion and 
. | nowhere after two weeks of job-hunt- organizing producer. 
75 CELL art jobber today. ing in New York. Just about read ai Electrical YY 
) Eig y to 330 West 42nd St.. New York 18, N. Y 
| give up hope, Emmett answered a tele- HEALTHFUL. THRIVING 
phone call from Rival Mfg. Co., Kan- SOUTHWESTERN AREA — - - 
sas City appliance manufacturers. As MANUFACTURERS’ 
a result of the efforts of H. J. Talge | Ok eee okt lee ATTENTION 
of Rival, one veteran is getting a sales of two seperate operations: See cutee & ae yee 
job that will net him $250 per month. 1 — Hotel, Restaurant and Butcher Supply pn crouniention in wrachingten, or Los An- 
business. y. & rite— 
2 -- Wholesale Domestic Appliance busi- JAMES F. HARDY 
THE First TRUE 1946 model post- — Washington 
war refrigerator manufactured by Ad- manufacturers, and the 
miral Corp. at Connersville, Ind., was company will bear thorough investigation. 
presented to the state as a gift recently. IF you want 
Presentation was made by Ross D. Si- oa other readers can supply— 
Flashlights & Batteries ragusa, president of Admiral, to Gov- a oR. . . Something you don't want— 
“A” &“B” Batteries for Portable Radios Ralph Gates, who in turn de- that other readers can use— 
UNITED STATES ELECTRIC MFG. CORP. Factory and | !ivered it to the Indiana Girls’ School ae Advertise it ip the SEARCHLIGHT SECTION 
Exec. Off.: New York 11, N.Y. Branch Off.:Chicago7, i, | at Indianapolis. 
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MASTER - DE LUXE 2 BURNER TABLE STOVE MODEL 77 
COMPLETE RANGE OF 6 COOKING HEATS 


This table stove has High, Medium, and Low Heats on each burner. It is 
made of 20 gauge cold roll steel electrically welded for sturdiness, the 
plastic legs give it a streamlined effect. 


List Sold only in 
$] 3-62 F. 0. B. Chicago Standard Cartons ne! 38 44 
Tax Included of 8 Stoves oes 


ELECTRIC COFFEE MAKER SET 


Consists of a beautiful Electric Coffee Maker Stove, 8 cup Glass Coffee 
Maker, attachment for Grilling, also attachment for Making Toast 
Sold only in standard carton of 12 sets—Each Net................. $6.12 


BELDEN DELUXE IRON CORDS 


Cutler-Hammer-Plug, 10,000 Cycle Heavy Duty. Lots of 50— 
IMMEDIATE DELIVERY on each of the above listed items 
2% discount. Check with order or C. 0. D. 


Railway Express only F. 0. B. Chicago. 


SPEEDMASTER ELECTRIC IRON 
and other appliances soon... . 


INTERSTATE ELECTRIC SUPPLY CO. 


(NATIONAL DISTRIBUTOR) 


4737 N. BROADWAY CHICAGO 40, ILLINOIS 
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ORLANDO, FLA., has the tallest radio 
repairman in the country. Hi John- 
son, 7 feet 6 inches tall, sleeps in an 
eight and a half foot bed he made for 
himself, pays $45 a pair for his speci- 
ally made size 26 shoes, can’t buy 
gloves to fit his hands or socks for his 
feet, and has to splice a couple of sheets 
together to keep his toes warm nights. 

Hi was in show business for 20 
years, but his boyhood interest in 
tinkering with radio led him to take 
a job with the Lee Ownsby radio shop 
when the circus wintered in Florida. 
He likes it and intends to stay. 


Tue Institute or EnNGi- 
NEERS will hold its annual Winter 
Technical Meeting at the Astor Hotel 
in New York, January 23 to 26, it 
was announced recently by Edward J. 
Content, chairman of the Meeting 
Committee. In addition to the many 
features that have always character- 
ized the Institute’s meetings, Mr. Con- 
tent announced an unprecedented num- 
ber of electronics and radio companies 
—approximately 150—will have com- 
mercial exhibits in which will be dis- 
played their first post-war civilian 
products. 


ALBERT SA tt, 80-year-old 
retired president and chairman of the 
Board of Directors of the Graybar 
Electric Co., Inc., died recently. 


A. L. SALT 


Mr. Salt started with Western Elec- 
tric Mfg. Co. in 1881 as an office boy. 
Before long he was a salesman, and 
stuck to it for 20 years. In 1906 he 
was appointed general purchasing 
agent, and in 1913 he was elected a 
vice-president of the company. By 
1926 what had been the Supply Dept. 
of Western Electric became “Gray- 
bar”, and Mr. Salt became its presi- 
dent. 


KENNETH F. MILLER, sales manager 
of the Smithcraft Lighting Division of 
the A. L. Smith Iron Works, Chelsea, 
Mass., died suddenly at his home re- 
cently. He was connected with the 
lamp department of the Westinghouse 
Electric & Mfg. Co., and the Champion 
Lamp Works. 


PossIBLY THE FIRST apartment build- 
ing in the country to throw in home 
freezers for the use of each tenant will 
be the multiple-story apartment build- 
ing planned for Sheridan Road and 
Fargo Ave., in Chicago. It will con- 
tain 80 unfurnished 3- to 5-room flats 
and the home freezers will be kept in 
the basement. George S. Lurie is the 
builder. 


WITH SEWING MACHINES for con- 
sumer use in production, the Singer 
Sewing Machine Co. announces that it 
will promote a nationwide chain of 
2,000 sewing centers in the United 
States. 


CAN PREVENT 
A FLOOD 
OF REPAIRS 


LOOK FOR THIS TRADE MARK 


WHEN YOU BUY 
APPLIANCES 


ou 


SOFT-RUBBER 
PLUGS 


SOLD EXCLUSIVELY 
BY 
UNITED STATES 
RUBBER COMPAN 
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Gals-Eye View 
of South America 


ELECTRICAL 
MERCHANDISING 
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Home Economist Gives Vivid 
Picture of Customs to Chicago 
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Harry Hahn Appointed 
Marketing Director of 
Electrical Merchandising 


H. W. Mateer, publisher of Exec- 
TRICAL MERCHANDISING, announces the 
appointment of Harry C. Hahn as 
marketing director of that publication 
—a newly-created post. Mr. Hahn will 
be in charge of ELectricaL MeRCHAN- 
DISING’s marketing and research activ- 
ties and will be available for consulta- 
tion and advice to the publication’s 
customers and friends. 


HARRY C. HAHN 


Mr. Hahn brings to ELectricaL 
MERCHANDISING a wealth of experience 
in the merchandising of appliances. 
Most recently he was with The Carrier 
Corporation where he was Philadelphia 
district manager of the dealer division 
for six years. Previously he was in the 
same capacity for Carrier at Detroit. 

Prior to 1938, Mr. Hahn was with 
Easy Washing Machine Corporation 
in various capacities, among them di- 
visional manager. 
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Before that he was with the Premier 
Division of Electric Vacuum Cleaner 
Company, Inc., as Division manager, 
public utility manager and Sales 
Manager. 

Mr. Hahn is a graduate of Western 
Reserve University and a native of 
Cleveland, Ohio. 

It is believed that Mr. Hahn’s broad 
field and home office experience in 
manufacturers’ sales organizations, his 
years of experience with distributor 
and dealer problems, will greatly 
strengthen our facilities to serve the 
appliance and radio industry. 


LYING down to Rio in a “rubber 

boat,” with stops enroute, dropping 
in amid a four-days mardi gras, living 
through six meals a day, drinking gal- 
lons of matté, learning to “talk with 
the hands,” and the beauty of the South 
American Andes were just some of the 
sidelights of a talk by Consuelo M. 
Kelly, director of the International 
General Electric’s institute of home 
economics, at the Chicago Women’s 
Division of the Electric Association, 
September 18. 


Consumer Institutes 


Consumers’ Institutes have’ been 
established in Mexico, Brazil and 
Argentina, Miss Kelly said. She ar- 
rived in the midst of a 4-day carnival in 
north Brazil, with merrymakers brac- 
ing themselves with sniffs of ether to 
carry on, then to Natal, land base for 
our carrier and fighter planes to Africa, 
and off to Rio where she found, con- 
trary to popular belief, that city women 
dress in chic dark clothes in the French 
manner, leaving the gaily colored garb 
for fiesta time. 

In Rio de Janeiro a home-makers’ 
institute has been established and is 
finding much favor with the average 
housewife who desires to stay slim in 
the midst of too many heavy meals, 
thinking these “nutrition talks” will 
aid her in attaining and keeping that 
sleek contour. 

Argentina, the cattle country, home 
of the gaucho, outdoor barbecues where 
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Lr. Cov. Tazewett (Taz) WALLER, 


who before the war covered the upper 
New York State territory for Philco 
Corp., is back from the wars and has 
taken up pretty nearly where he left 
off—except that now he is district 
representative for Philco in Southern 
California. His address is 508 La 
Loma Road, Pasadena 2, Cal. 

“Taz” is a little grayer at the 
temples, but some of the experiences 
he went through as a commanding 
officer of a Marine artillery battalion 
on Iwo Jima may have had a good 
deal to do with it. In addition to being 
a veteran of World War I, “Taz” 
served 23 months in the Pacific theatre 
in World War II. For his “excep- 
tionally meritorious conduct in the 
performance of outstanding service to 
the Government of the United States,” 
he was awarded the Legion of Merit 
for daringly placing his batteries in 
firing position on the beach at Iwo 
Jima and giving artillery support to 
infantry .which played an important 
part in the capture of Mount Suribachi. 


beef carcass roasting over the pit, 
using a fine steel knife with finesse or 
else. Much meat but few vegetables 
eaten here, which calls for the drinking 
of much matté (green, leaves or pow- 
dered, and brewed like tea). The solid 
citizen of means carries his finely 
carved wooden cup or mug through the 
streets, sipping the matté daintily 
through a glass sipper, but the com- 
mon herd are content with a gourd 
carved by hand with a stick in it. 


Boy! Can They Eat! 


Another fallacy, that highly seasoned 
foods are popular in South America, 
isn’t borne out, Miss Kelly says. The 
foods are not of the hot tamale variety, 
that being confined to Mexico-way, but 
fine French cooking prevails, with its 
delicately seasoned and flavored sauces, 
much cheese being used. Here in 
Argentine one really goes to town on 
the food wagon—less than five meals a 
day might lead to slow starvation, so 
the inhabitants think. So one starts the 
day with coffee, roll and fruit (how 
early in the morning depending on your 
station in life)—10 o’clock brings more 
coffee, but at 12 noon you really go in 
for refreshment with dinner, which 
starts with a Dutch lunch sort of 
affair, huge plates of deviled eggs, 
sliced chicken, cold meat and appetizers. 
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1945—ELECTRICAL MERCHANDISING 


Next you imbibe a soup—(almost a 
meal in itself)—chicken probably with 
a chicken leg or two in it, vegetables 
or what have you, or if you prefer the 
heavy black bean course you might find 
a sliced banana or two floating in it, 
Now appears spaghetti, ravioli or 
macaroni. After this comes the real 
piece de resistance, generally brought 
in its native state so you personally 
supervise the cooking of your steak, 
chop, kidneys, et al, roasting over the 
charcoal burner. With all this you of 
cotitse drink wine, no water. The fin- 
ishing touch (and by this time you feel 
it so) is the mound of French pastry, 
and coffee...’hmm...siesta. When 
you come to life at 5:30 it’s time for tea 
with, of course, a few sandwiches of 
chicken, ham, cheese and mebbe a slab 
of cake. Along comes 7—the vermouth 
hour—to help stay you until dinner is 
served at 9 or 9.30. This won’t be so 
heavy, as you may wish to skip a 
course to catch that 10 or 10:30 
movie. However, be of good cheer, 
for you can have a snack after the 
show, a cup of chocolate and a wedge 
of cake. Pie seems to be strangely 
lacking in the menus and probably is 
confined to the American colony folk 
down there. 


Chilean View 


In Chile it was found many programs 
have been started to improve the stand- 
ard of living. Here many wealthy 
families have lost servants, due to high 
wages and unionization, and the ladies 
of the house have had to lay aside 
their lace-making and _ familiarize 
themselves with housekeeping to super- 
vise their probably one or two servants. 
A group of some 30 women was trained 
in six weeks to carry the gospel of 
proper cooking of meats and the use of 
more vegetables into the homes of the 
working class. In Chile one sees the 
modern city practically flanked by vir- 
gin wilderness and primitive people. 

Lima has started on a unique pro- 
gram of housing, building colonial type 
homes to resemble the aged ancestor, 
but with modern interiors, fine bath- 
rooms, built-in cabinets, and most mod- 
ern cooking equipment where current 
is available and not too costly. 

In summing up, Miss Kelly relates 
that consumer or home-maker insti- 
tutes have been established by the In- 
ternational General Electric Co. in 
Mexico City, Rio de Janiero and 
Buenos Aires, with the local electric 
utilities lending space for demonstra- 
tions and home-making classes. Much 
missionary work is needed to establish 
more of these groups in smaller cities 
where current now is too costly and 
not available at all hours, and where 
generating facilities will have to be 
more commonly established before 
much can be done to forward the cause 
of electrical living. 
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IDISING 


ECA Radios and Radio-Phonographs will be available 
in a complete line—a model for every purpose. Each set 
carries the ECA Radio WARRANTY TAG of Accurate 
Performance Rating. 


.ote help your store 


Surveys covering ALL leading makes of radios—show that an alarm- 
ing number of consumers never buy the same brand of radio twice. 
And—when consumers change brands—they usually change stores. 
Here is how ECA Radio is building brand loyalty—to keep your 
customers ... and their friends ... LOYAL TO YOUR STORE. 


@ ECA RADIO MAKES FINER SETS 


Built into these amazing post-war ECA Radios are the experience 
gained during our 21-year background in radio and our wartime 
experience in making vital radar test equipment. Each part we 


DYNAMIC NATIONAL 
ADVERTISING ... 


Full page advertisements reaching 
millions of readers are appearing in 
leading national magazines—Collier’s 
. .. American Home . . . and others. 
Every ad emphasizes the finer quality 
of ECA Radios . . . dramatizes the 
ECA Radio Warranty Tag . . . the ex- 
clusive DI-FUSA-TONE* feature and 
other acoustic and electronic inno- 
vations of ECA Radios—and directs 
people to ECA Radio Franchised 


Dealers. 
*Reg. U. S. Pat. Off. 


use costs more—so every ECA Radio will give the consumer much 
more—in tone, in performance, in value. 


© ECA RADIO WARRANTS THE PERFORMANCE 


A Warranty Tag attached to every ECA Radio rates the set as to 
sensitivity, speaker size, frequency range and other important 
points. It also warrants that the set will perform in accordance with 
the ratings given. The ECA Radio Warranty Tag is an “informa- 
tive label” that gives the consumer the facts, and solidifies his con- 
fidence in your store. 


FEATURES OF ECA RADIO DEALER FRANCHISE 


Greater brand loyalty is only one of MANY advantages you get 
with the ECA Radio Dealer Franchise . . . others are: 


® Complete line—sold direct Freight paid to your city 


only limited number of 
dealers will be selected 


e 

@ Heavier deliveries, because @ Protected dealer profits 
“Pre-sold” consumers 


Extensive advertising 


A FEW FRANCHISES STILL OPEN 
—WRITE FOR DETAILS TODAY 
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Behind The Times 


A good many home appliance manufacturers 
seem to think it is a sign of modern mer- 
chandising to have as many distributors and 
dealers as possible. 

The theory seems to be that any dealer 
will make a few sales so the more the merrier, 
and let everybody look out for himself. 

Here at Youngstown we have only 75 dis- 
tributors and plans for about 7000 dealers. 

This does not look too progressive or 
aggressive, according to some standards. 

But we are old fashioned enough to believe 
that we can sell more merchandise with a 


comparatively few good dealers and distribu- 


tors, than with a larger number who are less 
carefully selected. 

We are building slowly, perhaps, but as 
solidly as we know how. And we want to give 
every dealer and distributor room enough to 
do the kind of intensive selling we think 
and should be done. 

If this seems like good sense to vou, vou 
may want to join us in a good old fashioned 
job of selling Youngstown Kitchens along 
the lines that have proved most profitable. 
Just send the coupon for more information 
about Youngstown equipment and the name 
of your nearest distributor. 


MULLINS MANUFACTURING CORPORATION 


WARREN, OHIO 
Design Engineering Service « Large Pressed Metal Parts - Porcelain Enameled Products 


Kitchens. 


by Mullins. 


YOUNGSTOWN KITCHENS «+ Mullins Manufacturing Corporation 
Dept. EM-1145, Warren, Ohio. 


Street 
City &.Zone. County State 


Please send me Youngstown booklet, “Get Acquainted With Your Kitchen 
Business,” and the name of my nearest distributor. 


Name 


